y 
i 


2 A $2 
sen “SIXTH EDITION Us te 


Archived and Distributed 
By Delta Sigma Chi Fraternity of Chiropractic, 
Continuing, the promotion of STRAIGHT Chiropractic 


Digitized by Scott Jackson, DC 


nem 
Ss 


lA 


WEF 


i, 
/ 


Pal 


by B. G. Padmer 


SIXTH EDITION 


VN OS q) 
IN UUING 


al 


on Guide for... 


~ 
bes 
vi ~ a 2 
IAN 
— 
ve y : . 
iv. : 
Nh pin Ue 
INTERE 


RADIO SALESMANSHIP 
by 
B. J. PALMER, President 


WOC-NEC Basic Red 
(after January 1, 1947) 


Tri-City Broadcasting Company, Inc. 


Davenport, Iowa 


e 
WHO-~NBC Basic Red 


Central Broadcasting Company, Inc. 


Des Moines, Iowa 


Offices~Davenport, Iowa 


as Page 
Peaeerond 2 scan od le es ee a ts sr 7 
PRS tare a sce seek hsv we ck alee Sigs wet -w ar a SE een Lata rae eS. Sile we SMO Olg fe TS MoNe ta otis 9). tel sialae 8 
Introducing AGEN GPs .ot i aka a SRR eS < . Se eet Pas Se oa 9 
Pipeline? ace cd eke is ees 6 Rs ols Ge ea ae 11 
Cuapter | Epitome—Minus Goat Feathers .........+0+02eeeeeees 15 
Cuapter Il Radio Sponsor Gluttons Punish Listening Public and 
Anticipate Financial Profits ..........-+.seeeeee+ 14 
Money Is the Root .........eccees eee eeeeeeeeceenees 16 
Crgundworke ...ediesde<s aes seis ees 16 
Ve ie eesti ell oy Srvvonsesdehs 2.5 gees evan wc aero ee Ree es 17 
Vanity Sop ..... ec ce cence cece cence eee eens enceees 18 
Copy-Writers 00.0... sce e cece cece eee e ence teeeeeees 19 
Past VES digs 5-5 esas 6 epee ia hw eRe oo 20 
Announcers .....ccccscencnsccceoecenees sane’ éi~ 28 
Station Executives .....2.ccec ccc cece ene ees encceeees 21 
Words Cost Big Money .....-.-.eeeee reece eeeeees 21 
Birds cscuceant:4 « ov cna bin’n Vas Sa Ss RGN + See Ss os 22 
[eisteersiauist Vacestv aoa a seen eoN. Cami. 22 
TeaaE La scezusluney.cs a eligemcanesln win a6 8-0 «ROPE SS alien 6 ds 23 
Deception Deceives the Deceiver ......-++-seereeeeres 23 
Tell the Truth ........0cescece ence ce eeeesceeenences 24 
Oak GRE sxctiind ss pCR nie Meewne + Seen oR 24 
Bie ott eas 6a est AO ae eee oe 5 
Cuapter IIl Interrupt ......cce cece eee ee ee eee neneeees el a eéiig 26 
Mousetraps .....--.ceee cece cece e tener eneeneneeee 26 
Visions or IIlusions ... 2.0.00 ies so sates sc eeeeece eens 27 
Pro g@Pess) aie sos PERS oe he eae 18 SEE a eit ee See 28 
To the Live: About the Dead ......------ ee eee reece 29 
Cuapter IV Kidding the Other Pella cccs ews. sap hes ae aes 50 
“Rabbit Isn't Tiger” .........-- cere cece eee ceees 51 
Hidden Tricks of the Fur Trade ....-...-..eceeeeeeees 31 
Goat Feathers:...-..ccscccncccccnscvssceveseseecces 50 
Cuapter V Progress in Friction ........0-eeeeeereeeeeeecrcseess 33 
“The Little Red God” ....... ccc ccc ce ec ec cece eenrees 35 
“Hard Times Aren't Coming—It’s Just Easy Times That 
AterGoine” asc «scenes shins + ne ite 35 
Some Interesting Historical Parallels ...............-- 36 
“Only a Century GO capsins sos Uw .2 St eee eee 57 
“And Just Fifty Years Ago” .....--+++seeeeeeeeeeees 57 
Cuapter V1 VON tO Ry owe cantante ee ean ens Deana Shem aeaie 59 
Handicaiia® . cise + « escewae oes eines eo oe lee Al 


one, 


two 


Cnarter VII 
Cuarter VIII 


Cuapter [IX 


Cnapter X 


Cuapter XI 


Cuaprer XII 
Cuapter XIll 


Cuapter XIV 
Cuarter XV 
Cuapter XVI 
Cuarter XVII 
Crarter XVIII 


Cuapter XIX 


CuapTer XX 
Cnapter XXI 


Carter XXII 


Cuapter XXII 


Cuapter XXIV 


Free Schooling For All 


ee 


Hens 


Hariz0nsiickcecccs ad's ce ee nena eae nents Sea 
Advertise 
MURIEL . dadBie aac swacea'o eb Sdapieaie sees Se Ne areereeaine ren 


Prmteasinig ca ccanaensesakhwees wees esha etagease 
reas, 2a aetna a topa eran nanos wate eae 


eaten e ee eeonsnareeounpaereecaseereoeeete rose eseeneon 


Pull-Man 
Waterman vs. Swan 
Tell or Sell] 
Sales .: 


aeeevraceveoee eet see asenaseeeenpeseeeenseeereetegreee 


exneevaeneeroeeoese eve re easeeosseeeveeeseeeeveee sees 
ostrmenmeereeeaasseaneseevneevnvneeeneene 


Radio Sales 
Tlcritr celts Sc tyeta as bea cw: saat erating veo so BO eo a 
Selling Yourself Your City 


Selling Yourself Insurance 


ease orerose se eeceeer ene seenneeeeeneaneeee sees 


eeece ene enseeeereeenreeeoeeanee 


weve asereeeeseosereseee reese 
eed eoenweereneeewraeasneoeoetannsevoeseseeene sees eaeese 


Humanize Business 


Ultimates 


eveereeeseeneeweeesneoereeseooer sees eene ee 


weereeermevreeeeseneranesseeeeersesereereseeeesneenae 


Slipping and Checking ys0¢.s.0/sajn cece s cine eo nsw ees 
The Entire Story—Briefly Told 


eeeuneeeeseesveerevreeeoeeereeeeevr eee 


ereevneeereeeeneeseoeeoeoneoeeeeeea sees 


Insistency, Persistency, Consistency 


How Many? PS OOO RC eC ee 
Like An Ostrich 


From the President of WOC and WHO to Their 


Executives 


What a WHO Iowa Survey Reveals. «sc canwuraaveee 
Point Usually Selected by Listeners in Changing 
StHOnt casted... cmereted sco 
Public Attitude Toward Commercial Announcements ... 
Things Which Annoy Listeners ...........eeeeeeeees 
Lack of Agreement in Naming Most Annoying 
Commercials : 


eneoeotrerresceeevreseersr eevee se seooenesveererne 


Cnrapter XXV 


Cuapter XXVI 
Cuapter XXVII 
Cuapter XXVIII 
Cuapter XXIX 
Cuapter XXX 
Cuapter XXXI 
Cuaprer XXXII 
Cuarpter XXXII 


Cnuapter XXXIV 


Cnuapter XXXV 
CuHapter XXXVI 


Cuapter XXXVII 


Cuaprer XXXVIII Verbose Copy Kills Sales 


Cuaprer XXXIX 


Cuartrr XL 
Cnapter XLI 
Cuapter XLII 
Cuaprer XLII 


Cuarter XLIV 


Correcting Evils Is Hard Work .........00eeeeeeeuees 119 
Commercial Still A No. 1 Gripe of WHO Listeners .... 120 
Branches of Radio Criticized by Iowa Adults .......... 120 
“Change Radio Ads, Not Programs’, Says Subscription 
Radio: SUWOUss seo ceetanacna eens cseme saat 121 
TTRHOS§- (6:3 gekesaaitinan Me NAis10 BARN s Dau aReRN a aes 121 
Flies, Mosquitoes, Bed-Bugs, Skunks ............00005 123 
What He Does, You Can] ........... cece eee eeeees 126 
GeWiPGtsONS: $:5.e0i% Naa eo a eae cee ee ecanwes 128 
Radio Is Tops Medium ..........ccccceeeeeeceeaeees 152 
BellowingiBull sc cctuincs ciagecs extaaedu ae wentin ss 1357 
Who or What Is on Sale? ..........0ccevecaceceece 140 
Scope of Service of New Department ..............05 143 
Items Explained. Long or Short Commercials? ........ 144 
Make Every Word Count ..........0ccceecceeeeacees 145 
Bidet Gone cata a an bodes <enaaee eae nea eet 145 
Right and Wrong Techniques .........-eeeeeeceeeees 147 
Pisoni ErerReS os as icbe as one oneal cae Ew Oa 147 
Goat:Feathersie i650 ati. 6 iwi COs Ss 147 
Negatives vs. Positives ..........ccceesccceccceenecce 148 
Pleribyear VV Hite OREO icv sdessais va o's Seas ae we 151 
Inconsistencies in Copy .........cccccececccceecevace 151 
Examplesvof Btletin Gs... octets nunenae< secudawnaw ees 154 
Commercials Break-down ........cccecccesecceveeecs 157 
EC ee eee 206 
Bombs Phat id << ccaec.« meats «i oenen enes 206 
“TPIS. sc. cpkttianerick + 5 eGRbN au qe Manele 5) etouranauiens Denes 206 
Sua ne teu: -:c 28. ends wan ce eee bana 208 
Screeching Genus Sapiens ...........00cecceuseeeees 209 
Hand Clapping Exhibitionists ...............22eeeees 209 
Positive *vour Copyn.c.cativesnneatetes eae os agaen 212 
Sustained Confidence Increases Sales .......eeceeevees 224 
TVMUBEOIMINCLL ned counsels mae cekine 5 cealauena 227 
lnquirycarid. Amiewer. sumtiie cs saeissw. so Semaine ce Wes 251 
Personalize or Dramatize Copy ...........00eeecceees 231 
Showmanship Copy ..........cccce cece cece eee eeeees 931 
Silo’ Your Veleeursiy-< cieen’cans ORG os oR 231 
Pieinkeciation’ -scvertes seme ds uaeealoets Stee Sasa vs 251 
Se C apis x caver slorenei acs unease Ss atnvaseaes 232 
Common Rule for East, Near East and Far Eastern 
Pronunetation: | secad os namasenc. s eee aad oes 235 
Common Words Mispronounced ...........eeeeeceee 233 


three. 


Cuapter XLV 


Cuapter XLVI 
Cuarpter XLVI 


Carter XLVIII 


Cuapter XLIX 


Cuapter L 
Cuapter LI 


Cuapter LII 


Cuarter LIIl 


four 


Common War Names Pronounced ..........---000+- 234 
*Takeivly: VV OREO Or IN macvsws + sucsuenmaian's 0 6m amie 235 
[aes (Goes Many: Ways curersnne sc cormmvanorneme seat 257 
Spend Expensive Words Wisely ........-.-.-2+ee005 237 
“Commercial Programs and Length of Commercial Copy” 238 
Examples of What Radio Words Cost ..........-..06 239 
Radio's SellMlusiOt aaa. Miwains xraedmencueenien 244 
Chan@e-<; sc. 05. destekw< shee es oS eeeS odes 246 
Pereb rita le) wiceusie acs ovcinindcas iG east eadaaadcn's, Swlaloimcutebidvers o's 246 
Piiialcet WAS? cred getrtercen's aad atateosees has kx Ee Sele 247 
WUHG? suc cane semen enaeebar eters 247 
Prtangle; ai canes <cetonixeeSatenttiess +2 Se els 247 
Oilers Aart 1008 xa creunnsitine srmapcomeiayess +o deen eiet 247 
Resp em waueses coaraan Os acaeeneneiiodigert «cue 248 
Jidgitthl sassgenen 44 Sows tiene aaates 248 
Peenels: WV incts: cere pete sorssceeerncien i & saneersecsnessrenntinng caus ates 249 
TIGR? xctacseccsete Scheie < eared 249 
Government Ownership—Censorship? .........-.2055 251 
Authority of FTC Upheld by Court ...........000005 252 
OSEETRACLOE * xaytacesd =:cygieouteestulene 0 5: exctotenaual aaneueeriatiaanens 253 
Fane RES cciotevinicc acted aman’ 4 acierammlitesins oopanamaaensenens 254 
DO emacs: iarw averted a deaeanes coe aeons « «cnleetunapoaetiaiintis 254 
How New Departments Function ........--+eeeeeeees 258 
Radio Announcers’ School (Pearl Maybach) .......... 258 
Course of Instruction for WHO Announcers and 

Newscasters (Prof. Ryan) ............0.cccceeces 266 
WOC Continuity Guide (L. O. Fitzgibbons) ......... 277 
relive: «i comeuns saanemert semanas H eaaiieeauss 278 
Mechanical Requirements ...........-sseeccccccecees 278 
sp esicolk AE OMi tii Ut bx ssaxaiveraiasn: seeaaeaue base o's. Siceerincenctevera eareeans 279 
PEGG RAITIGS desyeierie sonic eenry eesetmaeeiesien a 4c corr eertaceeny 282 
Alves Gomimercial «vce? &7 sities ie % bevareaees 283 
Length of Commercial Copy ............cccceceeeeces 286 
Grenier |. lo okeRak nlincpoielas Steal egal dos Ba neie tan 287 
Vital Sales: Wiewpoints: css. scernancwsor asap eneseies's 290 
Ib Is Accepted: tas: eaten 2 cameiins oo boars 290 
| (Pg CRT) Coes ae ee ee Oe 290 
Tholrlais EX COBUGIS « svonscassricose's crorspnemterman:e ed wacenreavermecels 290 
TherevAre Divistons: aaccciws ssanutadiesssese cee Gh5e 290 
Platte: Makes Wis teca-cees:< iccreeec toes 2 ees 291 
Know Your Subject ............cccccceccccccccecces 201 
Supen Sales Mares, seunracciewsn saxcmeraraeiiees x eae ee 2091 
Yat SSSR TEND senaceseait 5 Santa e thts Spee ge aetna on Se Hi 291 
Brice FR Gtral tS noe: c aumerencanstciots «a Seeaeaiye Na cainsnsdi-acenasoze’s 292, 
Judicious Repetition ...........ecceececceececcvees #5 102 


Cuapter LIV 


Cuarter LV 


Cuarter LVI 


Cuarter LVII 


Cuarter LVIII 


Cnapter LIX 


Focalize Words 
Re-Write Copy 
E, In or Re 
Ad or Ex? 

Balance: Concepts «cacti vec vedas eed dwswea cee eee 
Biles yes Acces supe hear ak ys aegis 
Wihiert: +s cameos sa dotene os yet aeons emubtge « 


Evecor Eat? 34 icisnnmienl + usccnaen< a ierees  catines 
Eye or Ear Punctuation ......0ssecseccecnersenennees 
Eye and/or Ear Language 
Revolve Writers 
CaveuOl VVOEdS etek soo A Ra si ees 
Superlatives Strangle 


eemeeseneceeeereseoereeeo se eeoeon neon eeeer eee 
eueeeetneeeertantveeseereeeenevrenereereee 


even eeoeerererseeeeeereoneseereen meee neneeeees eo 


eeeceerseeesreeerenseeeeeeseeoeeeeeneos 


Confidence Pays 
TAtROUNGU ON ec. Caetemainels cannes i « senetinens scence 
Strength in Words 
SRSA VENOUS ois. cactnuien pe Ma ames sone ease sade oS 
Illusion or Visions? 
Gait ale his ie esinc ns cacti Hae cee ee oe ee 
Pillans Gaps Ga ic ov oka tacos ameter wears 
Kindness Instead 
%’s of Copy 
Ultimates 


NV rel <.cxiobe ys oR ON ks. a Bl 5 Rtas canned 3 
Pew: Resehu Many tis. nian evinees si queimrensclndae wens 
Laborious Results ........+6- Ja, PAROS SOI soe 
Trout Fishing 
a THEY) « chtan dos hee ev 2 one io eds 
Side-Tracks 
Decrets? Secs quae sweets eomeiges acamemes 


Hyper or Hypo? 


eevee eseerssneseneeoseneoeseeoeneeeesneeoesnen 
eouveover eer eevneeeoeneeceereseeoeve sn eoenee 


peereeeeeeereeeneeeseeeneeenenenweeeene 
eee eee eneeoereeeeoeeeeneeneseaewneeereereeree ne 


evoteervree em eee erese ase eseeereaeeeseeseasose 
eeormevnerereeeseee eer are eee meeset tenes eeeoes 


eooeeeoe sree ese esreereoseeteeceoereetenteeane eee 


WHO, Des Moines. Towa—Mail Break-down for 
Factual Data 


Accounting for Sale of Time by Radio Broadcasting Sta- 
tions (Wm. D. Wagner) 
Biographical Sketch 
Intteauchon nae s ¢6.4.cue oss se Oaeaneue keane SS weet esate 
Development of Radio Broadcasting Station Accounting 
Radio Station Accounting in General 
Accounting for Sale of Time 
Sales 
TRAC Sindhi & wcaxcioininune aianie < aie 4 Sa Se eee ee 
Sales Department's Responsibilities to Accounting 
Department 


eonererarteervreeeeeseeenese 


eevee ezrannee renee 
everett e eee ee eens eeeeoove 


pee ee ese ee see eeeseneeevrseearneeeeseteeeseseeevensvare 


310 


322 
322 
323 
325 


five 


Cuarrer LX 
Cuapter LXI 
Cuarrer LXII 
Cuaprer LXIII 
Cuarter LXIV 


Cuarter LXV 
Cuapter LXVI 
Cuarrer LXVII 


Page 
Technical Department's Responsibilities to Accounting 


Wepartwientrccaets:scnecuitecss cakes dawawtae% 5 327 
Coordination of Records in Accounting Department .... 328 
Billing for Advertising Service Rendered ............. 328 
CC Bic stOnids-6 cs eens tetas ROGAN + Avie caine ss 529 
Commercials Briefed ...........ccccceeceecccceceecs 346 
Corrected Copy Service ..........ccceccccccctccceees 350 
Radio Stations Using Radio Salesmanship as Text ..... 351 


Advertising Agencies Using Radio Salesmanship as Text 358 


Educational Institutions Using Radio Salesmanship as 
NT CRED: cages sehen acetates aden 362 


Broadcasting Networks and Associations ............. 366 
Newspapers and Magazines ........cessecccccucesecs 367 
United States Government and Public Relations 

Départinents~ cxces-0s eosteonesd <n eeeeeeanweus 368 
RagiGtCGUneis «iatresatc ken 's AN ewanmunned weuuae 368 


Curecee TEXVIN @etetal: ci sointveeve ea coneaihcccnieewasew a house 370 


FOREWORD 


These days of rapid turnover of continuity 
writer, announcer and newscaster personnel, 
created a situation local to OUR stations. 
Following ideas were assembled and pre- 
sented to meet THAT situation. 


Word spread. Requests came for copies. 


In self-defense, it was printed. It is set in 


accordance with radio copy suggestions 
offered later. 


Should radio prove itself THE BEST sales 
medium, it will live and grow. That de- 
pends upon vision of personnel of our in- 
dustry! 

This method of helping him, helped us. It 
will help you. W hen it helps ALL, radio 
industry profits. 


Copies are available. 
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RESUME 


This is SIXTH EDITION of RADIO SALESMANSHIP. 
Each issue is LARGER—and, modestly, MORE APPLICABLE and PRACTICAL. 


This book has had a TERRIFIC impact on corrections of evils of trial by error 
of our industry. 


It has cut waste time. 


In 49 months, from time of First Edition, (August, 1942 to September 1, 1946) 
we have heard directly from 


637 United States Stations 186 Agencies 
1 Alaska 186 Educational Institutions 
2 Australia 14 Public Libraries 
1 Puerto Rico 161 Miscellaneous organizations 
70 Canada (including 7networks) 
711 Total 547 Total 
509 Cities 
47 States 


District of Columbia 
10 Canadian Provinces 

Brazil 

Cuba 

New Zealand 

Australia 

Alaska 

Puerto Rico 


Adoption and adaptation answers have been received from 100.5 per cent of our 
radio mailing list. Author thanks you for helping him to help you to make Radio 
Industry stronger, more serviceable and practical in RADIO SALESMANSHIP. 
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INTRODUCING AUTHOR 


WZ 
( S YOU WHO tread 


this book study its pages carefully and thoroughly, 
as | earnestly recommend, it will be your privilege 
to question from time to time statements author 
makes, and his qualifications for making them. 
It is my belief his premises are sound, his many 
years in professional, business and radio activities 
eminently qualify him to write this book. After 
you have made his acquaintance through this in- 
troduction, you will agree. The value of criti- 
cism or suggeslion depends on qualifications of 
critic to make them. Author of this book has ex- 
perience and background which justify all he says 
as he says it. 

Col. B. J. Paumer spent his boyhood in Dav- 
enport, Iowa, where he was self dependent, for 
education and livelihood. Among his many jobs, 
he worked in a department store, graduating from 
a handyman about the store to manager of silk 
goods department. From there, his vision and 
ambition carried him into many and diverse fields. 
His own profession called him, and in it he rose 
to the position of its recognized leader. He also 
turned to other business ventures, learning and 
applying the principles he discusses in this book. 
That application of these principles was good 
judgment, is attested by the fact that today he 
owns twenty-eight business enterprises. Once 
found to be sound, these principles have been fun- 
damentals on which he has built throughout his 
career. 


As for radio, few men in the industry have had 
as long and as successful association as he. In 
1919, only a few hours after KDKA sent its first 
signal, WOC, Davenport, was on the air. Since 
that time, he has also become president of the 
Central Broadcasting Company, WHO; and a 
heavy investor in still a third radio property. He 
is a pioneer who has kept pace with every pro- 
gressive step of this radio industry, and he speaks 
from actual and practical knowledge of radio 
salesmanship. 


When Col. B. J. Palmer discusses public 
speaking, he does so from years of international 
experience. He has addressed world-wide civic 
groups, conventions, meetings of all kinds, of state. 
national and international signilicance, on varied 
and many subjects. He has spoken personally to 
groups of from 100 to 25,000; and by radio to 
millions. One talk has been delivered over 5,000 
times. Criticism from Col. Palmer on public 
speaking is invaluable, because he knows this 
subject inside and out. 

Completing this program of development and 
achievement, Col. Palmer has been led by his 
insatiable curiosity to travel the world. Its 
farthest corners and remotest spots are familiar 
ground. Behind him are a million, one hundred 
thirty-eight thousand miles (1946) of travel and 
study, in every part of the globe. 

You might well ask why it is that a man who 
is as active and as busy as Col. Palmer must be. 
should write and distribute a book like this. That 
answer is simple. He is convinced that copy- 
writing and announcing must be improved, by the 
industry, or outside agencies will see that they 
are. This could easily lead to censorship, a con- 
dition that would be disastrous. The distribution 
of this book has been, and will continue to be a 
powerful factor in this improvement. It is his con- 
tribution to the industry, of which he has so long 
been a part. He has not received, nor does he 
expect to receive, the slightest personal gain. He 
is that kind of a fellow. That he has chosen to 
write this book is the food fortune of the radio 
industry, and I commend it to you as the work of 
a man who knows how to present merchandise, 
how to induce the buyer to buy, and how success- 
fully to close a sale. He should know. He's been 
doing it for years. 


HAROLD FAIR, Pgm. Mer.. WHO 
Chm. Pgm. Mgr’s. Executive 
Committee, N. A. B. 
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It is one thing to sond for this book 

St is another thing to receive it 

It is still another to read what it says 

St is even still another to think some about it 


But, what counts is to put It to 
work and keep it working. 


IN RADIO SALESMANSHIP. 
author suggests writing and rewriting copy many times. 
each time eliminating surplus words, boiling essence of 


thot and expression; cutting negatives; building for ear- 
language, etc. 


In writing RADIO SPONSORS, this has been done. 


Original copy contained 37.440 words. As printed, it 
boiled down to 23,400 words. Each time going over. re- 


ducing number of words, strengthened presentation of issue. 


Copy for RADIO SPONSORS has been twenty years 


in the making. Its subjects were the basis for SELLING 
YOURSELF which has been delivered over the world. 


over five thousand times. 


Writing this copy follows precepts in RADIO SALES- 
MANSHIP — rewritten many times —some no less than 
twenty to thirty. 


It has been edited carefully to follow RADIO SALES- 
MANSHIP yard-stick. 
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CHAPTER I 


Epitome—Minus Goat Feathers 


It’s the present which counts now. 
Attract ear to reach mind. 
Interrupt regular with irregular. 
Inject action. 

Cut time element. 

Choose hard way through. 

Solicit bumps. 


Encourage pursuit. It’s necessary to de- 
velopment. 


Get away from yourself often. 


Get facts. 


. Beat other fellow to your own. 


Find your vision of service. 

Sell yourself to yourself. 

Sell advantages; eliminate odds. 
Quit kidding. 

Even hen advertises. 

Are you gathering goat-feathers? 
Who pays for advertising? 


When your name becomes a symbol for an 
institution. 


Radio brings the world to a wilderness. 
Lack of advertising will break. 


Establishment of an ultimate buying and 
selling principle. 


Business basis of cost and profit. 


24. 


25. 
26. 
27. 


Should TRUTH as to GETTING FACTS 


take precedence? 
What will “they say’? 
Humanizing business. 


Large and small men, large and small bus- 
iness policies, large and small businesses. 
and why. 


How large can any man’s business be? 


. Is what I say loose language? 


Proof of deeds accomplished. 
“Secret” of why and how leaks out. 


Positive or negative! 


. Last word, which is the beginning. 


Selling yourself insurance. 

Truth pays. 

How much has “salesman” sold himself? 
Best salesmanship is service to buyer. 
Like begets like in vision of service. 


More salesman is sold to himself, more he 
will sell others to sell himself. 


Selling yourself your city. 


. How man who has sold himself to himself, 


sells himself to his city. 
People buy what radio sells. 


Good, being good, will automatically sell 
itself. 


. Modem businesses are built with modern 


methods. 
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CHAPTER II 


Radio Sponsor Gluttons Punish Listening 
Public and Anticipate Financial Profits 


A 
MERICAN System 


of broadcasting is slowly being strangled to death. 

You and I have been blindly, but vigorously, 
choking the radio goose that HAS BEEN laying 
radio golden eggs. 


You and I have been innocently, but definitely, 


committing financial radio suicide. 


Government-O \WNE D, government-OP- 
ERATED, or government-CONTROLLED 
radio broadcasting LURKS in how every radio 
broadcasting station is conducted. It IS CON- 
CEALED in the mind of every careless and 
thotless radio operator. It IS HIDDEN in the 
mind of every greedy broadcaster who has [ost 
regard for public service. It IS REVEALED in 
the mind of every disgusted and rebellious listener. 
When one gets worse, and other organized, this 


CAN BE a reality. 


Radio industry spends money to radioise 
goods for sale, and then drives them away from 
the store when they come to buy. 


Break down an analysis, and it is as obvious 
as that] 


For past ten years, radio industry has been 
living on PAST momentum. 


A period OF INERTIA exists. 


New commercial growth has ceased. 
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After twenty-five years of practical work with 
radio, we were JUST BEGINNING to go some 


place 
—we but SCRATCHED the surface 


—we were SKIMMING business off the sur- 
face from a SMALL per cent of a LARGE 


audience 


there was FAR MORE business to be dug. 
providing we IMPROVED our approach. 


Radio is the greatest medium for education, 
entertainment, and salesmanship; doing THE 
BEST job of education and entertainment; but 
doing THE POOREST job of salesmanship. 


Why? | 
It is THE BEST medium because it is direct. 


mind-to-mind, lip-to-ear, word-to-ear, person-to-. 


person, right-now contact. 


BEST in education and entertainment be- 
cause LECTURES are CAREFULLY BUILD- 
ED by those who utter then; SHOWS ARE 
CAREFULLY REHEARSED for hours before 


presentation. 


WORST in salesmanship because copy- 
writes THROW WORDS TOGETHER in e& 
hurry and announcers SPEW a mumbled jargon 
of words, WITHOUT PREPARATION, into 


mike. 


Evils stealthily crept into our service. They 
grew to mountainous importance. Today, they 
are fastened on us like barnacles, impeding speed 
of present and future. 


These evils have been and are rapidly but 


consistently driving our listening audience FROM 
us. 


What we have been doing is breeding a dis- 


gust and contempt for what we have been doing. _ 


——— 


Radio men are usually vitally interested IN 
GETTING for themselves, and too little interested 
in GIVING value to buyer-listener, 


~in GETTING show on air, and caring 
LITTLE what listener thinks. 


Sponsors think THEY know what TO GIVE, 
and care little WHAT listeners think about what 
THEY get. 


aod 


It was my effort, with RADIO SALESMAN- 
SHIP, to spot these evils and suggest corrections. 


To WIN BACK good will of our BUYING 


audience. 


To secure good will, increases buying from 
our sponsors. 


This would SAVE American system of broad- 


casting—and start us on another NEWER AND 
BETTER ERA for the future. 


Representatives, agencies, copy-writers, sta- 
tions, program managers have, as individuals, 
adopted and adapted the NEW policy of de- 
voting efforts to WINNING BACK that audience 
THEY HAVE DRIVEN AWAY. 


Collectively, all this represents A NEW DAY 
AHEAD for radio industry. 


Today (September 1, 1946) following figures 
speak: 


We have received replies from 100.5 per cent 
of our radio mailing list. 


186 universities and colleges have adopted 


RADIO SALESMANSHIP as text 
711 stations 
186 advertising agencies 
161 miscellaneous 


14 public libraries 


Letters received from 47 states 
District of Columbia 
509 Cities 
9 Canadian Provinces 
Alaska 
Puerto Rico 
Brazil 
Cuba 
New Zealand 
Australia 


Listener — buyer of all air commodities, sus- 
tainer and backbone of American system of broad- 
casting has been the overlooked, forgotten 


bottle-neck in keeping radio alive. 


No matter how fine the sponsor, how perfect 
the object to be sold, how much time listener 
would hear, radio copy-writer and announcer 
have been killing both because both drive listener 
into disgust and contempt for object to be sold. 

It is commendatory to see the youngest of 
nets— This is Mutual”—adopting and adapting 
this new super-sales-service and rapidly assuming 
improved programming ascendency. 
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MONEY IS 


Radio has been making BIG money. 


Radio sits back in a smug complacency, self- 
satisfied. 


Radio has been ignoring THE LISTENER. 


Radio is where it is today, IN SPITE OF 
rather than BECAUSE OF commercials and an- 


nouncers who spew them out to listening public. 


Movies once made BIG money, TOO. 
THEY thot they could throw garbage on the 


screen, 
THEY thot they could ignore movie patrons. 


Today, we have forty-two State and many 
City Boards of Censorship. 


Today, producers are at a loss to know what 
to produce to please caprices of censors. 


Films CAN BE cut. here and there, to fit this 


or that whim. 
How can a net radio program be cut? 
Tt comes over a wire, to transmitter, and on air. 


The question of radio censorship WAS 


around all comers. 


THE ROOT 


Radio personnel are BEGINNING to realize 


radio censorship is no threat. 
Radio IS making big money. 


THEY think they can throw any kind of com- 
mercial on the air. 


THEY think they can tease and irritate an 


already irate listener. 


Ever present, in forefront of background, ever 
revealing ugly fangs, is government ownership: 
government-operated or government - control of 


private ownership. 


Radio must mind its P’s and Q's, or it might 
find itself as a government monopoly. 


Let big men of radio scoff. Staff apathy to 
danger signs, to public opinion and public trends, 
could destroy that which they wish. 


Radio has a responsibility to ourselves, to 
stockholders, to private radio AND TO AMER- 
ICAN LISTENER. 


ONE persistent offender could well break 
down the dike which now holds back the flood 


of government-owned and operated radio. 


GROUNDWORK 


American system of broadcasting is based on 
three factors: 


Sponsor 
Broadcaster 
Listener 


SPONSOR was creating evils of LONG 
commercials, excess and negative deceptive word- 
age. 
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ANNOUNCER was mumbling, hum-drum- 


ming, fast-reading of commercials. 
All this was disgusting LISTENER, breeding 
LESS sales with certain downfall of our future. 


Listening public resents ALL intrusions from 
MOST announcers. 


Less listeners hear him, better they like him 
and more they think of product or service he sells. 


Majority of announcers are either good for 
nothing, or, if they have an urge to be good, be- 
come over-dramatic—which, to them, means gusto. 
affectation, shouting, or an over-exaggerated ego 
of importance. Somewhere between is a natural 
human drama, sufficiently dramatic and sulficient- 
ly human, therefore effective in SALES value. 


Listener had two outs: 


1. Turn off his receiver—which he did, by 


millions. 


2. Protest with voice, articles, and censor- 
ship. 


Once censorship starts, it will get out of hand, 
become rebellious and unsympathetic. 


Towa legislature thot to license announcers. 


Bill was prepared; such WAS actually on its 
way; it WAS coming in. 


HOW TO STOP IT? 
Clean OUR OWN house in OUR OWN 


understanding way. 


YoU WOULD! 


How many OF YOU, interested in radio 
and its perpetuation, SERIOUSLY listen and 
STUDY broadcasting AS A LISTENER? 


Do you listen TO THE SHOW or break 
down an analysis OF COMMERCIALS? 


How do they impact upon you? 


Do you like the shows? 


~analyze commercials? 
—listen to one and ignore the other? 
Millions of others do what YOU do. 


Consciously and intentionally you listen to 


‘and enjoy SHOWS. 


Non-consciously and purposely, you tune off 
ears, tune out minds, to commercials and an- 
nouncers. 


Why? 


If you listened to radioising commercials two 
hours a day, for a month, you'd be completely 
disgusted. 


Are radio commercials so lifeless, so dead: are 
we etherizing our listeners, lulling them into in- 
active anesthesia, giving them writer's and buyer's 
cramps? 


——a 


Between sponsor and listener—seller and 
buyer—is: 


Agency 
Representative 
Copy-writer 


Announcer—each of which was manufacturing 
evils in wholesale lots. 


Each HAD TO BE EDUCATED to evils 
they were making. TAUGHT AND TRAINED 


to correct them. 
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VANITY SOP 


A radio fan is NON-CONSCIOUSLY a dis- 


criminatory listener. 


Announcer and his commercial ARE AN 


INTERFERENCE listener resents. 
Spoken words ENTER ears. 
They REACH minds. 

They ARE INTERPRETED. 


Less words, MORE AND CLEARER sales 


understanding. 


UNNECESSARY WORDS make for mud- 


SAMPLES: 


Metro-Goldwyn-Mayer Presents 
Paramount Presents . - « 
Starring . . - 

With (rest of cast) 
Photographed in Technicolor 
Screen Play By .. - 
Director of Photography 
Based on Book By... 
Musical Director 

Directed By . . . 
Orchestrations By . . . 
Costumes By... 
Produced By .. . 

Narrated By. . . 

Set Decorations By . . . 
Technicolor Director 
Adopted from the Story 

Art Director 
Cinematographer 

Sound Effects By . . . 
Original Story By .. . 
Feature Presentation 

Sound Technician 

Filmed By . . . 
Commentary By. . . 
Interior Decorations By . . . 
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sales. 


dled and confused sales interpretation—and LOST 


Audiences go to movies to be entertained. 


We are COMPELLED to sit thru 110 feet 


of piflle names, from producer to actors. 


We become aggradamngusted: are glad when 


it's over; glad when picture comes on. 


Names on pictures are FLATTERY SOP of 


which average movie fan has no knowledge. 


Arranged By . . . 

Described By... 

Written for the Screen By . . 
Voice By... 

Musical Score By .. . 
Animation By... 

A... Production 
Photographed Bytes 
Recorded By... 

Musical Supervision By .. . 
Supervised By . . . 
Narration Written By .. . 
Edited By... 

Distributed By . . . 

Musical Program (list of songs) 
Musical Adaptation 

Dance Direction By . . . 
Recording Director 

Costume Supervision 
Make-up Created By... . 
Film Editor 

Special Effects By .. . 
Gowns By... 

Montage By... 

Assistant Director . . . 
Dialogue Director . . . 


Radio is fostering and encouraging same evil. 


Executive Producer 
Featured By. 6 
Technicolor By . . . 
Written By .. . 
Process Effect 
Technical Advisor 
Production Supervision 
Supervision 

Direction 

Music By...” 
Released By .. . 
Property BY a. 
Screen Treatment By .. . 
Film Direction 


Sequence 


Original Screen Play By . . 


Backgrounds 
Featuring 

Sung By... 
Art Directions 
Film Editor 
Special Effects 
Layout 

Presented By .. . 
Gowns 


Sketches 


Story Adaptation By... 


Photoplay By... 
Production Designer 
Sound Recording 
Interior Decorations 
Production Manager 
Special Lighting Effects 
Cartoon By... 
From Novel By .. . 
Process Photography 
Co-starred By... 
Set Dressing By .. . 
Author 

Composer 

Associate Producer 
Associate Director 


Editor 

Associate Editor 
Animation 
Photography 
Dialogue 
Sketches By .. . 
Drawings By. . . 
Musical Arrangements 
Cast By... 
Lyrics 

Vocalist 


Music Composed By .. . 


Story By ... 

Set Direction 
Choregraphy 
Backgrounds By .. . 


Hair Stylist 
Executive Producer 
Interior Decorating 


Production Designing By .. . 


Screen Treatment By .. . 
Photoplay 
Biography 


Adaptation of Story By... 


Technicolor 

Make-up Artist 
Autobiography 
Process Technician 
Script Writer 
Special Sound Effects 
Property By cee 
Stars Loaned By... 


COPY-WRITERS 


Copy-writer should premeditate much thot be- 
fore FIRST writing. 


Copy-writer should review and_ re-review 
written copy MANY times. 


He should weigh EVERY word, whether what 
he HAS said was what he WANTED to say, 
and SHOULD say, to present subject completely: 
then study REACTION to see how listener will 
understand WHAT he said. 

Sometimes ONE word can make or break 
sales. 

“Gone With the Wind” was eight years in 
writing. 

He should go over copy, time and time again. 

He should write and re-write MANY times. 


EACH time going over clarifies what he is 
trying to sell. 


He should cut to the bone, then cut some bone. 


He who thinks by the inch and talks by the 
yard, will be kicked out by the foot. 


Because of MANNER tn which announcers 


butcher commercials on air, copy-writers, in self- 


defense, hoping to create more sales, to overcome 
self-made handicaps, throw in a surplus of un- 
necessary words, attach poison prefixes, injudi- 
cious repetitions; too much eye language and a 
minus of ear language. By so doing, they heap 
copy-writers’ insult upon announcers’ injuries, 
and between the two they drive listeners nuts. 

Copy-writers need EAR showmanship. Com- 
mercials need EAR appeal. Announcers need 
EAR salesmanship. 

There is ear or eye language: eye or ear 
punctuation. 

Radio approach is entirely EAR approach. 

Brief copy READS jerky as EYE language; 
and, if read as EYE language would be read, it 
would be jerky over the air. 

Properly told, with PAUSES, EMPHASIS, 
ENUNCIATION, SHADING, EXPRESSION, 
etc., it is good EAR sales language. 


oe ems 


SUPERLATIVES STRANGLE copy. 


Some copy-writers overwork them and weaken 
their use. 
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Check all copy as against LOGIC, REASON, 
AND TRUTH. 

People buy because THEY WANT TO. 

When you announce what YOU KNOW, it 


has the ring of sincerity and influences people. 


Grasp MIND of listener and you grasp that 
which motivates muscles to buying. 

Offer suggestions. LET CUSTOMER SELL 
HIMSELF TO HIMSELF. 


POSITIVES 


Copy-writers and announcers are LOADED 
with negatives. 


They say DON'T, listeners think DON'T, 
and buyers act DON'T. 


Say DO. They think DO, and they act DO! 


Difference between SUCCESSFUL sales and 
FAILURES is pre-determined by rules. 


Success follows rules. Failure violates them. 


Every conclusion stated in RADIO SALES- 
MANSHIP has a yard-stick. 


Successful sales people think, speak, and act 


POSITIVES! 
WRITE commercial in the positive. 


Announcer then SPEAKS positives. 
Listener HEARS positives. 


Listener buys because of positives. 


ANNOUNCERS 


Person looks at watch. 

Two minutes later—what time was it? 

Copy contains phone number, mail address for 
box-lops, etc. 

Ask announcer, two minutes later, what that 
phone number was. 

When announcer CONCENTRATES 


MENTALLY, when speaking copy, with intent 
of fixing it in memory so HE remembers TO- 


MORROW, then HE is certain to speak that 
copy IN SUCH A MANNER as will accomplish 
THE SAME objective to his listening audience. 
Millions on air are supposed to remember it 
for hours or days, to call or mail to. 
Announcer is too often a poll-parrot—a blank 


repeater. 
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EYES look, MOUTH speaks, and out come 
WORDS of number or address. 

Announcers MIND was a blank. Listeners’ 
MINDS will be blanks. 

If announcer REMEMBERS, listener will. 

Announcer MUST concentrate HIS MIND— 
then listener will. 

He then speaks that copy IN SUCH MAN- 
NER as will accomplish the same objective to his 
listening audience. 

Salesmanship is a matter OF CONVINC- 
ING THE BUYER what YOU know about ar- 
ticle you desire to sell. 

Sincerity, honesty, confidence are manners of 
presentation to him who has them. 

Salesmen sell themselves TO themselves be- 
fore they TRY to sell something to another. 


STATION EXECUTIVES 


Many station executives regard announcer as 
@ necessary evil. 

Copy is shoved into his hands just before he 
goes on air. . 


He reads it monotonously; listener listens mo- 


notonously, and sales drop. 


We have neglected to build THE ONLY in- 
termediary contact radio has between sponsor and 
listener—the announcer. 


An orchestra leader builds 
instrument by instrument 
group by group 
then several groups 
finally the entire symphony. 
Radio show director builds EACH actor, re- 
hearses EACH line until he secures proper hu- 


man effect, then groups them for a common ear 
effect over radio. 


After many hours, show is ready to go on air. 


WORDS COST 


Spend expensive words wisely. 


NAB and CAB codes limit commercial time 


per show. 


At 80 w.p.m., each commercial word costs 


from 3¢ to $77, according to power and/or net. 


To cut a commercial by one-half, is TO 
DOUBLE value of words. 


Briefing copy increases sales values of words 
used, because you cut cheap, NON-SELLING 
words, thereby increasing sales value of SALES 
words. 


What about announcer? He, WHO SUS- 
TAINS American system of broadcasting? 

Copy is shoved into his hands five minutes 
before broadcast. 

Does anybody TRAIN HIM to produce proper 
pausing, emphasis, enunciation, expression? 

Value of music is its tone, harmonies, shad- 
ings, and changing tempos. 

Value of salesmanship expression is its SIN- 
CERE tone, PLEASANT harmonious voice, EX- 
PRESSIVE colorings in language, and fluctua- 
tions in CHANGING SPEEDS in using words 
to VARY concentrative interest on part of listener. 

Few announcers do ANY of this. 

Solution is to TRAIN ANNOUNCER as 
thoroly as you would musical or actor expression. 

Announcer should be as much a part of that 
show as any actor or actress. 

He can and should be WHEN he knows 
HOW to put proper SALES effect across. 


BIG MONEY 


If copy-writer, or announcer, had to BUY 
words at radio market costs, as he wrote or spoke 
them, he'd be VERY economical in their use. 
He'd make EVERY word SELL ITSELF to 
SELL OBJECT on sale. 


He would refuse to use hundreds of 3¢ words 
‘when they cost $77 each. 


Unnecessary words used, having no DIRECT 
impact TO SALES of article. reduce value of 
those used TO direct sales. Each word is worth 
what it tells, helps, induces, or DOES TO SELL. 
Each word OUTSIDE that objective cheapens 
each word which does. 
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BULLS 


Sales in office, home, over counter, are made 
in CONVERSATIONAL tone. 

Announcer is either a reader of copy OR an 
air-salesman. 

To put effect into copy. he may shout and yell 
it. 

IF a salesman, he will CONVERSATION 
logic and reason, in brief but properly told copy. 


‘HE TELLS LITTLE, BUT TELLS THAT 
LITTLE WITH TELLING EFFECT. 


If an announcer came shouting into YOUR 
office, or bellowing into YOUR home, like he 
shouts a commercial on the air, would YOU buy? 
Or, would you be aggradamngusted? 


If many transcription freaks came trotting into 
YOUR office, or YOUR home, like they freak 
themselves on the air, would you be impelled to 
buy their product or kick them out of office or 
home? 


Sales are made with LOGIC and REASON, 


good common sense. Freakish methods destroy. 


LISTENERS 


Many sponsors, agencies, representatives, and 


copy-writers, in the past. WERE verbal shylocks. 


They demanded every possible word be rapidly 
squeezed into their time. 

150 to 200 words per minute were usual. 

This forced announcer to read RAPIDLY, 
which ran words together, which destroyed listen- 
er-understanding, which destroyed sales. Radio 
was then condemned for doing a bad sales job. 

Words going out of your mouth into another's 
mind are like food going out of your hands into 
stomach of another. 

Many radio commercials are a tumorous mass 


of cancerous words. 


Words must be GRASPED, DIGESTED, 
ASSIMILATED, REMEMBERED, to have sales 
value. 

Shove food into a stomach rapidly, constantly, 
and it refuses to be digested and assimilated. You 


create indigestion. 
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Same is true with TOO MANY words shoved 
into a brain too rapidly—they produce MENTAL 
indigestion. Listener gets MENTALLY sick and 
REFUSES to buy more sickening substance 
offered him. 

AVERAGE listener is capable of absorbing 
and digesting 80 SIMPLE WORDS per minute. 

Better 80 words understood, than 200 lost in 


agitated ether. 

Brief copy. Cut extraneous goat feathers — 
poison prefixes, injudicious duplications, foreign 
references. 

Confine copy to DIRECT references apropos 
to sales. 

Briefing permits announcer to pause, empha- 
size, enunciate, and communicate SALES value 
to copy. 

Average commercial copy can be wisely cut 
from 35 per cent to 50 per cent, AND 
STRENGTHEN its sales value. 


TRUTH 


In all copy, speak truth; state facts. 

Eliminate innuendos, inferences, sly references 
—all of which are poor SLYcology. 

Air is now loaded with medical preparations. 

All try to slyly out-vie and out-sell others. 


Federal Trade Commission on unfair prac- 
tices is constantly calling them to time on im- 
possible claims. 


So much so, all now say: “Take only as di- 
rected on the package,” because over-doses are 
injurious. 


They do this with clever wordings, endeavor- 
ing to mislead listener. 


This breaks down CONFIDENCE in spoken 


word over ALL radio commercials. 


Radio advertising, to be effective, make sales 


and repeat orders, MUST BE TRUE and truth- 
ful. 


Today, many things are delivered over radio 
which are sly, clever, subterfuges, sharp practices, 


which have destroyed AND ARE DESTROY- 
ING confidence of listener. 


Box-tops are an example]! 


We blow up the marvelous value of a soap, 
tell listener to send in box-tops, and maybe win 


$5,000. 


Listener buys box-tops, hoping to win $5,000. 
The blow-up about soap was so much hooey. 


Destroy listeners’ confidence of ONE program, 
about the value of ONE object, and you dilute 
confidence on ALL others. 


DECEPTION DECEIVES THE DECEIVER 


At one time, circuses, side-shows, carnivals, 
had dips, grafters, short-changers, exaggerated 
misrepresentations, etc. 

Gradually, circuses cleaned house. Ringling 
Brothers took the lead. Today, a person with 
money is safer on Sima ground than he is at 
home. They learned that honesty is the ONLY 
paying policy. 

Carnivals have yet to learn that lesson. 

"The living headless woman.” 

They ballyed it as a reality; led people to be- 
lieve it was true. 

300 people in front; 10 went in; 290 went by. 

And they wondered WHY business was rot- 
ten. 

They THOT they could deceive intelligence 
of “yokels,” insult truth, and get rich by so doing. 


It was a trick; people knew it, so they refused 
to buy—and passed by. 


If they had announced it as a trick, and chal- 
lenged onlookers to pay ten cents, come in and 
figure out how it was done, they would have re- 
tained confidence and made good. 


Many radio copy-writers and announcers still 
try to bally “the living headless woman” as a 
reality, over air. As a result, listener knows he is 
deceived. He turns off radio and turns down pur- 
chase. 


Circuses HAVE learned that honesty is the 
ONLY policy. Carnivals must learn that honesty 
IS the only policy, and so must radio commercial 
copy-writers lean to TELL TRUTH in radio 
copy. When they WRITE truth, announcer will 
SPEAK truth. 
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TELL THE TRUTH 


“IN A MOMENT” is a lie. And that’s the 
truth] 


A moment is ONE second of time—then steal 
1% minutes, which forces announcer TO LIE 


TO HIS AUDIENCE to try to hold them. 


Subtle inferences intentionally designed to 
produce WRONG thinking, bring sharp practices 
which DESTROY sales, which REDUCE re- 
turn and repeat business sooner than later. Still 


aiming to accomplish impossible in wrong way. 


SPONSOR heaps up more of wrong method 


“WHAT 


The purpose of radio is to create a mass sale 
of a certain object AT HOME, so listener goes 
to store with A FIXED NAME IN MIND and 
asks for THAT object. 


Out of ten cigarettes, ten soaps, ONE will 
lead in sales. Why? 


Sales psychology is that copy, announcer, 
better IMPRESS THEMSELVES IN MIND 
OF LISTENER. 


HOW TO MAKE THAT IMPRESSION 
is the trick in ALL salesmanship, 
It is subject to certain TRUTHFUL RULES 


of application. 

Sale BEGINS with copy-writer; continues 
thru announcer; and should be NINE-TENTHS 
completed when it reaches MIND of listener. 


Other one-tenth is transfer of material and 
money at store. 


Radio commercial copy proves that NINETY 
PER CENT OF RADIO COMMERCIAL 
COPY-WRITERS KNOW LITTLE, IF ANY- 
THING, ABOUT ANY FUNDAMENTAL 
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until he soon has a monumental decline skid 


under his business. 

There's something wrong about set-up of radio 
commercials which are SO LONG that copy- 
writer and announcer ARE FORCED to infer 
AN OBVIOUS LIE to hold an audience against 
its disgust. 

Destroy confidence in reference to time, and 
you destroy confidence in reference to object on 
sale. 

State CORRECT time: “In one minute, thirty 


seconds, we will return .. .”, ete. 
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SUCCESSFUL RULES OF SALESMAN- 
SHIP. 

They THINK they write successful copy 
WITHOUT, 

All radio commercials should BE BUILT 


with that objective in language. 


Radio today is selling but one per cent of 
its listening audience. 

There's something radically wrong! 

There's marked difference between SMALL 
per cent of radio audience of millions, and 
LARGE per cent of newspaper or magazine thous- 
ands. 

Radio time is worth what it sells. 

A super-sales-service on a 100-watt station 
can be made worth more than an inferior-sales- 
service on a 5,000-watt station. 

There were two stations in one locality. One 
was 100-watt, other 5,000-watt. 100-watt station 


had eighty per cent of local listening audience. 


When a 100-watt station sold a high per- 


centage of its audience, it did a better job than a 


low percentage of 5,000-watt station. 


Coverage IS important WHEN coverage 
means INCREASED sales. 


If we could get a Crossley rating, a Whan 
survey, or a Neilsen report ON COMMER- 
CIALS AND ANNOUNCERS, you'd find it 
BELOW THE BOTTOM. 
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Successful men check. Failures slip. 
Failures check for the moment, grow careless. 


Successful men check INsistently, CONsis- 
tently, and PERsistently. 


When an error is called to account, we ac- 
knowledge, check—and tomorrow we forget and 


are back in old groove. 


A successful radio business is one that JS 


As owner of two stations and a heavy in- 
vestor in a third, we figured OUR LOSS in ONE 
YEAR, in wasted wordage and otherwise poten- 
tial saleable time was $127,341.02. 


By endeavoring to save OUR loss, we render 
a BETTER SERVICE to our sponsors. It pays 
both ways. 
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ALWAYS CHECKING, EVERY day, EVERY 
hour, ALL the time. 


Our GREATEST need is to INSTIL DE- 
SIRE, DEVELOP WILL POWER to improve. 
PROD OURSELVES from WITHIN, every 
time we are before a mike. When EACH copy- 
writer and announcer understands WHAT is to 
be done and WHY and HOW to do it, and 
WORKS HARD to bring it about, we can ac- 


complish radio sales miracles. 


Most copy-wrilers suffer from a i aapebes of words 
ald a constipation of thot. 
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CHAPTER Ill 
INTERRUPT 


( 
SF great point in 


salesmanship is TO INTERRUPT! To interrupt 
mind of buyer with what mind of seller wants 
to get in. To INTERRUPT mind, interrupt eye. 
Eighty-five per cent of impressions which reach 
mind do so through eye. 

Movies STARTED with an eighty-five per 
cent advantage: fifteen per cent handicap. Then 
came sound TO sight, fifteen per cent to eighty- 
five per cent. It was then one hundred per cent. 

Radio STARTED fifteen per cent advantage, 
eighty-five per cent handicap. 

Some day, television, then will come sight 
(eighty-five per cent) to sound-ear language 
(fifteen per cent)—then it will be one hundred 
per cent. 

All the world will then be a stage in your 
home. 


Meanwhile, radio uses fifteen per cent (ear 


language) to create illusion of sight. to fill eighty- 
five per cent gap. 


Gentle art of radio talking is to use yard-stick 
of simple and sound suggestions with ear lang- 
uage; to produce illusion of eye pictures to mind 
of radio listener. 

Score one in art of SELLING YOURSELF. 
Radio introduces INTERRUPTION that gains 
second attention. Object of peculiar type. pe- 
culiar colors of ink, high places for billboards, 
blinking lights, odd pictures in white space. hu- 
man voice, shows, is to INTERRUPT common- 
place, to make way for YOUR idea. 


Millions are spent to attract ear to reach mind, 
to interrupt usual and change it to what radio 
time was bought for. 

Elbert Hubbard said: 

“Every great institution is the Iengthened 
shadow of a SINGLE man.” 

Elbert Hubbard was in error: 


Every great institution is the lengthened 
shadow of a MARRIED man. 


MOUSETRAPS 


Emerson is credited with having said, “Build 
a better mousetrap than your neighbor, and even 
though you live in the midst of a wilderness, the 


world will beat a path to your door.” 


That's the bunk] 
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Can you imagine living ten miles IN woods, 
with all the world living ten miles OUTSIDE of 
those woods doing that? 

Can you imagine a mousetrap factory ten 
miles from civilization? It might be the best 
mousetrap; it might catch more mice and kill them 


quicker than any other. All manufacturer needs 
do is sit tight, and wholesale and retail world will 
somehow, some way, break down his doors to buy 
them. 

How does world OUTSIDE know you and 
your mousetrap are INSIDE the woods? How 
will they find out? 

True, some day, some way, some person may 
be hunting skunks, accidentally stumble across 
you, hear you tell about mousetrap, and buy one. 
He may tell somebody else, and occasionally 
‘customers may drift your way. 


VISIONS OR 


Average business man should remember Rule 
No. 9, “Don’t take yourself too damn seriously.” 

Thousands of business men have one fault 
in common. They are so close to THEIR 
thoughts, THEIR minds, THEIR selves, desk, 
office, friends, employees, clerks, detail, corre- 
spondence, that THEY SUFFER FROM ILLU- 
SIONS OF THE NEARNESS OF THEM- 
SELVES to THEMSELVES. They are with 
what THEY think, see, and do so much that they 
inbreed themselves into themselves and thus 
suffer from illusions of nearness. 


YOU need vision of the far. I keep my grip 
packed. When I take MY work seriously, then 
is when I book a few Rotary, Kiwanis, and other 
club talks, and hie myself away from MY 
thoughts, ideas, work, students, school, friends, 
that I might GET MYSELF AWAY FROM 
MYSELF; that I may walk streets of strange 
towns, see strange faces, listen to strange tongues; 
that I may get proper perspective of myself. 


At home, EVERYBODY knows me. Away 
from home, NOBODY knows me. Strange faces, 
people, and remarks bring me back to earth and 
reteach my real work is yet to be done. 


This is better: 


BUILD A BETTER MOUSETRAP THAN 
YOUR NEIGHBOR, USE STATION WOC 
OR WHO AND TELL THE WORLD, 
AND EVEN THOUGH YOU LIVE IN 
THE MIDST OF A WILDERNESS, THE 
WORLD WILL BEAT A PATH TO YOUR 
DOOR TO GET THEM. 


The world OUTSIDE knows what you have 
for them INSIDE the woods. You bring millions 
QUICKLY to woods for mousetraps. 


ILLUSIONS 


Many people suffer with a constipation of 
thoughts and a diarrhoea of words. Many a man 
has eyesight of a hawk and vision of a clam. 


Going away from home makes a man shut up 
and think. It teaches him to overlook clammy 
detail and gain a distant vision of himself, his 
service, and his Big Job. 


Every man owes it to himself, his people, and 
his service to go away every so often. More de- 
tail he has, oftener he SHOULD go. More 
worries, more he NEEDS to go. Bigger his work, 
longer his vacation SHOULD be. 


He should GO to conventions, attend ]unch- 
eons, go fishing or hunting; ANYWHERE that 
he may get away from himself; that he may sit 
on banks of river and there see himself at his desk, 
with his people, on the job. It is surprising how 
foolish we look when we gaze at ourselves alter 
we get away from ourselves and see ourselves as 
others see us. Bobby Burns was right! 


Many a man realizes, after he gains perspective 
analysis. A certain clothing merchant of our 
city is noted for ancestral business qualities. Busi- 
ness and money are his gods. This man told me 
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recently he now plays golf two afternoons a week. 
1 inquired as to how he would get his mind where 
he could make it pay. He tells me that next 
morning he works three times as hard and ac- 
complishes more than three time as much. He 
comes home tired, sleeps sound, wakes refreshed, 
and piles in solid. Playing golf, he realizes vision 
of the far without mental analysis that accom- 
plishes the end. He stumbled upon the conclu- 
sion and now understands the principle at work. 
You and I can follow with comprehension and 


intention. 


John D. Rockefeller rarely went near oil fields; 
Mr. Carnegie knew little about steel; John H. 


Patterson spent months in Europe away from his 


huge plant to know better how to run it when at 
it: James Gordon Bennett managed New York 
Herald from Paris; Mr. Pulitzer managed New 
York World from afar; Mr. Wanamaker and 
Marshall Field did spend four months out of 
twelve in Europe, for express purpose of gaining 
vision; a Boston department store manager is re- 
sponsible for this statement: “I must study other 
businesses at least THREE MONTHS every 
year, to manage my own business properly the 


OTHER NINE.” 


We must get away from OURselves, OUR 
ollice, OUR business, to get proper perspective on 
OUR service, to return bigger men than we took 


away. 


PROGRESS 


Painters’ Ink uses pen, press and printed page. 


Publicity possesses password to power and 
prosperity. 


Printers’ Ink causes public to pause, ponder, 
and purchase. 


Pee 


Some men try advertising as Indian tried 
feathers: he took one feather and slept on it all 
night. In the morning, he remarked: “White man 
says feather heap soft; white man heap fool.” 


— — pt 


The first carefully prepared advertisement was 
the rainbow, announcing the flood was over. 
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It was done up in colors. 


——— 


The four eyes of progress: 
Anal. ..... eyes 
Energ...... eyes 

Systemat .... eyes 

Advert ..... eyes 


ae 

Only mints can make money without adver- 
tising. 

The hen is the only little critter that can make 
money by laying around. 

The hen is the only animal that can sit stilb 
and produce dividends. 


To the Live: About the Dead 


Three thousand years ago lived an Egyptian 
King named TUT-ANKH-AMEN. The name 
sounded like a stutter, so fellow Luxorites called 
him “Tut”, for short. 


When “TUT” reached DANGEROUS 
AGE. and finally succeeded in producing ‘‘stay- 
comb” effect with his somewhat luxuriant locks, 
he up and died. Dying was one of the leading 
indoor sports then, and “Tut's” death was a 
Major League event. They proceeded to (w)rap 
him as per custom in a series of layers and finally 
deposited remains in a tomb in the Valley of 
Departed Kings. 


Three thousand years later, a party of Anti- 
Volsteaders, while exploring for a fit spot for 
“still” development work, dug up “Tut's” tomb, 
with all medieval relics buried with him. Then 


advertising men stepped in and took charge, and 
in a few weeks gave “Tut” a reputation which 
shades Charlie Chaplin, Douglas Fairbanks, and 
Mary Pickford into oblivion, by comparison. 


Dead three thousand years! Forgotten! Lost! 
Then "BANG" ~advertised~and the world clam- 


ored for more news of “Tut”. 


When advertising can put that much life into 
something dead for three thousand years, what 
will it do for a LIVE SUBJECT or PRODUCT? 
For a LIVE BUSINESS? OUR BUSINESS? 


They might have dug up a hundred “Tut's”, 
and if they kept news to themselves, only book- 
worms and historians would have ever heard of it. 

MORAL: You might have best product in 
the world, but unless you TELL it, your business 
will slumber peacefully to death. 


Many announcers spew forth a Ni idieis of beans 
spoken wath a constipa lion of thot. 
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CHAPTER IV 
KIDDING THE OTHER FELLOW 


SM. and women pass 


through four degrees of development. 

Boy-kid; young-kid; business-kid; and con- 
servative-kid. 

Boy-kid is when we meet our girl friend, carry 


her books from school, and bet her “one thousand 
million dollars” we can lick any kid in school. 


Young-man-kid is when boy takes his girl to 
a dance, tells her all the big men he knows, won- 
ders he put across in office that day, money he 
makes, and how lavishly he can spend 50 cents 


on her. 


Young-girl-kid includes girl who paints cheeks, 
rouges lips, buys somebody else's hair and puts it 
on head, puts on corsets and draws string to make 
hersclf Jook like a feather-bed tied in middle, 
makes him think her form seductive: tells about 


wonderful bread and cakes she can bake. 


Business-kid likes to think of himself at the 
club, swing his feet on table, smoke cigarette, 
boast of big things he has done in business, how 
he made them sit up and take notice; draws fanci- 
ful creations of things he put across, always in 
some other town. He's the chap who makes your 
eyes pop out of sockets. He's a wonderful story- 
teller. 


Then there's the conservative-kid. He's past 
middle age but he’s as young as any kid bor. 
His hair is gray, but dyes it black: his standing 
up qualities are not what they used to be, but 
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nevertheless chides others on falling short, ad in- 


finitum, ad nauseum. 


When you—boy, young man, business man, or 
retired man—think you are kidding somebody else, 
you've got another guess coming. When you 
miss, young lady, business woman, or retired 
woman—think you re slipping that stuff across and 
getting it into the blind side of man, you've got 


another guess coming. 


Boy and girl, young man or woman, business 
man or woman, retired people, all have a mind 
and see through “kidding stuff”. Each has “kid- 
ded” everybody else enough to recognize a “kid” 
at a glance. They have also lied enough to know 


that truth pays. 

American business gets away with murder 
under guise of “trade names”, such as: 

“Hudson seal” ~which was never near the 
Hudson Bay Fur Company, Hudson Bay. nor is 
it “seal”, 

“American orientals”. When they WERE 
American-made rugs, how could they be “orien- 
tals’? When they WERE oriental-made rugs. 
how could they be American? 

“Grape Nuts’=which are neither grapes nor 
nuts. 

“Balsam-wool.” When it IS balsam, is it 
WOOL? When it IS wool, is it BALSAM? 


Such is SYLcology ~ FOOLosophy. 


Many an alley cat can look at an “ermine” 
coat and say: “There goes my father!” 


Your local furrier will tell you that a CAT 
has nine lives: 


1, Mendoza Beaver 
92. Manchurian Fox 


6. Hudson Sable 


3. Peruvian Caracul 
4. Abyssinian Lynx 
5. Bolivian Opossum 


In addition to above: 


Species 
Hare, dyed 
Woodchuck, dyed 


7. Baby Seal 

8. Aleutian Lynx 

9. Siberian Mink 
AND CAT. 


Altered or sold as 


Sable or fox 


Mink, sable, skunk 


Hare, white Fox 

Mink, dyed Sable 
Muskrat, dyed Mink, sable 
Opossum, sheared and dyed Beaver 
Rabbit, dyed Sable 
Rabbit, sheared and dyed Seal 
Rabbit, white, dyed Chinchilla 


Beaverette French Sable 
Belgium Beaver Lapin 
Belgium Lynx Mendoza Beaver 
Chinese Lynx Moline 
Electric Beaver Russian Leopard 
Erminette Squirrellette 
French Beaver Squirreline 
French Chinchilla Twin Beaver.” 
French Leopard 
(Business Week—Nov. 7, 1942) 


“HIDDEN TRICKS OF THE FUR TRADE 
By A Westerner 


“Dishonest fur houses are not content alone 
to cheat the trappers who risk the dangers of 
exposure in getting the furs, but they insist on 
cheating the ultimate fur buyer as well. 

“Officials of the Federal Biological Survey 
have undertaken a campaign against the mis- 
naming of furs by unscrupulous dealers. Hares 
and rabbits, these officials declare, are being 
sold under the names of American seal, Arctic 
seal, Cape seal, cat chinchilla, clipped seal, er- 
mine, fox, French sable, Geller seal. LaMeuse 
seal, new seal, Baltic seal, Polar seal, Semeuse 
seal, and sable. 


_——_—— 


“RABBIT ISN'T TIGER 


“As a preliminary, however, business is 
being rationalized and deglamorized. The 
Wartime Prices and Trade Board has ordered 
elimination of exotic names concealing the iden- 
tities of furs sold in Canada. In addition to fa- 
miliar but inaccurate sales names, all furs must 
now bear the names of the animals from which 
the skins are taken. 


“Hardest hit of the furriers’ friends is the 
rabbit whose pelt has been sold after treatment 
under no fewer than 37 names: 


“Arctic Seal Northern Seal 
Australian Seal Near Seal 
Super Seal Nordic Seal 
Glo Seal Nubian Seal 
Electric Seal Sealine Seal 
Baltic Seal Baby Beaver 
Russian Seal Baltic Fox 
Siberian Seal Baltic Leopard 
French Seal Baltic Tiger 
Ballin Seal Bay Seal 


“Muskrat, under their skillful manipulation. 
emerges onto the market under the alluring 
titles of Aleutian seal, electric seal. Hudson Bay 
seal, mole, real seal, Red River seal, river mink, 
river sable, and Russian otter. 

“Plain wolf hides, with their deft disguise, 
become ‘silver fox’. Skunk hides reach the pub- 
lic as ‘sable’, this magic word bearing in front 
of it the names of many countries which never 
saw a live sable except in a zoo. 

“Fur houses have a number of coined, de- 
rogatory phrases they use in ‘grading down’ a 
pelt. The trapper knows that the dealer will 
have something disparaging to say about nearly 
every pelt he sends in.” 


(The Dearborn Independent) 


ee ee 


With all this “kidding” business, there's only 


ONE FELLOW you have kidded, and that’s the 


guy WHO WALKS AROUND UNDER 
YOUR HAT. 


It's no “kid” when I say to you, cut your 


kidding] 
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GOAT FEATHERS 


Review radio commercials. Have something 
to say, say it in simple and truthful manner which 


gets to listeners mind and sticks until HE needs 
IT and HE buys it. When they accomplish 


THAT end, sooner than later all effort, time. 
labor, money, space, and radio time used are profit 


instead of goat feathers. 


Know “goat feathers"? A goat feather is a 


non-essential. 


Most radio commercials gather TOO MANY 
wordy goat feathers. They cost too many finan- 
cial realities, Majority of failure radio advertisers 


gather tons of goat feathers. 


How often have we heard: “Bitter taste IN 
THE MOUTH.” Where else can you have it? 
“In the mouth” is a goat feather of language and 
words, 


MAKING IT CLEAR 


“How many words do your sentences have? 
If more than 17, they only reach the unusual 
reader. So says Rudolf Flesch, who is put- 


ting OPA rules into language everyone can 
understand. 


“Flesch is an authority on readability. He 
has been making a special study of it for nearly 
10 years. 


“Before he took hold, some of the instruc- 
tions were terrible. Here is an OPA lawyer's 
definition of an ‘ultimate consumer’ of eggs: 


Ultimate consumer means a person or 
group of persons, generally constituting a do- 
mestic household, who purchase eggs generally 
at the individual stores of retailers, or purchase 
and receive deliveries of eggs at the place of 
abode of the individual or domestic household 
from producers or retail route sellers, and who 
use such eggs for their consumption as food.’ 
“Flesch put it this way: ‘Ultimate consum- 
ers are people who buy eggs to eat them.’ 
“Almost every government bureau could use 


a Flesch. Certainly the income tax office could, 
and also most private businesses. "~ (The Dav- 


enport Democrat and Leader), July 2. 1944. 


Quit gathering goat feathers — concentrule ~ 


sell! 


Se a moment... " a f / 
Hail tik thesinathe! 
4; destroys Leki confidence! 
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CHAPTER V 
PROGRESS IN FRICTION 


SA 
VERAGE man or 


woman fights shy of Ioads, troubles, friction, or 
things which are disquieting. He or she wants 
easy way, short-cut, smiling route; rather keep 
hands clean than get them dirty; avoid things 
which ruffle the day. 


PATH OF LEAST RESISTANCE IS 
WHAT MAKES RIVERS AND MEN 
CROOKED. 


When there was an easy way, | would hit the 
line hard. When smooth sailing was before me, 
I would raise a squall. When money was coming 
easy, I would anticipate bankruptcy. When 
everybody smiles, there are breakers immediately 
ahead. The path of true love runs roughly. 


THE PATH OF HARDEST RESISTANCE 
IS WHAT MAKES RIVERS AND MEN 
STRAIGHT. 


Big business, big policies, big men get there 
by selling themselves the HARD way through. 
They go all the way and back again. 


The great American desert is not located in 
the West; it is under the hat of the average man 
of America. We are mentally unalert and phys- 
ically unfit. 


Average man or woman assumes that life is 
one great, grand and glorious sunshine and smiles; 
that all in life worth while is the song and dance 
and all that is glad. He demands the optimistic 
in health and wealth. 


Average man or woman knows that the world 
is based and builded on contrasts; he knows it 
when told, and he knows when he thinks. Av- 


erage man or woman needs be told and shown. 


Sun shines by contrast with shadows; day 
has its night, dance its degradation, song its 
sorrow, smile its tears, heart-love its heartaches. 
Every painting is a question of white-color, its ab- 
sence, and all shades between. 

Average business man must be sold and again 
shown that SUCCESS is in contrast to failures. 
Walking is a falling forward process; you fall, 
catch yourself, step forward to save yourself, and 
fall again; thus you move forward. 

WELCOME BUMPS. Solicit kicks and 
criticisms. Anonymous letters are good levelers, 
even though they come from cowards. For every 
upward step, there’s one going back. For every 
success, there's a sacrifice that paid for it. 

“We welcome complaints, but our biggest 
effort is to remove the cause of them and thus 
not have them. But when they do come we 
move heaven and earth to satisfy them. Some- 
times we lose money doing so. But what little 


we lose, we charge to the creation of good-will 
and count it as invested for future profit.” So 


says E. M. Statler, President, Statler Hotels 

Company. 

Nature strikes its balance between hot and 
cold, day and night, male and female, growth and 
decay, black and white; so does success balance 
failures. Every man who succeeds has failed 
equally as much. For every smooth road, he has 
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traversed many hard bumps. The skin of every 
self-made success is a mass of scars. He paid the 
price] 

Higher success goes, more he NEEDS bumps. 
He should go out and search for them. He needs 
sacrifice to stabilize ambitions. Success unfettered 
will ruin any man. As wind fills sail and moves 
ship forward, so do we need dead weight keel 
below to level deck midway between. It's the 
deck man treads. Man, mentally, rises with his 
successes. Air pockets bump him back to a safe 
and sane flying plane. 

Men and women hunt pleasure. We should 
be as eager to search pain. We must SELL 
OURSELVES unpleasant or pessimistic views, 
because success consists in stabilization of thought 
and action. It takes both to balance sale of our- 
selves to ourselves. 

Creases in pants are proper; but with those 
also must go worry of creases in brain. Work 
never kills~it's worry; but we need worry to bal- 


ance conceit and egotism. 


When “hard luck” comes, when worry piles 
itself, when bumps are multiplying, when air 
pockets surround you, welcome them; go half way 
to greet them. They are infinite stabilizers and 
you are the thing worked upon. Thank salesman 
that visits these blessings upon you. Sell your- 
self to more of them! 


That young man who had money given him, 
who inherits a ready-made business, is in a soft 
snap~but it ruins the boy. He who struggles is 
enjoying every minute of the race. 


City that has everything paid for, is poor, 
That city which is heavily in debt, is rich. Riches 
and poverty are weighed by man power developed 
in struggling to get from under. That city which 
is strong in man power is rich in exact ratio as 
struggle comes forth. 


Every one of us is an untapped reservoir of 
endless possibilities. Lying deep in reserve are 


thirty-four 


forces, powers of which are unknown. They lie 


dormant, passive, inactive. 


Retired farmer is one of the worst elements a 
city can have. His mind is retired, muscle is re- 
tired, money is retired, and he is sittin’, rockin’, 


and waitin’, for TIME to retire HIM. 


When others make it easy, those forces go with 
us through life, dormant, passive, and inactive. 
When others oppose us, when circumstances make 
life’s path hard, when trials, troubles, and tribu- 
lations come thick, fast, and furious, that tests us; 
drags from below the reserve, develops character, 
makes real men worthy of spurs, tries our steel and 
puts us in front ranks of business. It makes dor- 
mant dominant: passive positive; inactive forcible. 


When, today, everything I have is paid for, I 
would purchase another block of property. that I 
might have a load of debt to carry. It makes easy 
path a hard one. My strength is unknown until 
I have the load. When I weaken, I SHOULD 


do down. When I grow stronger, then I DE- 
SERVE to live, because I have EARNED the 
right. 

Thus are self-made men self made, from inside 
outside. 

Friends are those who throw me upon myself. 
When competition is strong, when money is close, 
when business is depressed, when war struck— 


these things tested quality of every fibre in us. 
Many went down under pressure, a few lived. 


Man never knows what he can do until he 
is placed between the squeeze. When it's life or 
death, he'll come through with life. It comes 
from hidden sources that he little knew he had. 
I welcome pressure upon business, and so should 
you. 

Smile and shake hands with any man who 
makes it hard for you, for he is your friend. Your 
competitor is your next nearest friend. Regard 


him highly. 


America has more men of initiative genius and 
initiative innate ability than any other. It needs 
men who will fight with intestinal fortitude—ab- 
dominal courage—and there is a shorter word— 
all the way thru and all the way back. 
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So much to do, so little done 

So much to win, so little won. 

We pass our lives in vain regretting, 
In loud complaint, in idle fretting. 
Instead of getting down to work, 
We step aside from cares that irk, 
And wonder why we don’t succeed; 
Just two swift kicks is what we need. 


Now just suppose the pioneers, 

Instead of striving all their years, 

Had stood aside and made complaint, 
With lame excuse and courage faint. 
This happy land, so glad and free, 
Would not be filled with joy and glee; 
The blessings that we now enjoy, 

The raptures pure without alloy, 


The blessings of free press, free speech, 
Would still be far beyond our reach. 


We've all of us this thing to learn, 
We never get unless we earn, 

We cannot reap unless we sow, 

The ages’ wisdom proves this so. 
Then let us show that we're alive, 
Let’s study, work and strain and strive, 
That we may say at set of sun, 

“So much to do, but something done!” 
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THE LITTLE RED GOD 


Here's a little red song to the god of guts, 
Who dwells in palaces, brothels, huts; 
The little Red god with the craw of grit, 
The god who never learned how to quit. 


He is neither a fool with a frozen smile 
Nor a sad old toad with a cask of bile. 
He can dance with a shoe-nail in his heel 
And never a sign of his pain reveal. 


He can hold a mob with an empty gun 
And turn a tragedy into fun. 

Kill a man in a flash, a breath 

Or snatch a friend from the claws of death. 


Swallow the pill of assured defeat 

And plan attack in his slow retreat: 

Spin the wheel till the numbers dance, 
And bite his thumb at the god of chance: 


Drink straight water with whiskey-soaks, 
Or call for liquor with temperance folks; 
Tearless stand at the graven stone, 

Yet weep in the silence of night alone; 


Worship a sweet white virgin's glove, 
Or teach a courtesan how to love: 
Dare the dullness of fireside bliss, 


Or stake his soul for a wanton’s kiss. 


Blind his soul to a woman's eyes 

When she says she loves, and he knows she lies. 
Shovel dung in the city mart 

To earn a crust for his chosen art. 


Build where the builders all have failed, 
And sail the seas where no man has sailed; 
Run a tunnel, or dam a stream, 

Or damn the man who financed the dream; 


Tell a pal what his work is worth, 

Tho he lose his last best friend on earth: 
Lend the critical monkey-elf 

A razor—hoping he'll kill himself; 


Wear the garments he likes to wear, 
Never dreaming that people stare: 
Go to church if his conscience wills, 


Or find his own in the far, blue hills; 


He is kind and gentle, or harsh and gruff; 
He is tender as love, or he's rawhide tough; 
A rough-necked rider in spurs and chaps, 
Or a well groomed son of the town—perhaps; 


And this is the little Red god I sing 

Who cares not a wallop for anything 
That walks or gallops, that crawls or struts, 
No matter how clothed—if it hasn't guts. 


“Hard Times Aren't Coming—It’s Just Easy 
Times That Are Going 


“It is a gloomy moment in history. Not for 
many years—not in the lifetime of most men 
who read this paper—has there been so much 
grave and deep apprehension; never has the 
future seemed so incalculable as at this time. 
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In our own country there is universal commer- 
cial prostration and panic, and thousands of 
our poorest fellow citizens are turned out against 
the approaching winter without employment, 
and without the prospect of it. 

“In France the political caldron seethes and 
bubbles with uncertainty; Russia hangs as 
usual, like a cloud, dark and silent upon the 
horizon of Europe; while all the energies, re- 
sources and influences of the British Empire are 
sorely tried, and are yet to be tried more sorely, 
in coping with the vast and deadly Indian in- 
surrection, and with its disturbed relations in 
China. 

“It is a solemn moment, and no man can 
feel an indifference (which, happily, no man 
pretends to feel) in the issue of events. 

“OF our own troubles, no man can see the 
end. They are, fortunately, as yet mainly com- 
mercial; and if we are only to lose money, and 
by painful poverty to be taught wisdom—the 
wisdom of honor, of faith, of sympathy, and of 
charity—no man need seriously to despair. And 
yet the very haste to be rich, which is the oc- 
casion of this wide-spread calamity, has also 
tended to destroy the moral forces with which 
we are to resist and subdue the calamity. 

“Good friends: Let our conduct prove that 
the call comes to men who have large hearts, 
however narrowed their homes may be; who 
have open hands, however emply their purses. 
In time of peril we have nothing but manhood. 
strong in its faith in God, to rely upon; and 
whoever shows himself truly a God-fearing 
man now, by helping wherever and however he 


can, will be as blessed and beloved as a great 
light in darkness.” 


“Editor's Note.—No, the foregoing does not 
refer to 1930 or 1931. It was written seventy- 
four years ago and appeared in the October 10, 
1857, issue of Harper's Weekly. It depicts a 
most depressing and gloomy, almost hopeless 
condition. Yet the United States and the world 
weathered through it and went blithely onward 
to new heights of achievement. History repeats 

-itself. Practically nothing changes permanent- 


ly."—(The Valve World, March-April, 1932. 


Crane Co., Chicago). 
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__ “The nations of the world have overstocked 
themselves with machinery and manufacturing 
‘plants far in excess of the wants of production. 
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On all sides one sees the accomplished results 
of the labor of half a century. What is strictly 
necessary has been done oftentimes to super- 
fluity. This full supply of economic tools to 
meet the wants of nearly all branches of com- 
merce and industry is the most important fac- 
tor in the present industrial depression. It is 
true that discovery of new processes of manu- 
facture will undoubtedly continue and this will 
act as an ameliorating influence, but it will not 
leave room for marked extension such as has 
been witnessed during the last fifty years. or 
afford employment to the vast amount of capital 
which has been created during that period— 
the day of large profits is probably past.” 
“(Taken from the official report of the United 
States Commissioner of Labor, dated 1886, in 
the age of zinc bath tubs, Brussels carpets. 
kerosene Iamps, horse cars, mud roads, red 
flannel underwear, cotton stockings, and Kick- 
apoo Indian remedies.)""—(The Valve World, 
March-April, 1952, Crane Co., Chicago). 


SOME INTERESTING HISTORICAL 
PARALLELS 


“The historical study begins with the year 35 
A.D. Writing of that year, in 1910, under the 
title ‘The Influence of Wealth in Imperial Rome’ 
~and giving modern phrasing to conditions and 
customs then prevailing in the Roman empire. 
William Stearns Davis records: 


“*As with most panics, the causes of this 
were not obvious. About a year before, the 
firm of Seuthes & Son of Alexandria. lost three 
richly Iaden spice ships on the Red Sea in a 
hurricane. Their ventures in the Ethiopian 
caravan trade also were unprofitable, ostrich 
feathers and ivory having lately fallen in value. 
It soon began to be rumored that they might be 
obliged to suspend. A little later the well 
known purple house of Malchus & Company 
(centered at Tyre, but with factories at Antioch 
and Ephesus) suddenly became bankrupt; a 
strike among their Phoenician workmen, and the 
embezzlements of a trusted freedom manager 
being the direct causes of the disaster. Pres- 
ently it became evident that the great Roman 
banking house of Quintus Maximus & Lucius 
Vibo had loaned largely to both Seuthes and 
Malchus. The depositors, fearing for their 
money. commenced a run on the bank, and 
distrust spread because men, experienced on the 


Via Sacra (the first century Wall Street), said 
that the still larger house of the Brothers Pettius 
was also involved with Maximus & Vibo. The 
two threatened establishments might still have 
escaped disaster had they been able to realize 
on their other securities. Unfortunately, the 
Pettii had placed much of their depositors’ capi- 
tal in loans among the noblemen of the Belgae 
in North Gaul. In quiet times such investments 
commanded very profitable interests; but an 
outbreak among that semi-civilized people 
caused the government to decree a temporary 
suspension of processes for debt. The Pettii 
were therefore left with inadequate resources. 
Maximus & Vibo closed their doors first; but 
that same afternoon the Pettii did likewise, 
Grave rumors obtained that, owing to the in- 
terlacing of credits many other banks were 
affected. Still the crisis might have been local- 
ized, had not a new and more serious factor 
been introduced, etc., etc.’ 


“*Two hundred and forty millions of debt,’ 
cried all the statesmen of 1783 in chorus—'what 
economy on the part of a minister can save a 
country so burdened?’ ... On what principle 
is it, that if we see nothing but improvement 
behind us, we are to expect nothing but deteri- 
oration before us? 


“Our rulers will best promote the jmprove- 
ment of the people by strictly confining con- 
ditions to their own legitimate duties; by leav- 
ing capital to find its most lucrative course, 
commodities their fair price, industry and in- 
telligence their natural reward, idleness and 
folly their natural punishment; by maintaining 
peace, by defending property, by diminishing 
the price of law, and by observing strict econ- 
omy in every department of the State. Let gov- 
ernment do this; the people will assuredly ‘do 
the rest.” (From Macaulay's Criticism). 


“And Just Fifty Years Ago 
“From an address delivered in 1878 by Hugh 


McCullogh, Secretary of the United States Treas- 
ury, 1865-1869, 1884-1885, we have: 


“*The events of last seventeen years—the 
civil war which dwarfed into insignificance the 
Revolutionary struggle; the subsequent delirium 
under the influence of which we looked upon 


“Only a Century Ago 


“Digging through the pages of the Edinburg 
Review for January, 1830, Macaulay's Essays, 
Southey’s Colloquies, and a Criticism by Macaul- 
ay, the researchers unearthed the following: 


“The present moment is one of great dis- 
tress. But how small will that distress appear 
when we think over the history of the last forty 
years;—a War, compared with which all other 
wars sink into insignificance;—taxation such as 
the most heavily taxed people of former times 
could not have conceived;~a debt larger than 
all the public debts that ever existed in the 
world added together;—the food of the people 
studiously rendered dear:—the currency impu- 
dently debased, and improvidently restored. Yet 
is the country poorer than in 1790? We fully 
believe that, in spite of all the misgovernment 
of her rulers she has been almost constantly be- 
coming richer and richer. Now and then there 
has been a stoppage, now and then a short 
retrogression; but as to the general contingency 
there can be no doubt. A single break may 
recede, but the tide is evidently coming in... 
We cannot absolutely prove that those are in 
error who tell us that society has reached the 
turning point—that we have seen our best days. 
But so said all who came before us—with just 
as much apparent reason. 


lavish expenditure and wide speculation as in- 
dications of real prosperity; the awakening to a 
realization of our mistake by the crisis of 1873: 
the depression which followed and which still 
exists, have abated the exultation with which 
we were wont to hail the retum ‘of our great 
national holiday without diminishing our re- 
spect for it. 

* "The business of the world is being revo- 
lutionized; fewer men are needed in its trans- 
action; producers and consumers are nearer to 
each other; the raw material is being manu- 
factured at home, and machinery is doing the 
work of hands to a far freater extent than ever 
before. All this is telling against manual Jabor. 
The capacity to produce is now far ahead of 
the ability to consume. The consequences are 
dull trade, idle mills, idle men. restlessness, 
violence. The question, What shall be done 
with the thousands which this revolution has 
thrown out of employment? is one, the serious- 
ness of which cannot be overestimated . . . 
Steam and machinery are taking the place of 
hands to nearly the same extent in the agricul- 
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tural as in the manufacturing districts .. . Ma- 
chinery cultivates land, as steam drives the lo- 
comotive, the ship, or the wheels of a factory. 
It is not strange, therefore, that the laboring 
man fooks upon labor-saving machinery and 
implements as his enemies, and it is by no 
means certain that they are not. 

“‘In the two immediately preceding para- 
graphs, say the researchers, we observe prac- 
tically all of our own problems — speculation, 
bank failures, strained credit, panic, unemploy- 
ment, excessive cost of government, and inter- 
ference of government in business. They were 
essentially the same as the present, although 
some of them may be partially disguised. 


““"\Vithin the past few months the old 
issue of a machine age rendering labor obsolete 
has been dressed up under a newly coined word 
~Technocracy’. Thanks to aggressive publicity 
the subject has excited much discussion, but the 


lack of a definite theme in the program becomes 
apparent when the discussion boils down to 
the actualities of how artificial planning can 
replace the ever present natural elements of hu- 
man desires, greed, speculation, fluctuating 
prices, and a changing standard of living. 
Studies of this sort may possibly develop reme- 
dies to partially curb the sharp re-occurring 
cycles of depression and prosperity, but they 
are not entirely original in substance. 

“**As we enter the new year with its un- 
certainties there is some solace to be found in 
the pages of history. ‘We are too prone to 
forget that the alarmist of today, who decries 
the present economic and social system, is very 
likely the same person who in 1928 and 1929 
prophesied a new era of unending pros- 
perity.”'"~(The Valve World (Crane Co.), 
April, 1933). 


Keanaies the Lionas to heep har hiendly! 
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CHAPTER VI 
EVOLUTION 


),... the world was 


covered with water. Waters receded and then 


began evolution of life. 


Largest fishes chased smaller fishes. Smaller 
fishes, TO SAVE THEIR HIDES, had to swim 
faster. While swimming faster, they swam closer 
to shore, knowing largest fishes could not get 
them. 

Still smaller fishes chased smallest fishes. 
They, too, TO SAVE THEIR HIDES, got so 
close to shore they had to crawl out on Jand. Na- 
ture provided them with four short, squatty, little 
legs. Now we had an alligator. 


Larger alligators began chasing smaller alli- 
gators. They, TO SAVE THEIR HIDES, had 
to grow longer legs to run faster. It wasn't long 
until we had a horse. 

One wild horse began to chase another. Horse 
being chased, being placed under the squeeze, 
WAS COMPELLED to figure a way TO 
SAVE HIS HIDE. It wasn’t long until he be- 
gan taking to trees. Then we had squirrels. 


One squirrel began chasing another. Squirrel 
ahead, almost caught, COMPELLED TO FIG- 
URE A WAY TO SAVE HIS HIDE, began 
jumping from tree to tree. It wasn’t long until we 
had flying squirrels. 

One flying squirrel began chasing another. 
Flying squirrel ahead, almost caught, BEING 
COMPELLED to figure out a way of refusing 
to be caught, took to air. Now we had birds. 


Evolution from fishes of sea, to fowl of air, 
was progress, BROUGHT ABOUT BY PUR- 
SUIT. Some may say that some of my compari- 
sons are SLIGHTLY far-fetched. Maybe they 
are; but they illustrate that natural progress of all 
growth comes from THE PURSUED ONE, 
NOT THE PURSUER. 

Boats chasing each other on high seas—boat 
ahead, TO SAVE ITS HIDE, ducks; and we 
soon have a submarine. 

Automobiles chasing each other on dry land— 
auto ahead, TO GET AWAY, sticks wings out 
on side, takes air, and soon we have aeroplane. 

Pictures, one following other in slow fashion, 
get a hunch they need speed. Thus did stereop- 
ticon chase movie upon us. 

Kites rise AGAINST wind, not WITH it. 

Aeroplanes rise and lower AGAINST winds. 
And should they desire to rise and there BE NO 
wind, they turn a propeller and MAKE ONE. 

When somebody is chasing, pressing, crowd- 
ing, or squeezing; when business is slow and 
times are hard and money is slow, you can handle 
it in one of two ways: let it bury you, or dig your- 
self out. 

Evolve out of present into tomorrow. It’s in 
you. Bring it out. 

After all, I am in business to see what in hell 
is going to happen tomorrow. 

What puts edge on razor is carborundum that 
is harder than steel. Today | search diligently 
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for mental carborundum, for there are times when 
my mind razor gets dull. I am looking with a 
fine-toothed comb for somebody who will pursue 
me, so eager am I to be chased, for in chase comes 
development of saving your hide. This world war 
was a pursuit, Hitler pursued Uncle Samuel; 
German Empire pursued United States. They 
threw chaos in our midst and made us scramble 
to make it cosmos again. It cost us billions and 
burdens. \We lost many things we held dear, to 
replace them with results of being pursued, which 


will give our present age things that would never 


have come otherwise. 


Acroplane, automobile, quick-freezing process, 
etc., have developed more in past five years, under 
war-pressure, than would have been possible 
under filty years of ordinary normal peace times. 
X-rays, radar, wireless, television, induction heat- 
ing, thyratron tube control, electron control of ma- 
chinery, electronic inspection of products, wireless 
transmission of power, radio frequency as applied 
to heat treatment of metals, joining together of 
materials using thermo-settling glues, bonding of 
thermo-plastic materials, drying of articles in the 
course of manufacture, electron microscope using 
magnifications up to 100,000 diameters, electronic 
tools for simple counting or performing complex 
computations, used to measure and control—they 
may be used for remote observation and remote 


recording or printing—and many things too nu- 


merous to mention have come through, under 
squeeze of this war. One might compress a cata- 
log of an incipient technical revolution in the 
making. Devices, inventions, and appliances will 
come forth so fast and so far-reaching, after this 
war, that it will astonish all of us. 


Death with its sorrow is a pursuit. Are you 
bellowing or smiling? Bankruptcy is a pursuit. 
Is your failure a stepping-stone or a newer, greater 


and better business? 


Any old fish can float down stream, but it 
takes a damned lively one to swim up and save 
his hide, when being pursued. Even the salmon 


leaps rapids to reproduce. 


My life has been crowded, jammed full of un- 
successful attempts to land the ideal in my net. 
I turned every defeat into a success. Every blow 
was a smile that cut. Every hurt set my de- 
termination firmer to accomplish the end. Every 
whipping lash set my jaw, made me push back 


my horizon and reach upward higher. 


To recognize this working principle in busi- 
ness, is to turn your course from belliaking about 
discouragements to welcoming them—even going 
out and bidding for them from unknown sources. 


PROGRESS HAS ALWAYS COME 
FROM THE PURSUED ONE, NEVER 
FROM THE PURSUER. 


Ne path of Poul resistance 
— 1s ihat ibe rLvers i, men pe 


Ne path of pane resistance 


— 1s dik hes rivers wel men straight! 
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HANDICAPS 


SELLING YOURSELF for profits consists in 
putting forth those things which bring best, big- 
gest, and business returns. SELLING YOUR- 
SELF at a loss consists in putting forth those 
things which bring worst, least, and slowest re- 
turns. 


All of us are blest with profitable qualities. 
Some are natural. Some can be developed. To 
all are given opportunities to sell most of what we 
have and to unsell least of what others need least 


out of us. 


I know a private secretary to a railroad presi- 
dent. She started as a stenographer; she became 
the “right-hand-man” of the president. 


Clothes fit as 
draperies would a fishing rod. Her face is ugly. 


Tall and thin as a beanpole. 


When she laughs, you think you're looking into 
the opening of Mammoth Cave. Her teeth are 
misplaced and misshapen. She walks awkwardly. 
Her hands are like bear-paws. With these odds, 


she became private secretary to the president of 


one of America’s largest railroad organizations. 
How? I asked that question. He admitted faults 
I enumerate. Yet, with great respect, he told me 
this lady had two redeeming qualities which SHE 
SOLD with one thousand per cent valuation, viz., 
BRAINS WITH ABILITY AND INTEREST 
IN THE JOB. 


It would have been impossible for this young 
lady to have SOLD HERSELF as a model, a 
specimen of beauty, a Hollywood glamorous 
cheese cake, to advertise a dentist or demonstrate 


shoes—but she COULD sell two things. 


Fighting odds, she took advantage of two 
things SHE HAD which WERE in demand. 


She was an Elgin works in an Ingersoll case. 


All fight odds. I have them, you have them, 
everybody has them. Some have natural advan- 
tages, latent talents, untilled and undeveloped 
circumstances which, WHEN SOLD, will over- 
come ALL odds. 


se wae are the be cpbone of t pin broadcasting 


Bie ve ben ae forgotten men 


I anil ce test 
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CHAPTER VII 
SOPHISTS OR REALISTS 


\ 
SA HOMELY compari- 


son of how far radio commercials can go. Dirty 
hands! Every person who works gets them. 
Every person who gets dirty hands needs SOAP. 
What kind—that’s the manufacturers’, jobbers’, 
and retailers’ question. 


Every man and woman in the world has to 
live; therefore, he must work; therefore, he gets 
hands dirty; therefore, he NEEDS soap. The 
soap MOST RETAILED is the one most adver- 
tised. It's GOT TO BE that name and kind that 
comes first to mind of him who needs it when he 
goes to store for it. 


Does the dirty man go to a store and ask for 
“a cake of soap” or does he ask for “a cake of 
Ivory soap?” 


Merchant is shrewd enough to know that most 
widely and thoroly advertised soap is one most 
widely asked for; so he keeps it in stock because 
it is in demand. He pleases his trade by supply- 
ing what they ask for. What is asked for is 
easiest sold. 


POTENTIALLY everybody works, gets dirty 
hands; therefore, needs lyory soap, PROVIDING 
Ivory soap is one most advertised. When Ivory 
tells the people, then they will sell, When they 
do, they CAN become an every-house bar. 


How many bars of Ivory soap are going to 


be made daily by P & G? That depends upon 
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how many are sold, which depends upon how 
many are asked for, which depends upon how 
much it is advertised and burned into minds of 
people who have dirty hands. It does NOT de- 
pend upon HUMAN-QUANTITY-ELEMENT 
because that is potentially one hundred per cent 
par at all times. 

Theorizing? Piflle? 

What I am telling you has been ground out 
of the university of hard knocks. It is practical. 
hard-headed GET THE FACTS. It comes from 
the head, heart, and hand of one who has lived 
it all the way. I talk to you as a successful busi- 
ness man who has that success behind and pres- 
ent. I talk business, have one, and tell you how 
it was secured; and analyzed it so you can have 
one as good or better. Writers who only write, 
preachers who only preach, and teachers who only 
teach have retarded progress of world more than 
any other body of men. 

“Here (referring to Davenport, Iowa) I found 
the most inspiring institution of any kind ~ bar 
none!~in America. Here I found MY teacher: a 
man who not only teaches about things, but how 
to do things. A man who embodies in his life 
and work the principles of living and doing the 
Fine Art of Selling Yourself. Every minute I 
spent with Dr. Palmer I thought that genius is 
but perpetual, eternal energy.” (So states James 


W. Elliott, himself a Master Salesman and a 
Man Builder of Salesmen, in his GLORY OF 


GOING ON, 


CHAPTER VIII 
HENS 


6)... the mints can 


make money without advertising] 


Only the hen can earn money by LAYING 
AROUND! 


A hen is the only critter that can sit still and 
produce dividends. 


Ninety-nine and nine-tenths of all eggs are 
HEN'S eggs. Why? Hen lays an egg, then 
proceeds to tell the world. Having been adver- 
tised, when man wants an egg he thinks of 
“HEN'S eggs’. It pays to advertise! 


For fear the world might forget TOMOR- 
ROW what hen delivered, advertised and sold 
yesterday, hen’s husband gets up bright and early, 
beats all other fowls to it, crows at sunbreak about 


what his HEN HAREM is going to do THAT 
DAY. 


Between rooster advertising at sunup, and hen 
advertising as soon as she laid the egg. only 


HEN'S eggs are in demand. 


What about duck eggs? What about the 
duck? Hunts tall grass, lays egg where it's hid- 
den, shakes tail feathers, walks off and leaves it 
up to you to find the egg in the wilderness. 


Duck and drake are not advertisers and, if 
they do say anything, it's “Quack! Quack!” and 
nobody likes a knocker. 


“Advertising is something like an egg .. . 
what you get out of the thing depends upon what 
you put into it. Ma's got a fool hen that’s been 


setting on a brace of china eggs for three weeks 
and fretting because nothing happens . . . won't 
be long now until she'll tell the world there's 
nothing to this egg-hatching business.” (Printing 
Pointers). 


THEY ALL ADVERTISE 


A hen is not supposed to have 
Much common sense or tact 


Yet every time she lays an egg 
She cackles forth the fact. 


A rooster hasn't got a lot 

Of intellect to show. 

But none the less more roosters have 
Enough good sense to crow. 


The mule, the most despised of all, 
Has a most persistent way 

OF letting folks know he's around 
By his insistent bray. 


The busy little bees they buzz 

The bulls bellow and cows moo. . 
The watchdogs bark, the ganders quack 
And doves and pigeons coo. 


The peacock spreads his tail and squawks, 
Pigs squeal and robins sing. 

And even serpents know enough 

To hiss before they sting. 


But man, the greatest masterpiece 
That Nature could devise, 

Will often stop and hesitate 
Before he'll advertise. 


(Wetumka (Okla.) Gazette) 
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THEY 


Last fall I lectured a town where there was a 
restaurant across the street from my hotel. In 


the morning there appeared a sign in that win- 


dow: "FRESH EGGS SERVED HERE.” 


At noon, I noticed each word had several lines 
scratched across it. Upon inquiry, restaurant man 
told this story: 

About eight o'clock, a university professor, on 
his way to college, read the sign, studied it, and 
stepped in. Said he, “Do you sell ROTTEN eggs 
here. Word ‘fresh’ is superfluous and unneces- 
sary.” Restaurant man saw the logic “they say’, 
and scratched it out. 

About eight-thirty, a high school professor, 
ogling his way to school, saw sign as it now re- 
mained. He studied it, went in, and said: “Are 
EGGS all you serve here? Do you serve meat, 
bread, potatoes, etc?” Restaurant man saw wis- 
dom of his reasoning. and scratched out word 
“eggs 

Now the sign read: “SERVED HERE”. 

A would-be high-brow, thinking he saw more 
than he did, being taught Latin and Greek, higher 
mathematics, trigonometry, and a few other bar- 
nacles of educational service, studied what was 
left and passed his remarks as follows: “A res- 
taurant is taken for granted as a place where you 
SERVE people. It is OBVIOUS you SERVE 
here, so why say it on your sign?” Restaurant 
man, being a low-brow, saw wisdom in that logic 
and scratched out word “served”. 

Now the sign said: “HERE”. 

Now came the great mass, stopped, saw. read, 
and wondered what he meant by “HERE” stand- 
ing alone. Rather than be laughing stock of 
masses, he scratched out “HERE”. 


Word by word, what “they say" battered 
down his thought-sign until resistance was gone. 
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SAY 


Why put up a sign to have “intelligent” men tear 
it to pieces? 

Many a brilliant word. thought, or action has 
been cast back into the womb of time because 
“they say” kills ambition of its author, putting 
out fires of inspiration, dampening ardor of its 
originator. Few men possess deep determination 
to keep on keeping on in spite of the mass, friends 
close by, and even perhaps closest and dearest 
who think him crazy, looney, bugs. It takes deep- 
est conviction to go on when all the world is 
against you. 

We referred to what “they say” when we 
suggested printing a book and holding School 
Clinics on RADIO SALESMANSHIP; what 
“they say” when we built our printing plant, 
which is one of the very few owned, operated, and 
conducted by any “professional” school, college, 
or university, to end of using business principles 
to needs of a “professional” service for public's 
benefit. 

Every man, sooner or later, conceives, invents, 
or patents a new idea or better method of service. 


You wax enthusiastic, screw up your courage, 
and some day tell your wife about it over coffee 
cups. 

She listens, and when you're thru she looks at 
you with those kind, loving eyes and says: “If 
there were anything in THAT idea, some man 
with more brains than you would have discovered 
it long ago!” 

She has turned on the chloroform! 

You think: “My wife needs to better under- 
stand business methods; but the boys down at 
the office will.” 

So you tell the chaps in the office about your 


new conception. 


Finally, one of them walks away and says: 


“That is the first time I have seen those symptoms 
in him!" 


And he turns on the ether. 


By nighttime, depending upon how many 
people you talk to, you bury your idea into the 
womb of time because of what “THEY SAY”. 


I sometimes wonder what women would wear 
if women would listen to what women say about 


what women wear. 


I know a man who has invented and has three 
patents: 1st. Third dimension on ONE film. 
2nd. NATURAL colors — eighteen ~ including 
black and white, ON A BLACK AND WHITE 
regular stock film. 3rd. BOTH future features 
are ON SAME SINGLE BLACK AND 
WHITE REGULAR STOCK FILM. These are 
projected thru regular movie-house projectors, on 
regular movie-house screen. This is the THIRD 
great step forward in moving picture history. 
First was SIGHT. Then came SOUND to sight. 
Now comes THIRD DIMENSION WITH 
NATURAL COLOR plus sight and sound. 
What “they say” about “war holding up progress. 
is holding it back. Motion picture industry called 
this “crazy” and “it is impossible’ to have third 
dimension on ONE film, and “it is impossible” 
to have eighteen colors including black and white 
ON A BLACK AND WHITE STOCK FILM. 
It has been demonstrated to satisfaction of experts 
in the industry. Some day, some wide-awake 
producer will set aside what “they say” and be- 
come the future leader in the motion picture in- 
dustry. 


Apropos: 


“They say .... 


Of course, suppose they do, 

Does saying prove the story true? 

Is knowledge back of what you say, 
Or is assumption holding sway, 

And substituting for the truth 

An error which may change the whole 
Aspect of the thing you seek to tell? 


“They say.... 
Ah, well, I know they do, 
But what of that—if it’s not true? 
Will you pollute your own clean mind, 
Defile your heart, your own pure soul, 
And bid your conscience go to sleep 
By lending to the unclean thought 
The credence of your noble name? 


“They say.... 
Well, why not Ict them say? 
If this is their desire and will, 
Why lend yourself to thoughts unclean, 
To words that cannot be recalled, 
To conduct that may cause regret, 
When truth has made the error fly 
And left you with the blot and stain? 


“They say.... 
Why, yes, and hope it’s true: 
Say even worse than they told you. 
The powers of Hell have always said 
Whate'er would sting and stain and stun 
The feeble ones, who do not think 
Nor make attempt, as duty calls, 
To try and test by square of Truth. 


— pet ped 


Robert R. Updegraff says the same, in his way. 
in Printers’ Ink (June, 1921): 


“WHAT WILL PEOPLE THINK?” 


“Roughly speaking, about the only difference 
between a ‘fool’ and a ‘genius’ is that the ‘genius’ 
has gone farther; he has lived through the ‘fool’ 
stage and come out beyond. 

“As a general thing, some place along the line 
he had to weather a spell of ridicule, or at least 
of having people feel sorry for him because he 
didn’t know any better. 

“A. T. Stewart went through this when he 
established the one-price system of selling in his 
store. 

“So did Robert Fulton when he built his first 
steamboat. 

“And Pullman when he brought out the first 
sleeping car. 

“And D. W. Griflith when he made the first 
movie ‘close-ups’. 

“Tf Christopher Columbus had not been will- 


ing to weather his spell of ridicule, America might 
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not have been discovered for another hundred 
years] 

“We are used to living in Christopher Colum- 
bus’ America: we are used to one-price selling, to 
steamboats, to movie ‘close-ups’, and to Pullman 
cars. They are things of fact, things of today. 


“But what about tomorrow? 

“More specifically, what each of us as an ine 
dividual is interested in is, ‘What about my to- 
morrow? 


“It depends largely on our attitude toward 
ridicule and mistakes. 


“It is not our mistakes that stop us from accom- 
plishing more and bigger things; it is our fear of 
mistakes. And yet, strangely enough, it isn’t the 
mistakes we fear, either; we lie down in front of 
a foolish little question of four words: ‘What will 
people think?’ 


“Probably nothing stands so much in the way 
of progress, whether individual, business or na- 
tional, as that one apparently harmless little ques- 
tion. And the queer part of it is that one seldom 
hears the question spoken except melodramatic- 
ally, under stress of emotion at some shocking dis- 
covery or confession. 


“But it is in its unuttered form and as related 
to our work and ideas that it is a silent but deadly 
effective check to progress and accomplishment. 


“Many men are kept small, in spite of the fact 
that they have good ideas, and many splendid 
ideas are lost to the world or else long delayed, 
because of the fear of what people will think if 
the particular ideas or plan under consideration 
do not succeed. 


“Whereas, if we study the lives and methods 
of the big, successful men, we find one quality 
common to almost all of them: They aren't afraid 
to make mistakes. Not that they enjoy having 
their plans fail, for they don’t; they simply aren't 
afraid of the spectre of ridicule, of what people 
will think and say. They refuse to have their ideas 
stifled by the fear of people laughing at them 
temporarily. 


“SUCH men rise above mediocrity, not so 
much by virtue of the brilliancy of their ideas as 
by their understanding of one little fundamental 
fact about human nature. It is a fact that every 
business man should keep in his mental overalls 
pocket and use every day in the year, and it is 
this: The public soon forgets. 
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“The really big men have trained themselves 
to look clear beyond the possibility of failure in 
the light of this public short-mindedness. 


“We are used to having it drummed into our 
ears that we must keep advertising right along or 
the people will forget our produce or our service, 
or whatever else it is we are selling. But we seem 
seldom to stop to realize that the public forgets 
mistakes as quickly as it forgets force. 


“The average advertising man has probably 
already almost forgotten that a well-known wom- 
an’s magazine tried the experiment of a twice-a- 
month issue only a few short years ago, and gave 
it up as a mistake. 


“The people of Boston have already pretty 
well forgotten that a certain local woman's spe- 
cialty store recently tried out a scheme of graded 
prices, the price charged for an article depending 
on whether the purchase was to be paid for and 
taken home by the purchaser, or whether it was 
to be charged and delivered. This scheme was 
finally given up and frankly admitted in the store's 
advertising to have been a failure. 


“A very large, well-known New England shoe 
company started a mail-order business with the 
idea of selling its shoes direct a few years ago, but 
it was a mistake and the plan was given up. Yet 
today the shoe industry has almost forgotten it. 
and it has quite slipped the mind of the general 
public. 


“These are only three of hundreds of such in- 
stances that might be cited, but they illustrate the 
point. None of those businesses has failed; they 
are all still prospering. Their departures from 
the usual were much discussed at the time, and a 
great deal of ridicule was aimed at them when 
these departments failed. There were plenty of 
I-told-you-so’s. Naturally, the men at the head 
of these businesses did not enjoy the experience 
while it lasted, but they were big enough to see 
beyond. They knew that the public soon forgets. 
and knowing that, they dared try out these and 
many other new ideas. Their mistakes were soon 
forgotten but their good ideas have lived and 
brought prosperity. Yet the good ideas might 
have been failures. They had to be tested. And 
many of them had to live through their period of 
ridicule. 

“Is not the fear of failing, the fear of making 
mistakes, after all, often just a very costly form 
of egotism or self-consciousness? It assumes that 
the world is very much concerned in us and our 


doings, when, as a matter of fact, people are so 
full of their own concerns that they have little 
time or inclination to think of us. What if they 
do stop for a few brief hours to laugh over our 
mistakes? Day after tomorrow they will be laugh- 
ing over someone else's ‘folly’, 

“But let our ideas turn out to be successful, 
or let them carry, through the period of ridicule, 
and then people shower their patronage on us. 
They speak of us as ‘shrewd’ and ‘lucky’ and as 
having ‘a genius’ for this or that] 

“Which, after all, is about as far as people 
think’, 

“The really great actor, the truly successful 
professional man, the master merchant or business 
man, the leader in politics or religion or journal- 
ism, realizing this, never lets that little “What 
will people think?’ stop him from trying out new 
ideas or methods that he believes in. Else in most 
cases he never would have arrived! 

Abraham Lincoln could have been a laughing 
stock of Americans—if he had Jet himself be that. 
But instead of trying to cater to the public taste, 
he went ahead, and did as he felt was right to do. 
Thus he overcame mannerisms, dress, and awk- 
wardness, and what people thought took care of 
itself, 

“So why should we be afraid of that little 
four-word question? Why should we not weigh 
our ideas carefully and then go ahead, knowing 
that we can live through the brief Iaugh if we are 
mistaken, and that we can do the laughing if we 
succeed?” 


“They say,” and therefore YOU refuse to do. 
Perhaps YOU have figured out at some time some 
service much as Pullman, Waterman, or other 
men and women. Perhaps there is NOW work- 
ing in YOUR brain some plan which would help 
humanity. You talk it over with many types; 
immediately, you get handed back what “they 
say. Because of what “they say’, you nurse, 
sing a lullaby, and rock back into the mental 
cradle the baby of your mind. You kill that which 
might have made you famous and a millionaire, 
because “they say.” 


Men who have done the world's big jobs are 
those who have thought their plans well, figured 
them to their ultimate buying and selling prin- 
ciples, gone clear through and all the way back, 
talked them over with “they say” blank repeaters, 
suffered and sacrificed, and GONE ON IN 
SPITE OF THEM RATHER THAN BE- 
CAUSE OF THEM. 


Everything of worth has met this “they say” 
drag. Wright Brothers, Edison, Fulton, Watt, 
Columbus, Eddy, Brigham Young, and thousands 


of others have come to our minds. 


Crazy today—wise tomorrow! 


Se ecatlonan sii or hook your industry! 
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CHAPTER IX 
HORIZONS 


\ 
SB snes men, do- 


ing business in towns large and small, dream 
about a world-wide market for THEIR goods; 
about how they would like to see THEIR names 


become a household word. 


There are a few hundred who do business in 
towns large and small, in wilderness or in metro- 
politan cities, who have MADE a world-wide 
market for THEIR goods, whose names ARE 
known from coast to coast and from country to 
country. 

What are differences between dreamers and 
doers that put one forward and hold other back? 

They both have mind and matter, brain and 
belly. Some failures seem to have large brains, 
other successes have little; some successes have 
small bellies, and some failures have large. 

I have become acquainted with some of these 
businesses, studied their business policies, some 
of men behind, that I might study how and why 
they did it, and the art of doing. 

You say “thing” he had to sell did it. Swift 
sells meat, so does Sinclair; yet note difference in 
size. Ford sells automobiles, so does Packard. 


It is incorporated in the epigram: 


NOT HOW LITTLE FOR HOW MUCH 
BUT HOW MUCH FOR HOW LITTLE 


Ford, Woolworth, Standard Oil, Edison, 
Armour, Pear's Soap, Movies —~ down the line; 
think of nationally known, well advertised, pop- 
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ular articlee~NOT HOW LITTLE FOR HOW 
MUCH. BUT HOW MUCH FOR HOW 
LITTLE. 


Ford with his car—his plan has always been 
to see how MUCH car he can give THE 
WORLD for how LITTLE money the world can 
give him for it. Packard has worked to see how 
much car he can give for how much he can get 
for it. Other auto manufacturers see how little 
they can give in a car for how much they can 
get for it. Because of correctness of business 
policy, Ford grew like no other industrial plant 
in the world; and as he grew, buying power in- 
creased. From year to year, he kept giving more 
and more for same money, even though costing 


him actually more. 


Take same article; go to one-man store in 
your one-store town: ask him price on same article 
you bought at Woolworth for ten cents; proba- 
bility is he would charge sixty cents. His theory 
of a business policy is HOW LITTLE FOR 
HOW MUCH. 


Edison, with multitudinous inventions; Ar- 
mour and Swift with packing industries; moving 
picture industries, are all BIG businesses. 


Speaking of BIG BUSINESS, which many 
do in a deprecatory manner, imagine what a gal- 
lon of gasoline would cost if it had to be refined, 
gallon by gallon, and delivered to you in small 
quantities from oil wells to your car. If that were 
true, you would buy that gallon for $32.00. 


Man in business in SMALL town gets ac- 
quainted, knows his customers, passes time of day, 
comments about kids—not for purpose of getting 
money, but because he IS from a small enough 


town WHERE HE IS HUMAN. 
Man in SMALL business in LARGE city 


presumes to think he must imitate what he thinks 
his conception is of a LARGE business man in 
LARGE city; hence he is distant, cold, haughty, 


arrogant, curt, and snappy. 


Man in LARGE business, in LARGE city, 
arrived where he is in spite of view held of him 


by SMALL man in LARGE city. 

SMALL business man in SMALL city is 
HUMAN because he is such in SMALL town. 
Everybody knows everybody, and it flows nat- 
urally from inside out. 

LARGE business man in LARGE city has 
risen to ‘nth degree of commercial power because 
be kept HUMAN relations in EVERY transac- 
tion, even in city. 

Man who ruins business and degrades it into 
depths is SMALL business man in LARGE city 
who is “TOO LARGE” for SMALL town, and 
“TOO SMALL” for LARGE city. He must 
learn to be HUMAN to anybody, anywhere. 


Let us contrast the WHY of BIG and SMALL 


business. 

SMALL business man: 

1. His horizon is close 

2. His vision is narrow 

3. His business policy is small 

(HOW LITTLE FOR HOW MUCH) 

The MAN being small, his THOUGHTS 
small, BUSINESS is small. They tally. 

THE REALIZATION: 

Men who have names and goods sold world 


over, such as Swift, Beaman, Waterman, Pills- 


bury, Ford, Woolworth, and hundreds of others, 


have offices, stores, and factories in every country. 
These men are mind and matter, brain and belly, 
same as the “small” business men. 


Reason their “business” is “large” is because 


LARGE business men: 

1. Their horizon is far away 

2. Their vision of service very broad 
3. Their business policy is large 


4. Their business is large 


(HOW MUCH FOR HOW LITTLE) 


Actual “difference” between “dreamer” and 
“doer” is IN two men who may, to all appear- 
ances, look alike, have a difference in breadth of 
horizon, in vision; therefore determine a “differ- 
ence’ in business policies, and THAT determines 
ultimate service rendered upon which world bases 
its value in returns, financially. 


Small business man may hold and offer for 
sale an article of great need which should be in 
great demand, but if he is small in mind, estab- 
lishes small business policy of HOW LITTLE 
FOR HOW MUCH, then small business will 
follow, even though with potential possibilities 
lying dormant in a BIG article. 


Large business man may offer for sale an 
article of little vital necessity (such as Victor 
Records), and which vast majority CAN get 
along without; but if large in mind, establishes 
a large business policy with that article of HOW 
MUCH FOR HOW LITTLE, then large busi- 
ness follows, even though practically no potential 
selling possibilities in that SMALL article. 


How much greater can business be when you 
link a LARGE article, much in demand when 
properly advertised, with a BIG man who knows 
how to establish a BIG policy around that BIG 
article—link the two, and you have a world-beater, 
a stem-winder, anda go-getter. Under such con- 
ditions he would say, “The world is my country: 
to do good is my religion.” 
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“Small man” with “small business policy” who 
has “small business,” says HOW MUCH AR- 
TICLE FOR HOW LITTLE MONEY is ruin- 
ous to business, suicidal in theory, and keeps small 
man small. Because he construes that policy as 
“suicidal” is what makes HIM small. 


And, by inverse ratio, “large” man with “large 
business policy’ who has “large business’ says 
HOW MUCH ARTICLE FOR HOW LITTLE 
MONEY is the turning point of success of his 
business, brings millions of small sales on small 
profits; quick turnover with little overhead is 


what KEEPS him “large”. 


WHEN “small man” sees things AS “large 
man” sees them: WHEN “small business policy” 
gives way to ‘large business policy”, then “small 
business” would BECOME “large business” in- 
stead of remaining “small business’. 


When “small” man sees “large” things in 
“large way” instead of “small” way, he would 
be out of “small” business. Therefore, “small” 
man’s opinions of merits or demerits of “large” 


man’s opinions are warped on opposite concept. 


I hear men talking against “big business”. 
This is the “small” man speaking. He condemns 
“large” business. That is natural because he is 
a “small” man. When his concepts are “large” 


he would say “large” things. 
Directly apropos, Saturday Evening Post (July 


30, 1921) contained article titled “What Really 
Ails the Railroads”, by Will Payne, in which 


we note: 


“The roads’ were managed, of course. for 
profit; but they found that big volume at a 
low price is a surer way to profit than smaller 
volume at a high price. That is a commonplace 
nowadays. Most of you have seen the auto- 
mobile industry grow to huge proportions out 
of nothing. and you know that the man who 
has made by far the most profit out of automo- 
biles is the man who has sold the cheapest car. 
Some years further back the telephone started 
out as an absolute monopoly, protected by 
patent. In its early days it banked on the old- 
fashioned monopoly idea of high prices. But 
it soon learned better and began really to 
flourish when it began seeking volume of out- 
put and lowering prices. If airplanes ever be- 
come as popular as automobiles the man who 
makes most profit out of them will be the man 
who sells the cheapest dependable plane, and 
the most of them. 


“The commercial nabobs nowadays are not 
the men who get high prices, but those who sell 
most goods. Mail-order houses get rich on a 
big-volume of business at a small margin of 
profit. The broad rule is that railroads will 
make the most money when they haul the most 
goods; and that rule is a better price regulator 
than any government bureau. With a free 
hand and no violent price disturbance, railroads 
would have continued to reduce rates as grow- 
ing traffic and improvement in the art of rail- 
road management enabled them to operate more 
cheaply—not out of philanthropy but because it 


is sound business.” 


Lpbenen understanding Us iil to es, 
broadcasting. Vradheis it! 
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CHAPTER X 
ADVERTISE 


W.. 
HEN your business 


is worth being advertised then do so, otherwise 
advertise it for sale. The New Success Magazine 
recently was authority for this: “Of all the fail- 
ures recorded in 1920, 84 per cent were of firms 
that did not advertise.” 


Man wakes up in the morning, after sleeping 
under an advertised blanket, on an advertised 
(Ostermoor) mattress; takes off advertised pa- 
jamas; takes a shower in an advertised (Crane 
Company) tub; shaves with an advertised (Gil- 
lette) razor; washes with advertised (Ivory) soap; 
powders his face with an advertised (Mennen’s) 
powder: dons advertised underwear, hose (Hole- 
proof), shirt (E. & W.), collar, shoes (Douglas), 
suit (Hart, Schaffner & Marx), handkerchief 
(Sealkerchief) ; sits. down to breakfast of an adver- 
tised (Postum) cereal; drinks advertised (Yuba) 
coffee; puts on an advertised (Stetson) hat; lights 
an advertised (Owl) cigar; rides to his office in 
an advertised (Ford) car, on advertised (Good- 
rich) tires, where he refuses to advertise on the 
grounds that advertising does not pay. 


“It is only the fool, any more, who denies the 
influence of advertising. 


“Advertising has made the Victrola dog fa- 
mous. 


“The foremost colored man in the world today 
is Mr. C. C. Wheat ~ Cream O’ Wheat—adver- 
tising did it. 


“Advertising has run a shoestring watch busi- 


ness into the biggest merchandising institution in 
the world, known as Sears, Roebuck and Com- 
pany. 

“Advertising has run a Ford over every navi- 


gable bit of dry land in the world. 


“Advertising has started with one restaurant 
in one town and made a chain of them in scores 
of towns. 


“Advertising is carrying Piggly-Wiggly all 
over the world. 


“Tt has made the National Cash Register a 
big brother to retailers all over the world. 


“It has introduced the world to a substitute 
for sole leather. 


“It is displacing the truck horse with 40-horse 
trucks. 


“Tt has made the handwritten letter an oddity 


in business. 


“Tt has helped you to an appreciation of Stet- 
son hats, Walkover, Douglas and Emerson shoes. 


“Tt has put Manhattan shirts on your back, 
B.V.D. next to your hide. Sloan's liniment on it, 
and Bevo in it. 


“It has put Vitalis on heads where no hairoil 
would do good, and on heads where no hairoil 
was needed. 


“It has put Castoria down your throat, left 
bristles in your gums, and then came along with 
a Rubberset and took them out. 
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“It has put Sozodont, Pebecco, and Pepsodent 
on your teeth. 

“It has put a Gillette against your hayfield. 

“It has put Murine in your eye, sold you 
Cuticura for pimples, Pears for the bath, and 
Ivory for the tub. 

“It has put Arrow collars around your neck 
and Ingersoll around your wrist. 

“It has filled you full of shredded and flaked 
foods, canned vegetables, fruits and meats, and 
then has sold you on Chiropractic or Aspirin to 
get rid of the headache. 

“Tt has jammed your feet in Holeproof sox, put 
Paris garters on your legs, and Tiffany rings on 
your fingers. 

“It has stuck Robert Burns cigars between your 
teeth, worn out your jaws on Wrigley’s, and post- 
ed you on what to buy to cure corns, warts, bun- 
ions, and ingrowing toenails, 

“It has helped you to buy clothes and has 
brought fame to Messrs. Atterbury, Kuppenheimer, 
Hart, Schaffner and Marx, Old Man Styleplus, 
and a few more Irishmen hy the names of Rogers 
Peet and Hickey Freeman. 

“When you write an order on the waiter you 
will do it with an Eversharp, an Eagle, a Dixon 
or a Faber pencil, or when you use a pen it will 
be an Ideal, a Waterman, or a Conklin. 

“And the chances are ten to one that the 
paper you write it on is Hammermill Bond. 


TR 


To think clearly, concisely, thoroughly; to 
look beyond and to possess vision, is a God-given 
gift. To be able to possess ability to put clear 
thoughts into clear language, so listener can get 
and grasp, is a rare possession. To go further and 
possess ability to think and place thoughts into 


radio ear language, where it convinces millions to 


THINK AS YOU THINK, SEE AS YOU SEE, 
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“Go anywhere you want, do anything you 
wish, and advertising has had a hand in it. 


“A big packer put out 100,000 small samples 
of a canned food in New York. He called it ad- 
vertising, and it was advertising of the most effec- 
tive kind under one condition only. What this 
condition was, the packer found out almost in- 
stantly. Advertising, to be effective, must adver- 
tise something of good quality. The 100,000 
samples put out by this packer were spoiled goods. 
Instead of creating 100,000 customers or prospec- 
tive customers, he created 100,000 knockers. 

“Any merchandise that is advertised year after 
year, must be good”, says the Minneapolis Journal. 

“Why? If it is poor, advertising exposes its 
poor quality, increases number of its knockers. 
It dies quickly. 

“And so, backwards, we get at the first funda- 
mental of selling, which is, service sold must have 
quality. 

“Lying advertising helps the poor get new 
suckers, but it leaves behind a constantly multi- 
plying army of knockers. 

“This phase of advertising is so often over- 
looked. As a matter of fact, there are failures in 
advertising, due to the fact that it attracted atten- 
tion to poor quality. 

“Advertising is the Yankee shortcut to the 


minds of people you want to reach.” 


TH 


BUY AS YOU SELL—who would be convinced 
with your thought, speech, or publication—should 
not be prostituted with evasions, misrepresenta-— 
tions, slippery lIanguage, subtle insinuations, 
DESIGNEDLY INTENTED TO MISLEAD 
minds of listeners who listen and believe what 


they hear. 


The world has few men who think clearly, 
who can pass those facts to the public on plat- 
form, printed page, or radio; and when such a 
one does have a public duty to perform, he should 
use his powers for sincere uplifting and upbuild- 
ing motives. Occasionally we find one who 
utilizes his fullest powers for ulterior motives, 
evading facts, intending to direct minds of mil- 
lions wrong. One such undoes good of one hun- 
dred who build, as it destroys all public confidence 
in free thought, public speech, printers’ publicity, 
radio ear language, making all who hear, read, 


or listen wary of what is heard, printed, or spoken. 
Associated Advertising Clubs of the World 


have adopted their slogan, “TRUTH”. They 
take an active interest in all publicity that it shall 


state GET THE FACTS—and it shall be true 
and truthful. 


Truth begets confidence; confidence begets 
business, repeats and holds it. 


Three cardinal principles stand forth in Amer- 
ican business: 


1. He who is governed has the right to choose 
the governor, and how it shall be admin- 
istered. 


2. He who believes in a past and a future 
shall have the right to choose his preacher 
and religion. 


3. He who hears has a right to know what he 
hears is true and truthful. 


PROFESSING 


Back in the days of Rome, Greece and Egypt, 
when articles were sold from stalls, the sign that 
hung above was “CAVEAT EMPTOR" let the 
BUYER beware. They gave you fair warning 
that they proposed to sting you for all they could; 
they were going to soak THE BUYER for all the 
traffic could bear. The ultimate BUYING prin- 
ciple was “as cheap as you can". The ultimate 
SELLING principle “gouge all you can’. The 
idea of SERVICE had not been born. Rotary 


was unknown. 


A short time ago, as time goes, Wanamaker 
revolutionized that. He took the public into his 
confidence. He told them what things cost, what 
the overhead to sell cost, what his margin of 
profit was; put his selling price accordingly; and 
then it was up to the buyer to take or leave. One 
price to all, no bartering or “jewing”; no trading. 
He changed CAVEAT EMPTOR to CAVEAT 
VENDITOR, “Let the SELLER beware”. He 


introduced a NEW ultimate selling service prin- 
ciple. Wanamaker should be called the Father 
of the Rotary Movement. 


How different now is that of the merchant in 
your city. Rich or poor, educated or ignorant, 
prince or pauper, from castle on crag to hut in the 
hole, the price of a can of tomatoes or basket of 
potatoes is the same. He advertises wares at cer- 
tain prices; he has placed himself and his goods 
on record; when customer calls, he MUST DE- 
LIVER or be judged as disreputable amongst 


business men. 


He must advertise what he WILL do, and do 
what he HAS advertised—one price for all alike. 
His method is CAVEAT VENDITOR. 


It was difference between establishment of 
different ultimate buying and selling principles of 


those who “professed”, and those who went into 
business and “delivered”. 
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FACTS 


One important book is GETTING THE 
MOST OUT OF BUSINESS, by E. St. Elmo 
Lewis. It is written by one of America’s sales- 


men. 


This book closes with three words of advice: 
and did this book say that alone, it would have 
said a service: GET THE FACTS. 

Many business men fear to FACE FACTSI 
All have skeletons; many hide, bury, cover, glass 
them in. Many dig them out, turn on sunlight, 
bring them to surface, ruthlessly GET FACTS, 
no’ matter what they are, and do what is necessary 


to set their house at rights! 


“Below cost” sales? GET THE FACTS! 
“Fire sale"—rushing in fresh goods through back 
door. GET THE FACTSI “Special sale to you 
today’, with a 10 per cent mark-up, night before. 
GET THE FACTSI 


GETTING THE FACTS hutts to the quick, 
smarts like fire, burns like acid. Every person 
needs it; every business needs it badly. When 
business and business men look every deal in the 
face and GET THE FACTS, then indeed we 
will have honest and intelligent transactions 


taking place between men. 


As a business man, at your dosh, ould ou bie 
7 4 4 
if some waleaman ‘barged in ‘iad bowed 


en: al you the they are on the aw 7 
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CHAPTER XI 
SALESMEN 


Se 

FQYHE FIRST great 
salesman was Samson. It took TWO COL- 
UMNS to sell himself. He was sold at once to 
seven thousand people, and he brought down the 
house. 

Robinson Crusoe knew how to SELL HIM- 
SELF. Shipwrecked, he knew he had to adver- 
tise to get a ship to get him off. He picked out 
highest spot on island, placed a contract with 
Cusack and Company for a billboard, and painted 
on it in chincilla red: “WANTED, A SHIP”. 
It took three years of patient working, waiting to 
get results. Many nibbles, few inquiries, finally 
a sale. His ship came in and he went out. 

“Mary had a little lamb”, but who would 
have known it if Mary hadn't advertised? One 
wag, who heard me tell story above, writes as 
follows: 

“You say that Mary had a little lamb, 
But I can’t think she did, - 
For how could Mary have a lamb 
When Mary was a kid?” 
“Everything comes to him who hustles, 
But here is one that’s slicker~ 


PULL- 


George Pullman had an idea. But what right 
has a Colorado coal miner to think, to scheme? 
When he would tell “friends” about his scheme 
of a rolling bed on wheels, they would say the 
wheels were in his head, and called it “Pullman's 


Folly”. 


The man who goes after what he wants 
Gets it a damned sight quicker’. 


“Everything comes to him who waits’. 
Everything comes to him WHO 
HUSTLES while he waits. 
Boost and the world boosts with you, 
Knock and you're on the shelf; 
For the world gets sick of the one who kicks, 
And wishes he'd kick himself. 
The man who whispers to the few 
About the things he can do, 
Will never “cop” the big round dollars 
Like he who peddles cards and hollers. 
“Early to bed, early to rise. 
Makes a man healthy, wealthy, and wise”. 


That's lies} I might be as lazy as a hobo, 
have ten subluxations in my spine, and never think 
a thunk; but when I go to bed at 7 GN and rise 
at 4 GM, I am supposed to be “Healthy, wealthy, 
The fact is: 

“Early to bed, early to rise 


WORK LIKE HELL AND ADVERTISE, 
Makes a man healthy, wealthy, and wise”. 


and wise’. 


Vi AN 


It was another instance of what “they say , 
and the effect it might have had had HE let idle 
chatter affect him. 

Said he: “There are thousands of men and 
women who jump from town to town. Now they 
scringe in day-coaches, grip is their pillow, air is 
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foul, and with orange smells and howling babies, 
traveller arrives in next town dull in mind and 
dead of body. When he can put himself into a 
nice, quiet, comfortable bed, crawl in between 
white sheets, breathe pure air, and awaken next 
morning fresh as a berry, mind alert and muscles 
rested, he will be glad to pay for this additional 
service to business.” 


He tried it with two old cars on the Chicago 


WATERMAN 


L. E. Waterman (fountain pen) was at one 
time a buyer and seller of white space; an ad- 
vertising agency. He was making millions FOR 
OTHERS for whom he bought space and wrote 
ads. 


Said he: “Why should I make fortunes for 
others? What about ME?” 


One day he saw a blind man selling a pen- 
holder that carried ink bottle inside. Idea of in- 
creased service (similar to Pullman) struck him 
forcibly. “How much better it is to carry inside 
the holder a bottle of ink, and write with ink 
rather than pencil. I will sell ‘fountain’ pens.” 


He bought space, wrote ads, and extolled su- 
perior advantages of pen that carried its ink. He 
reckoned without his host. The world had been 
‘sold’ to the Spencerian steel pen. You and | 
remember when every magazine had that script 
word written diagonally across the page, “Spen- 
cerian’. 

He persisted in ultimate selling idea that world 
would buy HIS idea if he would sell them THAT 
idea. He hammered away. Eventually orders 
began coming in. He then had to hunt for the 
blind man to see where HE bought them. They 
were made by “a man named Swan, over in Jer- 
sey’. To find this “man named Swan over in 
Jersey” was next step. 
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and Alton. Result was the “Pullman”. Today. 
it is an institution in American life, as necessary 
as automobiles, street cars and electric lights. 
Name “Pullman” has ceased to be a name—it is 


the name of a commercial railroad service. 


Idea was simple. Service was great. What 
“they” said made no difference to Pullman. For 
thinking, he has been rewarded in millions. Ser- 


vice meets its reward. 


vs. SWAN 

He bought a few gross, filled orders, kept on 
advertising. Increased space; increased orders, 
and he was soon taking entire output of this “man 
named Swan over in Jersey’. 

He bought still more space and soon had 
Swan enlarging his plant to take care of Water- 
man. 

Here was a peculiar situation. Idea was 
Swan's: patent was Swan's; rights were Swan's; 
but he forfeited his rights because HE DIDN'T 
SELL THEM. Swan was a factory; Waterman 


was & salesman. 


Many of us are in same situation] We have 
ideas: we make things; and others sell them and 
reap profits. WE should see the service: have 
courage to advertise; stamina to carry through 
and win successes, rewards. Why let others sell 
us to our own sales ideas? 

Let it be said, to credit of Swan, having been 
beaten to his own idea in America, he was going 
to beat Waterman TO THE REST OF THE 
WORLD. Swan went to Europe, began adver- 
tising SWAN FOUNTAIN PEN, and, as a re- 


sult, Swan is making the fortune over there. 


Waterman taught Swan a lesson. 


Some of us can learn THAT Iesson here and 
now. Where is OUR vision? 


TELL OR SELL! 


Many people are TELLING everybody else 
about what they are GOING TO DO = about 
great schemes which they elaborate to all who 
listen. And, by time they repeat their story many 
times, it is a perfect plot for success in salesman- 
ship. But it remains unsold. They spend their 
time TELLING IT. 

Then came story teller who told his plot so 
many times, to so many people, that he had it 
perfect. He told it to Edna Ferber, who said: 
“It would make a wonderful story, but it won't. 
You tell it so well that you won't write it. I can 
tell by the way you tell it, you've told it over and 
over, polished it, dressed it down. You have put 
all mental effort into TELLING IT, and you're 
not going to have any left TO WRITE IT. 
TELLING IT DOESN'T SELL IT”. 


Ever travel in the smoker on a Pullman? Lots 
of men TELLING plenty of other men how to run 
I call them Pullman Presidents! 
Ever hear TELL about the cat and rat farm? The 
bull-frog pond? The rabbit farm? They're al- 
ways TELLING IT. 


the country. 


Ask any executive if he knows of a man who's 
always TELLING IT, and he'll pick them out 
by thousands. Ask that same man if he knows 
of any who SELLS and seldom TELLS—and he 
has one or two. Dreamers are essential. Doers 


are necessary. 
I have gotten so now, when men TELL ME of 


some amazing thing, I say: STOP TELLING IT, 
SELL IT! 


SALES 


Average person thinks of a ‘sale’ in terms of 
something MATERIAL to pass from my owner- 
ship to yours, because of a financial consideration 
which reaps a reward to me in so doing. 


Average person thinks of a “sale” in terms of 
something between myself, as a salesman, and 
yourself, as a customer. 


My construction of a “sale” is different. 


A “sale” is something immaterial passing from 
and between myself TO MYSELF, because of an 
immaterial GAIN to myself, because of so doing. 
I am manufacturer, importer and exporter, jobber 
and retailer, clerk and customer, merchant and 
buyer. That which I SELL MYSELF are those 
things necessary to convince MYSELF that all I 
think, say, and do is so, true, real, GET THE 
FACTSI 

All things I think WILL convince others, are 
things I MUST convince MYSELF with; argu- 


ments I SHALL use to SELL OTHERS I must 
FIRST SELL MYSELF. 


Having sold YOURSELF to YOURSELF. 
selling something material to somebody else be- 
comes a subsequent incident. Having sold im- 
material FACTS to yourself, convinced yourself, 
made true and real to yourself, you have then 
reached that state of KNOWLEDGE where sales 
language rings true; you look men in the eye 
when you say it. Your words reach up to a self- 
comprehension of your salesmanship WITHIN 
YOURSELF. and your sale (to others) was nine- 
tenths made when you sold yourself to yourself, 


for men buy almost exclusively from honest sales- 
men—those who HAVE SOLD THEMSELVES 
TO THEMSELVES. 


When any man has sold himself to himself. 
he is honest, sincere, true, real; his words are 


We like to buy of 


worthy of consideration. 
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honest men, whose statements can be banked on; 


and only men who have SOLD THEMSELVES 
TO THEMSELVES can do that, in that way. 


The time was when “salesmen” thought they 
could go “on the road”, believe one thing and say 
another. Their words were cracked; their eyes 
were shifty. They were “order takers”. That day 
is past. The commercial world is becoming 
honest and its men who have anything to sell 


begin by being honest by selling THEMSELVES 
TO THEMSELVES. 


Majority of salesmen of today are selling some- 
thing MATERIAL to somebody else BEFORE 


they sold themselves immaterially to themselves. 


Ist. I must sell myself to myself, 
Qnd. Having sold myself to myself, I must 


now sell myself to somebody else. 


3rd. When YOU sell me to somebody else, 
because of confidence in me (after I have sold 
myself to myself), then you save ME pleasure of 
doing same thing. 


I went into a department store in Milwaukee 
a short time ago to buy some suspenders, socks, 


and handkerchiefs. 


Suspenders hung on a rack over showcase. 
Three clerks behind 


counter were selling each other their impressions 


I was looking at them. 


of a dance the night before. They were also sell- 
ing each other a chewing-gum gab-fest Tacing 
match. Butting into the “sale”, I asked if one 


of them CARED TO show me suspenders. 
Said she, “Is there anything YOU want?” 


“No”, said I, “I am here to roll a peanut up the 


hill.” She giggled. 
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Suspenders I was looking at were one-ninety- 
eight. She gave me the once-over. Said she, “I 


Did she 


correctly size me up? I finally took a pair for 


have some cheaper ones down here.” 


forty-nine cents. 

“Is there anything else you want?” I men- 
tioned hose. She trailed me to another counter, 
another girl, and said: “This man wants some- 
thing’. I HAD mentioned hose. 

There were some silk hose lying on the coun- 
ter, box open. I looked at them. They were 
marked $1.25. Without paying attention to me. 
the girl dove down and brought up some marked 
fifty-nine cents~which I took away from her. 

She then said, “There's NOTHING ELSE 
you want, is there?” ‘To which I replied, “No. 
You have just said THERE IS ‘NOTHING 
ELSE’ I want.” 

Is that girl “selling herself?” Is she selling 
the store, socks, suspenders? She is selling eight 
hours of time, eight hours of her day, much less 
goods. That girl wonders WHY she remains 
stationary in position, salary, ete. 

Today, salesmanship is sold with service, 
smiles, attention, understanding, reading people, 
courtesy, alertness, suggestion of other articles, 
putting best foot forward; in brief, selling to every- 
body else those dominant superlative qualities 
within yourself which make for success, rather 


than negative ones which are dominant in failures. 


How different it would have been had that 
girl given me attention, smiled, jollied me along, 
sold me one of those come-hither, eye-to-eye, 
womanly considerations which only woman can 
give to man. I might have bought the whole 


darned store! 


CHAPTER Xil 


SALES TRADEMARKS 


There's a Reason Minute Tapioca 

His Master's Voice Vimms 

Ask the Man Who Owns One Life Savers 

Eventually, Why Not Now? Wrigley's Spearmint 

The Watch that Made the Dollar Famous Alka Seltzer 

Have You a Little Fairy in Your Home? Sunkist Oranges 

Not the Name of a Thing but the Mark of Pacquins Hand Cream 
Service | One-a-Day 

One of the 57 Canada Dry 

Has the Strength of Gibraltar Chiclets 

Tt Floats Simonize 

Hasn't Scratched Yet Jello 

One Policy, One System, Universal Service Lifebuoy 

I's in Town, Honey Beechnut 

Hammer the Hammer Spry 

A Sensible Cigarette Certo 

Your Nose Knows Aqua Velva 


All the Taste, None of the Waste 

The Beer that Made Milwaukee Famous 
Sherwin-Williams “Cover the Earth” 
Johnson & Johnson's Bandaid 


Oxydol—White Without Bleaching 

Good to the Last Drop 

Do you recognize these? Perhaps you con- 
sciously analyze them. We jotted them down as 


No Metal Can Touch You 
Chases Dirt 

Rinso White 

Bromo Seltzer 

Baker's Chocolate 
Lipton’s Tea 

Parker Quink 

Sheaffer's Skrip 

Vick’s Vapo-Rub 

Phillips Milk of Magnesia 
Welch’s Grape Juice 
Watch the Fords Go By 
‘Wonder Bread—Slow-Baked 


they came to mind. They are a tribute to per- 
sistence, 

Most of us ascribe to a particular advertise- 
ment, some special influence which caused us to 
buy an ADVERTISED product of general con- 
sumption. They frow into us by repeated, steady 
suggestions of merit and goodness; and, quietly 
yet insistently, result is accomplished so we may 
be aware of force which impelled us. We are 
conscious of acting in response to the appeal of 
an advertisement. 

Next time you go to the farm, tell them to 
give you duck eggs. Unless you're a veritable 
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connoisseur, you will hardly be able to distin- 
guish taste from those of chickens. The world eats 
HENS’ eggs! 


Persistent advertising—for no sooner has friend 
hen brought into the world one of those delec- 
table white-and-gold tidbits, than all of said 
world within reach of hen's advertising capacity 
is duly appraised of her feat. 


Hen cackles, and world's mouth waters—what 
with eggs, benedictine, au gratin, poached, deviled, 
fried, boiled, shirred, and scrambled; ham-and- 
eggs, egg soullle, omelet, nogg and shake! There's 
no end to the weird and refreshing concoctions 
that man has invented in response to steady, con- 
sistent, world-wide advertising of her wares by 
the lowly Galliaaceae Gallina. 


So let's have an egg malted milk, and lift our 
glasses in tribute to the barnyard fowl] that adorns 
the standards of a world power~and best adver- 
tiser the world has seen. 


When you think of 


Flour—Gold Medal 
Garters—Boston 
Soap—Ivory 
Circus~Ringling Brothers 
Elephant—Jumbo 
Midgets—Tom Thumb 


Fountain Pens—Waterman’s 
Chewing Gum~Wrigley’s 
Records~"His Master's Voice” 
Gasoline—Standard Oil Company 
A name becomes a symbol, sometimes an in- 
stitution. “Standard” is a word, yet it is an in- 


stitution. 


Character, value and worth, qualities are 
associated in name. A name carries good-will 
and reputation of thing it expresses has created. 


A good name is a priceless jewel. 


Think of Victrola, celluloid, fabrikoid, aspirin, 
kodak, vaseline, beaver-board, and you think in 
terms of common nouns, but in terms of proper 
names! Advertising did it. 
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Should ERICH WEISS from Appleton. 
Wisconsin, be in your office and want to give you 
an example of his skill, what would you do? Sup- 
posing you did see what WEISS wanted, and 
found yourself captured by his uncanny skill, 
would people to whom you talked about your ex- 
perience be interested? 


But, when your stenographer said “HOU- 
DINI wants to show you something”, what would 
happen? Name HOUDINI would fly about, and 
in a jilly a crowd would collect to gape open- 
mouthed. 

Why this difference? ERICH WEISS is 
my good friend HOUDINI. Houdini IS Erich 
Weiss. Man named Erich Weiss is as great a 
magician as man named Houdini. Difference is 
created by advertising. HOUDINI has been ad- 
vertised. Substitute name of Erich Weiss for 
Houdini and crowd would pay little attention: 
while name HOUDINI commands instant atten- 
tion. 

Advertising did it. 

While addressing Rotary Club at Kewanee, 
Illinois, I said to Mr. Baker (President of Rotary 
as well as President of Kewanee Boiler Com- 
pany): “Would it be better to move your factory 
to New York, Chicago. or London?” Said he. 
“Advertising brought Chicago, New York, and 
London to Kewanee”. 

Speaking of names becoming “institutions”, 
can you find any better than Kewanee? “Have 
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you a ‘Kewanee’ in your home? 


Publicity brought the world to Kewanee for 
boilers; world to Rochester for kodaks; world to. 
another Rochester for surgery; world to Minne- 


apolis for “Eventually~Why Not Now?” - 
Radio will bring world to YOU for YOUR 


goods, no matter who you are or what you have 


to sell. 


As advertising makes, it also CAN break. 


Ever hear of St. Jacob’s Oil? A few years 
ago, as time goes, it was a nationally known pro- 
prietary. It was biggest selling product when 
national advertising of a commodity was the ex- 
ception. St. Jacob's oil was advertised well. 
And by advertising, the business built. 


Then Charles Vogler died. His widow called 
in a banker to straighten out affairs. Patiently, 
microscopically, he toiled through the books, 
noting with increasing outrage tremendous sums 
spent for advertising. “Such extravagance, such 
His tangible- 
asset mind could not see ten-for-one. 


The widow had faith in her husband, for she 
had seen millions of bottles shipped to uncounted 
buyers: but sums spent for space were awlul and 
a banker is an all-wise (and sometimes TOO- 


wise) business man. 


fool-hardiness would never do.” 


When contracts ran out, they were cancelled. 
St. Jacob's Oil, which was known to every man, 
woman, and child in America through enormous 
force of advertising, began to quietly efface itself 
from public view. Within a year, advertising 


practically ceased. “Let it live on its momentum”, 


said the banker. 


Complaints began to reach headquarters. St. 


Jacob's Oil sales were negligible. Why continue? 
It is only with effort old-timers recall the product. 
St. Jacob’s Oil is now out. 


Time was when every barn was painted with 
that black and yellow “Hood's Sarsaparilla”. 
Where is it now? Ask for it at the drug store. 
Same story] 


Take one more case, more recent: Pyle’s 
Pearline. A splendid product with splendid dis- 
tribution. It was advertised persistently and con- 
stantly since 1877. In 1904, appropriation reached 
half a million. Pearline was well and favorably 
In 1907, last of the Pyle family died. 
The estate felt that Pearline was so well known 
that it needed little further advertising. Procter 
and Gamble bought the business in 1914 to save 
it from bankruptcy. 


known . 


Public must be constantly reminded. A year 
of silence will undo work of five years of adver- 
tising. Even during this war, with many factories 
taken over by the Government, making munitions 
of war, they keep on advertising the thing they 
USED TO make, and expect to again make 
AFTER the war—to keep that article in the public 
mind, that they might keep memory alive and 
working AFTER war is over. 


SH you datihe they debhel 
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CHAPTER XiIll 


RADIO 


SA y UTTING on a radio 
school in a mid-western city, advertising manager 
of a large chain department store asked: “Do you 
think a department store SHOULD advertise on 
radio?” “OF course I do!” 
Said adverlising manager, “I wish there were 
some way I could be convinced that it would and 
does sell department store goods.” 


I was astonished! 


I suggested a simple testing program: 

Get on the air, fairly early in the morning, 
say 8:00 or 9:00. 

Offer ONE article ONLY for sale at a certain 
hour, say 11:00 a.m., or 1:00 p.m. 

State honestly that its REGULAR sales price 
is $7.77, but for THIS HOUR ONLY, ON THIS 
DAY ONLY, TO RADIO LISTENERS ONLY, 
the price will be $?7.??—and make price attractive. 


HOME 


My connection with my various businesses 
brings me in daily contact with five thousand 
people, more or less, all the time. I know many 
of their domestic trials, troubles and tribulations. 
I have traveled and mixed considerably with 
courts, and hear domestic divorces being aired. 
There is much to be said about mothers-in-law, 
sex involvements, etc., but about seventy-five per 
cent of divorces could be avoided if husbands and 


wives knew better how to SELL THEMSELVES 


to each other. 
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SALES 


Watch people flock to your store at THAT 
hour to secure THAT bargain. 

Tomorrow, take ANOTHER leader from 
SOME OTHER department. Rotate bargains, 
department to department, day after day. and 
watch sales OF THOSE ITEMS BOOM. 

Do this and you'll sell yourself to value of 


radio. 


a 


This happened in fall of 1943. TODAY, 
that department store is one of the local radio 
stations BIGGEST customers. 

It was the case of ONE salesman selling 
ANOTHER salesman, to SELL his goods thru 
a SALES organization, to SELL customers some- 
thing ALL had to sell. 


SALES 


A happy home is no different from a happy 
store, office, or factory. College spirit, factory co- 
operation, office harmony, or family-fireside-love 
are all one. Each person connected therewith 
must sell to all others THE BEST QUALITIES 
that complete that sale. 

We demand that clerk sell a smile over coun- 
ter; stenographer must write a smile in her letter; 
telephone operator must use voice with a smile; 
sales manager must iron out dilficulties, as “the 
customer is always right” with Marshall Field, 


Statler-Service in hotels; so do we expect the 
husband to be that kind of clerk to his wife, the 
customer; so do we expect wile to smile-words, as 
manufacturer, to her husband, the jobber who 
comes to buy. 


Husband must studiously develop himself to 
sell his best to his wife; wife must studiously de- 
velop herself to sell her best to him. Each must 
sell himself to himself, best in himself, that he 
might more properly job himself out to best cus- 
tomer in world, viz., the one who is buying from 
him every week, night and day. 


Let me draw a comparative picture of two 


kinds of HOME salesmanship: 
Husband has had a trying day at office. He 


comes home at night on ragged edge, weary, worn, 
tired, and ready to bite nails. Wife stays up- 
stairs. When he comes, she jumps over him for 
coming late, dragging in mud, forgetting to get 
meat, for throwing down his hat and coat. She 
jaws and chews the rag. She SELLS him scowls, 
harsh words, and hate. 


Wife has had a trying day at home. Cake 
fell, soot fell over washing, son scratched face in 
a fall, another son got beat up in a fight, girl got 
low marks in studies, rent is to be raised, and 
neighbor's chickens got into her garden. 


When husband comes home that night, he 
lays before her his petty and irritating things of 
his day. He jumps all over her because supper 
isn't ready, because she didn’t do this or that. He 
jaws and chews the rag. He sells her scowls, 
harsh words, and hate. 


Husband is a salesman to his wife; he is a 
customer to his wife. Wife is a salesman to her 
husband; she is a customer to him. Each has 
something to sell other; something to buy from 
other. License they secured was a permit to do 
business with each other; to buy and sell certain 
qualities each had to sell to other. The invest- 


ment is beyond price; profit depends upon what 
is sold and how much of it. 

Stock in trade is smiles, kind words, pettings, 
love, loving children, a home (is it a house?), 
endearing terms, love-pats, mutual sacrifices and 


successes, ups-and-downs both take together. 


If wile sells husband scowls at home, some- 
body's wile will sell him love at HER home. If 
wile sells husband hate and harsh words at home, 
pool halls downtown will self him comfort and 
rest. 


If wife, at home, negatives her arms, kisses, 
caresses, somebody's wife will positivize them. 
Morality is largely a question of hate AT home 
or salesmanship AWAY FROM home. If wife 
sells a bloodless-fish-love at home. that buyer will 
find a female clerk that will sell him red-hot im- 
moral love, and throw in meanderings for good 
measure. 


If husband sells wife hate at home, somebody's 
husband will sell love while husband is at his 
office. If husband doesn’t sell his wife little trifling 
attentions she has a right to, perhaps bridge 
parties, dance halls, etc., other men will. 


If husband at home refuses to sell her his arms, 
kisses, and caresses, somebody's husband will. 
Being true to one's husband is largely a question 
of a contented and satisfied head. heart, and hand. 
He must be contented and satisfied by being sold 
at home, otherwise he will buy and sell in some 
other market. 


Each of the married state is a seller and buyer 
of certain things. Man is a born trader. If cer- 
tain persons refuse to barter their goods, others 
will. Usually foreign sales are swindles and 
cheats, but he would rather take the chances 


than make no sales of any kind to any person. 


Go with me to a divorce court. Listen to tales 
poured into the ears of Ye Judge. Poor sales- 
manship] Salesmanship that no office, shop, fac- 


tory, or store in America would tolerate; yet here 
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are “sales people” trying to build a life's business 
with a million profit on the impossible. 

Those same male and female people who sell 
each other rotten salesmanship in private life at 
home, will hop on train, go to town, to office, 
shop, or factory, and sell others in public life the 
very opposile. 

Why? 

If they dared to sell in public what they fail 
to sell in private, they would be fired. Yet they 
go to court, eventually, and ask the court to fire 


such a private wife clerk from any longer selling 


herself. 


When that man, or that woman, regards him- 
self or herself as a merchant and a customer at 
home; that his or her private life must be sold to 
other party in transaction with satisfaction that 
is demanded in commercial life, where best quali- 
ties must be front and worst of them rear, we will 
develop and grow and home business will rein- 
corporate, capital investment multiply, profit 
mount skyward, and sales will be satisfactory. 


SELLING YOURSELF YOUR CITY 


Majority of people drift and float with tides. 
They are flotsam and jetsam on rivers of com- 
merce. They come and go, shift with environ- 
ment and flirt with circumstances. They drift with 
destiny, they wander on by-paths, they mentally 
and physically float. They sell themselves to 
anything, anylime, anyway. 

When that great inner world of ours comes 
forth and sells us to ourselves, we can expect any 
person to be sold to his own town, chamber of 
commerce, or its or their common and mutual in- 


terests! 


A lew men in every city are sold to them- 
selves. ‘Those men are sold to their city. Those 
few are making opportunities to increase their 
range of salesmanship of selling their city to other 
cities where people are unsold. They go further 
and exchange our cities’ to their cities’ products, 


helping other cities sell themselves to their own 


productions. 


Some men grow beyond usefulness of selling 
themselves to themselves; they outgrow shell of 
mere man and_ become city-men,_ state-men, 
national-men and even a few grow to be mam- 
moth world-men—such as Tom Edison, Westing- 
house, Henry Ford, Swift, ete. Salesmanship of 
themselves to themselves was so great that it en- 
compassed a service that covers the world. They 
produce a talking machine that sells that city to 
the world. Westinghouse sells Pittsburgh; Ford 
sells Detroit; Swift sells Chicago. All this was 
because one such man sold himself to himself, 
then sold himself to his production, then sold his 
factory or institution to his city, and then sold his 
city to the world. 

It's a great game, this Selling Yourself. 


Keceptivity Ls Necessary. 
Proper delivery helps! 
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SELLING YOURSELF INSURANCE 


I sold myself life insurance about twenty-five 
years ago. I needed insurance before that. 

I say “sold MYSELF”. 
tried to sell ME. 

Insurance men have four ways of getting an 
audience to SELL. THEMSELVES, to SELL 
ME TO MYSELF: 

First: They break in with a lie on their lips. 
In this, they unsell themselves and get out pronto. 


Many men have 


Second: They get in as an insurance peddler. 


They go out as they enter~empty. 


Third: They come in as insurance salesmen, 
trying to sell themselves TO ME. They go out 
empty-handed. 

Fourth: They think (out loud) just enough to 
sell me to myself—leave—and let ME put my name 
on the dotted line. 

No. 1 enters with “a personal word from Ex- 
President Taft”. When boiled down, Mr. Taft 
is a policy-holder in the company he expects to 
sell me, and “Mr. Taft says it’s a good company 
or he wouldn't be in it.” That man goes out 
quicker than he came in. 

No. 2 wants to sell ME insurance. My first 
question is: “How much do YOU carry?” When 
he tells me “None”, then I buy “none”. That 
man could not SELL ME because he hasn’t 
SOLD HIMSELF TO HIMSELF to his own 
company or to THE IDEA of insurance. No man 
can SELL ME what he hasn’t SOLD HIMSELF. 


When No. 2 tells me he has sold himself 
a $1,000 policy, then he becomes a peddler and 
he should hunt customers who buy in peddler’s 
quantities from peddlers. Having bought him- 
self $1,000, he thinks in $1,000 limits. He thinks 
of people as being worth $1,000 to their relatives, 
when they're dead. He places my business in 
the $1,000 class. The $1,000 is his horizon, hence 
he tries to SELL ME DOWN to HIS horizon. 


No. 3 enters, talks, tells me WHOM he has 
sold, how much he has sold, and why he sold 
THEM. But he needs figure a way of SELLING 
ME TO MYSELF ON HIS POLICIES. As a 
customer of insurance, what do I care about him, 
his customers, why others buy. Figured out from 
THEIR angles, does not SELL ME TO MY- 
SELF. 


No. 4 is one of those fellows who drops in 
occasionally, watches my business grow, sees that 
we are prospering, therefore in need, and realizes 
that all prospering businesses are hard up for 
money. Some day, at an opportune time, he sug- 
gests that if we ever need money to let him know, 
and he believes he can help us. There comes 
that time when we DO need money. We think 
OF HIM. Weask his plan. He suggests a $100,- 
000 policy as security. We see the logic to pro- 
tect our credit. We buy insurance to get money 


to grow on. He struck us where we live. He 


looked at us as we should look at ourselves. He 


sold us because he saw the thing we wanted to 
sell ourselves. He figured out the angle of our 
buying minds. 

These men figured some day I would die and 
an inheritance tax would come due. Was I pre- 
pared? They showed me how I could be. They 
figured that I was incurring debts. When I die. 
was my business prepared to go on? 1 should 
have thought of that. They did! They showed 
me how I could be. They figured that MY debts 
would be cast upon my family, who did not incur 
them, and they would become a burden to them. 
Was I prepared to relieve them of MY burden? 
I should have thought of that. They did! They 
showed me how | could be. I was so busy doing 
the thing that I should have given thought to 
protecting angles. They were personal and busi- 
ness protectors. They presented the thought. 
They let ME think it over. When I was SOLD, 
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it was I who called THEM to bring ME the 
dotted line. Self-interest prompted me to pur- 
chase. 


For twenty years men have been trying to sell 
me themselves on insurance, but they should have 
sold themselves to themselves because to them 
there WAS NO REASON; therefore, they failed 
to SEE THAT REASON FOR ME. Hence I 
saw the insincerity of insurance, judging by men 
who represented it. 


Finally two business men, insurance-men hit 
me. I call them “BUSINESS-MEN insurance- 
men” because both ARE in business. They are 
connected with local, state-wide, and national en- 
terprises. They own farms, city property, etc. 
Being IN business, they know the demands OF 
BUSINESS to protect itself. They DID protect 
THEIR BUSINESSES. They saw that I should 
protect mine as they had protected theirs. They 
presented why THEY did. I saw that I should. 
They could and did SELL ME TO MYSELF, 
because they had sold themselves to their busi- 
nesses. One of these men carries $125,000 and 
he sold me $300,000. Another carries $50,000 and 
he sold me $100,000. 


The man who peddles insurance from door to 
door to take care of funeral expenses, to make a 
living for himself, should get the angle of vision 
of a $100,000 policy for me; therefore because he 


failed to SELL HIMSELF TO HIS POTEN- 
TIAL-POSSIBILITIES—how could he sell me? 

Insurance men say the average insurance man 
buys small policies for himself, because large ones 
cost beyond his reach. When small insurance 
peddler sells himself to big insurance salesmen’s 
ideas, he could just as easily have sold me the 
same. When he sells himself to himself, he will 
be able to sell himself to others. 

When he sells himself a wider, broader, bigger 
vision and horizon of service of himself, he will 
sell larger policies to larger men, get larger com- 
missions, buy larger policies for himself, have 
money to buy into businesses that are larger. and 
thus raise himself above the plane of insurance 
peddling. All men start, but many remain sta- 
tionary while others grow on artd beyond and 
become. Thought costs but the price of effort. 

When he sells himself to himself, he will 
turn those commissions into more policies to him- 
self, thus multiply his confidence and experience 
and necessities of businesses, multiply his view- 
point of other businesses, sell himself through 
others, and multiply his salesmanship value to 
himself. 

Having sold himself ALL he CAN carry. he 
will sell larger policies to larger men and thus the 
circle grows. He takes himself out of the $1,000 
peddler mass and puts himself into the “business- 


on 
men insurance-men class. 


Many Se aa are a tumorous mass of 


cancerous pans 


CHAPTER XIV 
WHO PAYS? 


(7 4 
MF, DVERTISING IN- 


CREASES DEMAND. 


Increased demand INCREASES PRODUC- 
TION. 


Increased production means INCREASED 
SERVICE. 


Increased production means 


COSTS. 


Reduced cost means INCREASED DE- 
MANDS. 


It accumulates as it rolls. 


REDUCED 


Who pays for advertising? 


Twenty years ago the makers of a watch pro- 
duced a large machine-made article priced at 
$1.50. First year, without advertising, sold 12,- 
000. Next year, with SOME advertising, 87,000 
sold. Increasing factory and distribution by hav- 
ing created a market and stabilized it, they re- 
duced size of watch and price to $1.00. By ad- 
vertising, sold 485,000 third year. 


Makers of a famous camera, when they began 
advertising forty years ago, made one camera 
which took 2'-inch pictures and sold at $25.00. 
In 1917 (at time of violent rise in cost of ma- 


terials) they made a far better camera which sold 
at $10.00. 


When manufacturer of a well-known break- 
fast food began advertising, his goods sold at 15¢ 
a package. In 1917 (fatal period again) his pack- 
age was filty per cent larger and sold for 10¢. 


In 1908, a magneto sold for $150.00. Ten 
years later a much better magneto, used for same 


purpose, was sold at $81.00. 


An internationally known maker of chewing 
gum advertises today: “5¢ before the war, 5¢ dur- 
ing the war, and 5¢ now.” 


These are ordinary cases—illustrative of how 
consumer pays for advertising by increasing pro- 
duction, lowering selling costs, and improving 
quality. 

Here is a classic example compiled a few 


years ago by J. G. Frederick: 


When Hart, Schaffner and Marx began to ad- 
vertise, they were doing a business of $1,500,000 
annually. Ten years later, this had increased to 
$15,000,000. A comparison of four ready-to-wear 
men’s clothing manufacturers was made at time 
Hart, Schaffner and Marx reached fifteen million 
mark, between selling costs and expenditures for 
magazine advertising: 

Hart, Schaffner & Marx—Magazine Advertising 
$85,000~Sales cost 2% to 3% 

B. Kuppenheimer & Co.~Magazine Advertising 
$49,000—Sales cost 496 

Samuel W. Peck & Co.—Magazine Advertising 

29,000—Sales cost 6% 

Alfred Benjamin—Magazine Advertising $25,- 
000—Sales cost 796 

Who pays for advertising? The customer! 
By getting a better article at a lower price. 
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CHAPTER XV 
POSITIVES 


GS cccessen busi- 


ness men think, speak, write, and act POSI- 
TIVES. 

- We read history, look about, and wonder 
WHY failure is so prevalent. 

Nine of the Ten Commandments were written 
in the negative~"“Thou shalt NOT..." Who 
knows what could have happened, had they been 
written IN THE POSITIVE? 


Here are a few samples: 
“DON'T park car here.” Park car HERE~ 


is better. 
- “DONT spit on sidewalk.” Spit in gutter. 
“Keep off the grass.” What's the matter with 
the sidewalk? 
“Don't forget to attend this sale.” PLEASE 
REMEMBER to attend this sale. 
“DONT FAIL to look us up.” BE SURE 
to look us up. 
How are you? “NOT SO BAD.” 
“At prics YOU CANNOT AFFORD to 
MISS." At prices YOU CAN afford to BUY. 
Few people are salesmen. This is because 
many think, speak, and act negatives. 


sixty-eight 


Ninety-five per cent think, speak, and act 
negative in their thinking, speaking, and acting. 
See signs that start with “Don’t.” See writings 
or talking that use can’t, shan’t, won't, don't, 
mustn't, shouldn't, etc. They predominate. Lis- 
ten to a conversation. Count up those words on 
an average printed page or radio commercial. It's 
appalling! 

Examples: For FEAR of HELL, preachers 
FORCE people into church with BLUE LAW 
Sundays. For FEAR of DEATH, we POISON 


.our tissues or have our guts CUT OUT. For 


FEAR of penitentiary, we DON'T commit 
CRIME. And this is called personal salesman- 
ship to assist people to do right. 

Few think, speak, and act salesmanship of 
POSITIVES. That man who succeeds does so 
by selling POSITIVES. Cite a successful man, 
listen to his mind as he speaks and acts—I1'S 


POSITIVES. 

(This subject is covered fully in RADIO 
SALESMANSHIP). 

Business, like golf, is a state of mind. 

THINK, speak and act SALESMANSHIP 


of positives. 


CHAPTER XVI 


HUMANIZE 


SE] 
CI"EL OW cold, dreary, 


sordid, and cruel average business man and busi- 
ness transactions are. You come in a stranger, buy 
from a stranger, and go out such. He gets YOUR 
name and YOU get his, because you want to 
know where to ship without getting Iost and cost- 
ing the firm something. 


More businesses need HUMANIZING. In- 
ject sentiment, Howers, smiles, a clean joke or two, 
“trilles” which mean so much to make a transfer 
a friendly transaction. 


In a great many citics, a powerful corporation 
such as Western Union used to put Howers on 
store railing each morning. It suggests “Say It 
With Flowers” to folks at home, and “Send them 
OVER OURS, for which WE get money.” 

Hotel LaSalle (Chicago) found it good busi- 
ness to place flowers in the bedrooms of its lady 
guests. 

Certain cities bring out a local distinctividu- 
ality flower sentiment in sidewalk electroliers. 

Business houses find it pays to put flower 
boxes around windows. 


In many odd lines of business, orchestras play 
in afternoons and evenings, all of which injects 
sentiment that it may take off ragged edge of 
grind of business worries. 


Cities find it a paying investment to condemn 
property, convert it into play-grounds, and equip 
them with toys for “kiddies”. Marshall Field de- 


yotes a large room on State Street for children to 


BUSINESS 


play in while mothers go shopping. Theatres 
equip a room for “kids” to play in while “folks” 
relax seeing heroine kill villain. 


There's “Mother's Day” and “Father's Day” 


with carnation and cigars—that's sentiment. 


Business, peculiarly and yet naturally, is tak- 
ing a decided turn within past years. Rotary, 
Kiwanis, Exchange, Gyro. and other business 
men’s noon-day peppy luncheons are found every- 
where. It gets business men together, they shake, 
call each other by first name, smile, sing a song or 
two, listen to somebody from outside bring séme- 
thing inside. It's injection of friendship sentiment 
into what would otherwise remain cold business. 
These organizations are doing a wonderful good 
with their “spirit”. . 

What a difference between hotels. Some are 
known for their “hominess”. That feature alone 
draws or repels business in exact ratio as it posses- 


ses or denies it. Failures are like homes for home- 
less. 


How different some factories. In Muskegon, 
Michigan, is a factory, next dcor to station. Pos- 
sibly a cold and cruel commercial proposition, but 
I have my doubts. Buildings are covered’ with 
vines. From top to bottom, front, sides, and back. 
Very appearance of those buildings injects the 
human and natural, and brings forth a kind, 
thoughtful, and considerate business. It ‘intro- 
duces an organization of men who imbibe freely 


in the good and wholesome as man lo man, part- 
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ner to partner, and factory to its trade. Inquiries 
proved their business lived up to its buildings, 
and the buildings personified builders behind. 
These men are selling themselves humanized busi- 
ness. 

Business men gather at clubs and call each 
other “Jack”. They return to their businesses and 
call their stenographer “Miss Brown” and their 
employee “Mr. Jones.” What was sauce for 
luncheon club goose becomes an apparent crime 
for business gander. Inject the same human senti- 
ment! Call the commonest helpmate by his 
“Jack”, also. He will feel more friendly to you, 
the firm; feel a part of it, and do more for it. 


Why should average doctor's ollice be like a 
fertilizer plant and be equipped to make it re- 
semble a refrigeration plant? 

Why should average hospital remind you of 
a morgue? 

Why should average restaurant smell like ruins 


of grease (Greece) ? 


You warm up to and like better that man 
who has a boutonniere. You actually feel the 
human heart-throb and kindly friendship of that 
stenographer who has a vase of flowers on her 
desk. It’s a silent symbol that bespeaks the in- 
dividual and his humanizing impulses. 


How vividly comes to mind the “kid” who 
took a flower to teacher and became dubbed 
“teacher's pet’. Same spirit that prompted that 
is same heart that dares build sentiment into busi- 
ness when he becomes a grown-up kid. It pays! 


One institution stands on top of a hill within 
five blocks of the business city. At 11:45 a.m., 
and 5:45 p.m., there peals forth music from a 
chimes tower atop Administration Building. It 
cost $16,000 to make it possible to bring harmony 
at noon to the T.B.M. of the city, and soothe his 
mental wrinkles in evening while on way home. 
It injects back into head, heart, and hand, senti- 
ment which again makes him human at end of a 
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ragged office day, where everybody was trying his 
best to gouge everybody else. 

On Sunday mornings, for one hour, a sacred 
concert; on Sunday evening, thirty minutes more 
of musical sentiment pours forth, announcing that 
churches are calling you to get back to sentiment 
of “Come Unto Me”. 

It's a $16,000 sentiment that pays dividends in 


welfare of men and women of a business city. 


And now we are before the public again, with 
the epitome of unselfish service — Radio Station 
WOC. We were the second commercial broad- 
casting station on the air. We were thirteenth 
500-watt station on air. We were first of 5.000- 
Station WOC has an en- 


viable reputation amongst listeners-in. 


For years we badly needed a dollar return on 
the investment—the government prohibited such, 
It was $420,000 going out before the first com- 
mercial dollar came in. Salaries and overhead 
were charged to advertising and building of good 
will. It did] 


Humanizing business! 

Jackson, Michigan, has a state penitentiary. 
Warden allows men to talk at work, to sing if 
they wish. They raise and sell canaries in cell 
houses. They have flowers growing in window- 
boxes in cell houses. They have baseball teams 
and a band, and play on Sunday afternoons, to 
which churchy people protest, telling warden they 
should be locked in their cells reading the Bible. 


Warden tells me he is humanizing men! 
Birds, Howers, songs—it does it to those men in- 
side. 

Humanizing business, injecting sentiment, can 
be brought out with one class of American travel- 
ing public business people that are “up against 
it”. 

They may be actors or actresses, chautauqua 
speakers, evangelists, or peddling prunes. It 
makes little difference. Early or late, sick or well, 


watt stations on air. 


sleepy and drowsy, jumping from town to town 
at any old hour, draughty day-coaches or hot and 
stuffy sleepers, greasy and changeable foods—it's 
all one to them. No matter how they feel, they 
have their stunt to do or act to put on; and when 
they appear before audiences, they HAVE TO 
BE up to 102 per cent, because it is up to them 
to awaken the local public that has everything as 
it wants it, when it wants it, and how it wants it. 
Traveling people who work against all odds have 
the big job of smoothing off wrinkles of man who 
has all odds with him. Few can appreciate in- 
equality of these theatrical conditions quite so 
thoroughly as he who “hits the road” and suffers 
under them. The public make NO allowances. 
You've GOT TO COME THROUGH ALL 
THE WAY. 


Sentiment? Purely] Pay? Let us ask some 
of America’s big business men. 


“The need for personality in business and 
the success that it brings cannot be disputed. 
The ‘thank you, sir’, of the newsboy was seldom 
heard years ago. Little personal services are 
now the rule, rather than the exception in re- 
tail stores."-—Edward Hines, Hines Lumber Co. 


“Our policy, summed up, is to knit close 
bonds of pleasant faith and good will between 
our customers and the management.’ —John R. 


Thompson, President, John R. Thompson Co. 


“There never was so much friendship in 
business as today, but it is the friendship not 
of a good time together, but of confidence.’ — 


H. E. Locke, President, H. E. Locke Co., Inc. 
“Our biggest job is seeing that our custom- 
ers like us."~E. M. Statler, President, Hotels 

Statler Company. 

To HUMANIZE BUSINESS is one of the 
biggest stocks I have in trade. It has been one of 
our biggest producers and reproducers. Yet our 
place bubbles and sizzles with it. Every brick, 
room, wall, and person speaks it for us. 


Later are a few epigrams. Our building walls, 
inside and out, are covered with them—hundreds 
of them] We make our walls work. Average 
wall is a blank space—painted, with here and 
there a picture, People come by thousands to 
see these “peculiar” buildings. They copy these 
epigrams. It's another desire to humanize our 
business. 


ou are a unit of our eval ind one 
Multiply you anal you ane a ide ae 


Pad biies participation 
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CHAPTER XVII 
ULTIMATES 


ff 
wW 
N “SELLING your- 


self", there come trying situations. It is well to 
remember: 

Keep your feet warm and your head cool, is 
a pretty good rule. 

“Hot heads” go with "cold feet”. He who 
loses his temper is a bluffer and when “called” is 
a quitter. 

Selling yourself is a question of ULTIMATE 
BUYING and ULTIMATE SELLING PRIN- 
CIPLES. It's the objective and your views of 
what that objective is. 

Let me cite two examples: 

Pullman could have built sleeping cars to the 
ultimate selling principle OF MAKING 
MONEY, getting rich. DID HE? Baker might 
have had the same ultimate selling principle. DID 
HE? Waterman might have sold fountain pens 
on same principle. DID HE? Instances of BIG 
business could be cited endlessly. Pullman saw 
the greater ultimate buying principle OF IN- 
JECTING REST INTO NIGHT'S TRAVEL 
and properly preparing the traveling business man 
for business next day. Baker saw the greater ulti- 
mate buying principle of GETTING MORE 
HEAT UNITS OUT OF LESS COAL by burn- 
ing the eighty-five per cent waste smoke, thus 
saving humanity money, railroads haulage, etc. 
Waterman saw greater ultimate buying principle 
OF CARRYING INK BOTTLE IN PEN- 
HOLDER, signing documents with ink rather 
than lead pencil, having pen and ink handy at 
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all times and places. That which IS “ultimate 
BUYING motive” of customer SHOULD BE 
“ultimate SELLING motive” of merchant. 

Anything that better buys and sells ULTI- 
MATE objectives should be the constant issue 
in thinking, talking, acting and selling. Radio 
time, with saleable and selling words, should have 
that as its central theme; it should be the opening 
and closing of every radio commercial. 

The Holy Bible is ONE book, not many. It 
is THE SAME book, no matter who runs or reads. 
Notwithstanding there is but ONE BOOK, there 
are MANY DENOMINATIONS based upon 
DIFFERENT INTERPRETATIONS of so many 
men, sO many minds, so many opinions. 

The genus homo is ONE man, not many. He 
is THE SAME through generations, no matter 
when or who looks at him, analyzes him, psycho- 
analyzes, or goes into or through him. Notwith- 
standing there is but ONE MAN, there are 
MANY INTERPRETATIONS based upon 
many men, many minds and many opinions. 
Many future words will be said twenty centuries 
from now. 

So long as man is “finite” in reasoning, and 
he is the product of an “infinite” producer, just 
that long will man fall short of knowing that last 
word. When man’s reasoning powers become 
“infinite” then man will be GOD and God will 
be man’s education and THEN there will be a 
common understanding between, and THEN only 
will the last word be said. 


CHAPTER XVII 
SLIPPING AND CHECKING 


4€ 
VER play golf — or 


rather, play AT it, for few, if any, play it. It’s a 
game that baffles you every hour, every day, every 
time you go out. 


Before you leave home, you have your mind 
made up to play a good game. You have set 
yourself, mind is trimmed, joints properly oiled 
and cleaned so they work easily; all is hunky-dory 
—AND YOU PLAY ROTTEN. 

On another occasion, you go to tee one. Your 
mind is clear, have no particular worries, are re- 
laxed, stance perfect, swing right, and yet for some 
reason, darned if you know, club dubbed your ball 
and you sliced and disgraced yourself in the eyes 
of all. 

You go to another tee. You think you have 
found out why, only to correct those defects and 
find now your ball hooks and makes a short jump. 


It is a tantalizing game. If EVERYTHING 
is JUST right, your ball takes a long leap down 
the fairway, rolls about fifty yards, and lands so 


you get on the green with an approach. 


BUT—and here’s the game—betwixt and be- 
tween your MIND and the SCORE is the dif- 
ference between doing things RIGHT and doing 
some of them WRONG. 


AND-~here’s the lesson to be Jearned—betwixt 
and between your MIND that WANTS TO suc- 
ceed, and score THAT FAILS, is the mind that 
either checks or slips, concentrates or denies, skips 
and slides or checks and corrects. 


FOR, between the man who plays golf and 
the man who plays at it, is the man WHO 
KEEPS SLIPPING BUT KEEPS CHECKING, 
and the other man who keeps slipping, therefore 
plays a rotten game until the end of time. 


I write this lesson from experience, from a 
room in Grove Park Inn at Asheville, North Caro- 
lina, between lecture dates. I have been here 
ten days, trying to play golf —rather, trying to 
master my mind to make it do what I know IT 


MUST DO if my hands are to do what my head 
tells them. 


Grove Park Inn is the finest resort hotel in the 
world. Even as I write, I look out of my window 
down upon one of the finest golf links in the 
world, under my window. 


Two miles away is the Biltmore Country Club, 
built by Mrs. George W. Vanderbilt. I have 
played AT golf there, too. I have been spending 
ten days, morning or afternoon, trying to train my 
head to master my hands, for golf is a game of 
where mind is master. Golf IS a state of mind. 


As I sit here, or try it on the links, I have seen 
hundreds of worth-while men going through this 
struggle, which, alter all, is a fight of checking on 
the slips and slipping on the checks. 


Golf is a game of ups and downs. Today a 
good game; tomorrow a bad one. The man who 
plays a consistent game, day after day, is the man 
who has mastered his mind, has it under control 


and trained to do his bidding. 
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I have watched and studied these men, at play- 
ing golf or at work at the game of golf~for golf 
is a play at which you work, or work at which 
you play, which is but a viewpoint. 

] saw one man dub a shot, the other day. He 
got mad, rared, fumed, cussed the caddy, hill, 
grounds, and then deliberately broke a club across 
his knee. He was in a rage. He was an old 
player, so far as time goes, but he was a novice 
in the game of disciplining himself. 

I saw another man dub his shot. Quietly, and 
without a word, and without visible trace of 
changed expression, that man took another ball, 
stood on the tee, stroked his chin, looked over into 
the Blue Ridge Mountains, took inventory OF 
HIS SLIPS, CHECKED, teed his ball, took his 
time, made his drive, and drove a long shot 
straight down the fairway. 

Golf is a game of minds. The first man lost 
his. Second man used his. Some men never 
play the game, because they never think, Other 
men are learning to play the game because they 
study and continue in that stage. 


Golf is an obvious lesson. What we think is 
expressed a minute later in attitude of ball. If 
ball slices or hooks, our mind sliced and hooked. 
If ball goes straight, our mind was thinking 
straight lines without resistance. 

We think one minute, and action expresses 
that thot next minute. There is sequence be- 
tween time we thot, and time THAT thot demon- 
strated its character. 

Is business different? We think today and 
perhaps see net result when that thot has gone out 
into channels of business, been bounced and 
bounded about for weeks or months, and then 


comes back later to slice or hook. Do we asso- - 


ciate the sliced or hooked thot of months before 
with sliced or hooked business months later? 


As I make this application, I do so knowing 
full well that what applies to OUR mind and 
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muscle is no different than what has been apply- 
ing itself to all businesses and professions in 
America, until today the entire United States is 
IN A MENTAL SLIP WITHOUT MENTAL 
CHECK; hence we are damning the caddy, ball, 
and finally blaming external conditions, even to 
breaking our club by getting mad and refusing to 
play according to rules of the game. CHECK— 
AND DOUBLE CHECK! 

Business is as much a state of mind as golf. 
If golf mind slips and checks, the stroke is im- 
proved. If business mind slips and refuses to 
check, financial returns are bad. CHECK—-AND 
DOUBLE CHECK! 

All these are true; but why are they true? 

I have seen golf players alibi, until they were 
disgusting, as to why they failed to make a good 
drive. Few, however, blame themselves. CHECK 
—AND DOUBLE CHECK! 

Even now, in these “hard” times that some of 
you say are cause of your slump, there are many 
who forge ahead and have larger businesses than 
before. And in these same times, others who have 
had large businesses are now in the slump. 
Why? That is what I set out to find and what 
I give you here. 

Here is the problem in a nutshell. Its truth 
is observable in every business—ours included. 

Before the war, every person was on tiptoes, 
fighting for existence, fighting a common enemy 
against extermination; everybody's shoulder was 
to the wheel. 

On came the war. Prices went sky-high. 
Some made fortunes, where before the war they 
made dollars. With many, prosperity acted like 
booze. They became prosperity drunk. 

AND THEN WE BEGAN SLIPPING. 


We have been slipping ever since. 

We are NOW in valley of slipping process. 

We are suffering from war depression that ts 
national, and all are despondent. In trying to 


solve it, we are suffering from the illusion of the 
near. We blame caddy, tee, Iay of ground, club, 
everything OUTSIDE of ourselves. CHECK— 
AND DOUBLE CHECK] 


When these facts—THAT WE HAVE ALL 
MORE OR LESS SLIPPED-—are sprung, every- 
body jumps to the defense and denies it. But 
FACTS have a peculiar way of getting under the 
hide of every man who IS slipping, and sooner 
or later he admits his weaknesses, one by one. 
Puts himself to acid tests, as does the sincere and 
conscientious golf player; begins a deliberate pro- 
cess of checking; analyzes slips; figures out cor- 
rect play; and finally checked himself so hard 
he comes thru with a rewinning business. 


CHECK—AND DOUBLE CHECK! 
The salient points are: 


ist. He THINKS he is on tiptoes because 
he can’t see immediate bad effect of his play, as 
can golf player. If what you thot now, rebounded 
back in two minutes, on your business, you would 
KNOW you slipped. CHECK — AND 
DOUBLE CHECK] 


2nd. HE THINKS he is perfect in detail be- 
cause immediate reaction of his bad play in his 
business is overlooked, slicing or hooking. If 
what you NOW did, by way of detail, dubbed 
your pocketbook two minutes after you did it, you 
would KNOW what you otherwise see only 


months late. CHECK — AND DOUBLE 
CHECK! 


5rd. He little realizes he was doing things 
wrong, because he immediately thinks they are 


right. CHECK—AND DOUBLE CHECKI 


4th. He little realizes he is doing WHAT he 
IS. CHECK—~AND DOUBLE CHECKI 


5th. He little realizes he is doing WHAT he 
WAS. CHECK~AND DOUBLE CHECK] 


6th. He realizes that the cash register is slip- 
ping, but he knows that HE is checking, and that's 


where the SLIP ACTUALLY OCCURS. 
CHECK—AND DOUBLE CHECK! 

Back of the money he loses is himself. 
CHECK—AND DOUBLE CHECK! 

Back of him is the way HE IS THINKING. 
CHECK—AND DOUBLE CHECK! 

Because of internal mental slipping, and be- 
ing unaware of it, he blames external physical 
conditions that he does know. CHECK~AND 
DOUBLE CHECK! 

Because it is a fixed fact in playing golf, if 
you do all things RIGHT, the ball will go where 


you want it to. 


As you slip, results slip, business drops. 
CHECK~AND DOUBLE CHECK! 

As you slip, confidence drops, business slumps. 
CHECK~AND DOUBLE CHECK! 

It ALL begins and ends WITH YOU, and 
YOU is your mind. CHECK—AND DOUBLE 
CHECK! | 

I see many applications of the slipping pro- 
cess. They permeate all avenues. But that with 
which I am most concerned is that slipping of the 
honest and sincere fellow who commences with 
right education, right ability, right application of 
his art, and gradually begins to slip and slide, 
THINKING HE IS UPHOLDING his exact and 
definite education, ability and application that he 
THINKS he has and THINKS he is using. 

By the above, you will note I do make a dis- 
tinction between him who is CARELESS and 


him who is SLIPPING. CHECK—~AND 
DOUBLE CHECK] 


The “careless” man has lost interest; “it does- 
nt make any difference,” “I should give a fig.” 
“when farmers get their pay, business will return, 
and not before.” He is always hunting alibis and 
forgiving failures because of things beyond his 
control. CHECK~AND DOUBLE CHECK! 

The fellow who is “slipping” indicates that 
he DOES care, IS interested, IS honest. 
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WANTS to know why, WILL listen and WILL 
study. When somebody tells him to “keep his 
head down and his eye on the ball, his left arm 
stiff and close to his body, and his club head to 
follow thru,” and he diligently applies himself to 
accomplish those things, some day THAT chap 
will play golf, CHECK—AND DOUBLE 
CHECKI 

And, if that man, alter being told MANY 
times, CONTINUES to slip, THEN HE'S 
STILL SLIPPING AND IS UNAWARE OF 
IT. This article is solely for THAT fellow—the 
one who is slipping and thinks he's checking] 
CHECK—AND DOUBLE CHECK! 

We must check until it hurts. Check who? 
Check what? OURSELVESI Forget the 
caddy, club, and ball CHECK-AND 
DOUBLE CHECK] 

If this is done by every business man and 
woman, in one year our businesses will be back 
to prosperity and success, stronger for having gone 
thru the ordeal of finding ourselves. CHECK— 
AND DOUBLE CHECK! 

And there is the lesson. Thousands HAVE 
BEEN slipping. We take it for granted we have 
been checking. We take too much for granted. 
We are blinded as to where the ball is going 
except for months alter, hence are blinded that 
we have slipped. CHECK ~ AND DOUBLE 
CHECK] 

Men know their business has failed. They 
were blaming everything else. The fault lay in 
THEIR slipping. CHECK—~AND DOUBLE 
CHECK! 

I spent one afternoon in a certain state peni- 
tentiary. I was introduced to a cultured, refined, 
well educated, genteel and intelligent murderess. 
I talked with her and, for the life of me, could 
not understand how THIS woman had taken a 
pair of scissors and jabbed them into the throat 
of her husband, and killed him. She was any- 
thing but that type. 
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Here was a woman who had murdered, show- 
ing that she had done the thing she was the 
opposite, by nature and education, of capable of 
doing. Why this inconsistency? 


I asked the woman to tell me her story. She 
did. 

She said the husband was a nagger. He 
nagged and nagged. Her RESISTANCE to IN- 
VASION of his nagging was 100 per cent. She 
ignored him and never let it enter into her or be- 
come a part of what she thot. But one day she 
grabbed those scissors and killed him. She then 
realized, as never before, that for months his nag- 
ging HAD penetrated her system, HAD BEEN 
stealthily reducing her resistance; but she was un- 
aware of it until the act of murder had been com- 
mitted. 

GRADUALLY resistance had weakened: 
GRADUALLY penetration had increased; grad- 
ually one was worn down and other builded up, 
both of which were occurring and SHE WAS 
UNAWARE OF IT. 

Could she have recognized what was occur- 
ring, she could have checked herself and the 
murder would never have been committed, and 
she would have been at liberty now. 

She was slipping! She thot she was checking 
because she didn’t know she was slipping. 
CHECK—AND DOUBLE CHECK! 

“IT MAKES NO DIFFERENCE.” 

Ever hear that as an excuse for why certain 
things were neglected, refused to be done, or 
alibiing why they were unnecessary? CHECK~ 
AND DOUBLE CHECK! 

“Tt makes no difference,” is the shoal on which 


CHECK—AND 


businesses are wrecked. 
DOUBLE CHECKI 

The minute any person in business makes that 
statement ONCE, and believes it, he is slipping 
and needs checking of his mental state. CHECK 
~AND DOUBLE CHECK] 


Go out on golf links and pull your club with 
left arm “it makes no difference,” but your ball 
goes hook. Look up and follow your ball “it 
makes no difference,” and you find you dub your 
ball. Do lots of things “it makes no difference.” 
until you count sum total of your score at end of 
game—only to find that man across hall who 
knows these things that “make no difference” TO 
YOU make a difference TO HIM, has secured 
YOUR business) CHECK —AND DOUBLE 
CHECK] 


Those things which “make no difference” to 
you on first tee are very things which make dif- 
ference on eighteenth hole at end of game. Slip 
at beginning, and you may check all you please at 
end, your score is against you just the same. 


CCHECK—AND DOUBLE CHECK! 


A few weeks ago, I went into the radio studio 
while a certain songbird was warbling. She was 
standing BY the piano, reading her words from 
music piano player was reading from, and she 
was singing TOWARD piano. Microphone was 
to her right. She was singing AWAY FROM 
microphone when she should have been singing 


INTO it. 


manager, in no uncertain terms, that such must be 


I checked her, as well as program 


checked in Station WOC. It embarrassed singer, 
and it hurt program manager, but | would rather 
offend THESE TWO than injure quality of 
modulation and quantity of sound that went out 
TO MILLIONS on air. CHECK—~AND 
DOUBLE CHECK] 


Careless isn’t the word—IT’S SLIPPING that 
explains it all. CHECK—AND DOUBLE 
CHECK! 


Slipping and sliding. mentally, is slumping 
professionally and commercially. To check men- 
tally is to cash in financially. CHECK — AND 
DOUBLE CHECK! 


CHECK until the doggoned thing hurts you 


all ways, always. CHECK —AND DOUBLE 
CHECK! 


As careful as I have been, I thot I was check- 
ing ALL the time. I propose to stay there and 
help every other fellow come thru in same big 
way I fought thru. I say “FOUGHT” because 
when any man takes hold of himself and struggles 
thru weak spots within himself, builds until they 
are strong, that is some fight he has to go thru. 

CHECK until it hurts, and your business will 
prosper! 


THE ENTIRE STORY— BRIEFLY TOLD 


First: Attract the ear to reach the mind. 
Second: Go through fight necessary to sell 
yourself to yourself, 
Third: Use publicity and introduce yourself 
to others. 


Fourth: Deliver service with an article of 
merit. 


Fifth: Check and Double Check! 


DO THESE AND YOU HAVE SOLD 
YOURSELF. 


This is the last word, and it is just the be 
gining. It is graduation day and it is but a 
commencement. 
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CHAPTER XIX 
AS A MAN THINKETH 


ile 
IFE is a collection 


of viewpoints. A viewpoint is an interpretation 


of a mosaic. 


A mosaic is a multitudinous and endless col- 
lection of bits of various sizes, shapes, thicknesses 
and colors. We gather them here, there and 
everywhere. We assemble them during waking 
and sleeping hours. We are everlastingly sorting. 


Some day, suddenly, we are startled with a 
quickly finished production. We say “inspira- 
tion.” “Perspiration” of past gives us “inspira- 
tion” of this moment. 


Education is a collection of mosaic thots. All 
conclusions today are rearranged bits gathered 
from friends, their suggestions, writings, printed 
productions, etc. 


There is nothing new under the sun. We re- 
work that which others give us; with that which 
we have taken out of it, comes that peculiar emas- 
culation which we claim. 


And so I could go on with the mosaic mines 
which have yielded their store of various sizes, 
shapes, thicknesses and colors, all of which have 
produced the walls of our various buildings, print- 
ing plant, cafeteria, etc. Give credit to every 
mine; for, after all, every man is but an ape before 
the public mirror. Some bring the mirror close 
and keep it there; others push it back until the 


reflection is hazy and out of focus; and a few, 
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now and then, actually shatter the glass and go 
thru life without knowing how the public looks 
at them thru its silvered background. The few 
who need a mirror ARE few. 

Meanwhile, judge me kindly, if you see others 
when looking at me. I am but a bit of humanity, 
doing more or less alike or different, what all 
others have done. 

In our buildings you will find many things 
not found in any other. This distinctividuality 
portrays the personality of B. J. Palmer. 


These epigrams are selected or written with 
four objects in view: Brevity, pungency, posilive- 
ness, and something to say. That “something to 
say” can be smothered with too few words or 
drowned with too many. 

If they fit within the four, then all said is 
worth saying. 

Dr. Palmer believes in being constructive and 
everywhere is the builders’ language. The only 
negatives are those which are so peculiarly word- 
ed that they are positive. 

“BJ.” has realized, as has every other man 
who teaches the world its personal A-B-C’s, that 
reading a thing repeatedly focuses its thot on the 
human mind. See it and you read it; read it 
and you think it; think it and it becomes you; 
becoming you, you are it~thus we build better. 


bigger, broader men and women. 


WHY EPIGRAMS? THEY ARE SERMONS IN EPITOME 


The art of remembering is the gentle art of 


forgetting. 
Work is life. Good work is good life. 


If at first you don't suck seed, keep sucking 
till you do. 


——) 


The men of principle are the principal men. 


od 


Where there's a way, there's a will. 


Great pilots are made in rough waters and 
in deep seas. 


pa ee 


It is while we are green we grow, and when 


we think we are ripe we begin to rotten. 
(Signed) Fellow Maggot. 


| cred aeed gel 


I have been in business some years. I started 
at the bottom. 


above many, below some others. 


I am rapidly climbing. I am 
I have been 
cussed, discussed, boycotted, talked about, lied 
about, and lied against, damned, browbeaten, 
tried for murder, whip-sawed, stood up and 


knocked down. 


The only reason I am in business now, is to 
see what in hell is going to happen next] 


il ealaundamen’ 


The great orator always shows a dash of in- 
difference for the opinion of his auditors; and the 
great writer is he who loses selfconsciousness and 
writes himself down as he is, for at the last anal- 
ysis all literature is a confession. 


ee ee 


Eat, drink and be merry, for each makes life 
worth while. 


Cast your bread upon the workers and it 
will return sandwiches. 


Success consists in the climb. 
People and pins are useless when they lose 


their heads. 


oo 


About the time you think you make both ends 
meet, somebody moves the ends. 
——— 
Man is a great big soul carrying around a 


little stubborn matter. 


Of course the lions didn’t eat Daniel—he was 


all backbone. 


——— 


The world makes a path for the man who 
knows where he is going. 


——— 


Onions make you strong physically, and weak 
socially. 

Eat, drink and be merry—for tomorrow you 
may diet] 


A smile on the face of some people reminds 
me of the top layer of apples in a box. 
The hen cackles all day to be properly heard 


when the farmer comes out once. 


The world is your cow—but you must do the 
milking. 

Mental indigestion is the result of too much 
raw logic. 

The sweetness of low prices can never counter- 
balance the bitterness of poor quality. 
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Rest is the sweet sauce of labor. 


——— 


They say! What say they? Let them say. 


———d 


The world bestows its big prizes, both in 
money and honors, for but one thing, and that is 
initiative. It is doing the right thing without 
heing told. Next to doing the thing without be- 
ing told is to do it right when told once. 

He that bloweth not his own horn, for him 
shall no hom be blown. 

I believe in the stuff 1 am handing out; in the 
firm I am working for; and in my ability to get 
results. I believe that honest stuff can be passed 
out to honest men by honest methods. 


loeteedeeed 


Recipe for having friends ~ be one. 


Seid 


I think if 1 worked for a man, I would work 
for him. I would not work for him a part of his 
time, but all of his time. 1 would give an un- 
divided service or none. 

When put to the test, an ounce of loyalty 
is worth a pound of cleverness, 


a 


Folks who never do more than they get paid 
for, never get paid for any more than they do. 


——-_— 


Responsibilities gravitate to the person who 
can shoulder them, and power flows to the man 
who knows how. 


ie 


The criticism of the world is bitter only to 
those who cannot compel room for their ideas. 


——— 


If you have no belief in yourself, how can you 
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expect other people—your company, or your cus- 
tomer, to believe in you? 
| nian 
As we become better men, we become—just 
as surely—bigger men! It is man power that 


counts. 


pee 


You necd me and I need you. For the things 
you need and I can supply, you give me the 
things I need and you can supply. 


In my dealings with you, I tell you at all 
times the plain and simple truth, for I confess that 
I have lied just enough in my time to know that 


a ) 
it won't work. 
a 


Appreciation is an art—a fine art. Some say 


it is a lost art. 


One great, strong, unselfish soul in every com- 
munity would actually redeem the world. 


Use your friends by being of use to them. 


Whatever your job is, it is your job. 
It is the tragedy of progress that you have got 


to make good or make room. 


When the bored say the wrong thing to the 
right person at the wrong time, then things will 


liven up a bit. 


toed 


Tact is the science of knowing how to get 
what you want and don’t deserve, from a bigger 


man, without getting hurt. 


——_ 


Americans of today refuse to “pass the buck.” 


— 


Common sense is very uncommon. 


The obvious is the last thing we think, see or 
do. 


pet 


Believing in people is as essential as believing 
in our product, or, in ourselves. 


t aiaedamel 


The human mind should be an organized file 
rather than a disorganized pile. 


es 


Great principles, like great men, are simple. 


os 


If the employer of labor thot work to do on a 
union scale of hours, with the union degree of 
effort and with the union loss of time and survival 
values, Lord pity the employee. 
minutes per day would do it all. 


A union five 


— te 


The lobster is the only animal who travels 
backward to go forward. He belongs to the old 
school. 


——— 


Why these epigrams? 
What is before you, is seen. 
What is being seen, is read. 
What is being read, is thot. 
What is being thot, is acted. 
What is acted, is YOU. 


The Lord Ioveth a cheerful giver. But how 
about the stingy receiver? 


As a prophylactic, a hearty laugh beats ten 
bottles of Peruna. 


If you are in the right, you can afford to keep 
your temper, If you are in the wrong, you cannot 
afford to lose it. 

Throw away your wishbone, straighten up 
your backbone, stick out your jawbone and go 
to it. 


Unassuming simplicity is an emblem of no- 


bility. 


If you are a mouthy Mexican matador, acute 


or chronic, dismount, tie your long-horned Dur- 
ham outside, then enter. 


——— 


Man is a reasoning, very unreasonable mani- 
festation of divine intelligence. 


_——— 


What is Mind? Never Matterl 
What is Matter? Never Mind! 


— ee 


What you want to keep out of a newspaper 
is news. What you want to get into a newspaper 
is an advertisement. 


a 


I'll grub-stake any man digging for truth and 
move all hell to dump error overboard. 


Where there is a will, there are 40 ways. 


When you get to the end of your rope, tie a knot 
in it and hang on. 
A man’s a man for a’ that, but lots of them 


are not even that. 


 ondemetiaeeel 


Kites fly against the wind, not with it. 


A hen does not quit scratching just because 
the worms are scarce. She scratches that much 


more to make her living. 


Why freight a hogs-head of words to express 
a spoon of thot? 


That which Iends poetry to the mud puddle 
is the frog and his song. 
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Modern writers need no more than an idea 
and a typewriter. In a pinch, many of them get 
along with the typewriter. 

If you want enemies, beat others to it. If you 
want friends, let others beat you to it. 


—— 


Some people are so afraid they will go to hell 
when they die, that they make a hell on earth 
while they live. 


—_—— 


I] would rather be “up” on a “live” Yankee 
talk than “down” into “roots” of a “dead” Latin 


or Greek. 


ad 


All progress comes from the pursued, not the 


pursuer. 


That which is natural, even tho little, is in 


excess of that which is artificial, even tho volum- 


inous. 


—s ee 


The woodpecker is a knocker, but he uses his 
head; and that's what it takes to get the worm. 


—— 


Better have common sense without education 
than education without common sense. 


An egotist is an “I’’ specialist. 
There are only a few who are possessed of 
common sense, that is why the masses think they 


have it. 


— 


To educate the child, begin with the grand- 


parents. 


rons 


An optimist is one who sees a light where 
there is none. A pessimist is one who blows it 


out. 


eighty-two 


The fatal defect in all reform is overserious- 
ness, and no reformer is sane until he can Jaugh 


at his own solemnity. 


I would rather be a has-been than a never- 
was, because a never-was never was, and a has- 
been has been. 

“Law” is made too much for lawyers by law- 
yers, for we have more “law’ than justice, with 
the consequence that Public Opinion is the only 
safeguard. 


Time Scratches Every Itch. 


Most people, like trees, begin to die at the 
top. 

Where ignorance is happiness, it is unbecom- 
ing to be wise. 


Man is dust! Dust settles! Be a man! 


As we change size, we automatically change 
our place. No matter what place we have shaken 
into, if we get smaller, we'll rattle down to a 
smaller place. If we get bigger. we'll shake up 
to a bigger place. 


tae: 


It was the business managers of the country 
and not the medical fraternity who discovered the 


symptoms of “sleeping sickness.” 


Never mind the business outlook. Be on the 


outlook for business. 


ate 


Take a firm interest in your firm's interest and 
the firm will take a firmer interest in you. 

To the fellow who shows up late, and sneaks 
home early, we are indebted (7) for the “punch 


clock” system. 


You are a part of the organization as much 
as the bass drum is a part of the orchestra—like- 
wise, remember that bass drum solos are monot- 


onous, 
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You'll get further by out-thinking a prospect 
than you will by trying to out-talk him. 


The psychologist who remarked that “the 
average American is dead from the neck up” ought 
to watch some of the girls chew gum. 


There are just two reasons for not minding 
one’s own business: First, because one has no 
business to mind; and second, because one has 
no mind. 

Half our life is spent in getting competents to 
repair the botch-work of incompetents. 


You are not dressed for work until you put on 
a smile. 

Beware of the fellow whose best reason for 
your doing him a favor is the fact that he belongs 
to the same church or lodge you do. 


Waiting to be thanked? Hurrying to avoid 
the kick? Do good to others because that is the 
way; but if you're waiting for a receipt for your 
goodness you'll need a poultice. I know, for I 
have waited] 

Keeping everlastingly at it brings success—and 
nervous breakdowns. The element of success is 
intelligent idleness. 

Strong convictions are often the sign of a weak 
intellect. 

It is not enough to make both ends meet; but 
must overlap. 


General principles are generally wrong. 


ee 


I thought if I could once get into a great place 
I would be great. I would have been —a great 


joke! 


If Moses had retired, at the “ripe age’ of 
seventy-nine, to a checkerboard in a grocery store, 
or to pitching horseshoes up the alley and talking 
about the “winter of sixty-eight.” he would have 
been the seventeenth mummy on the thirty-fifth 
row in the green pickle-jar. 


— a 


“Getting to the top” is the world’s pet peeve. 


There is no top. Every top we reach is the bottom 
of the next step up. 


pd 


As we so solve and dissolve our own problems, 
the world is drawn to us to solve its problems. 
We find our kitchen, workshop or office becoming 
a new throne of power. 


— pd poe 


Profiting by experience is using the knowledge 
you have gained through failures. 


—_———— 


A fire department is as busy when answering 
a false alarm as it is when going to a real one. 


The failure says: “They wouldn't give me a 
show.” Nobody gave Barnum a show, but he 
had the biggest on earth. 


We need memory schools, but we also need 
forgettery schools more. 


po ee 


Egotism is the opiate that Innate administers 
to deaden the pains of mediocrity. 


poe 


When I hear people say, “I hope the time may 
speedily come when I shall have no more ob- 
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stacles,” I feel like adding, “When that time 
comes, ring the undertaker, for you'll be a dead 


one. 

The fact that we are not buried is no proof 
we are alive. 

The man who bulges his muscles and puffs 
his chest in declaring he is the best man ever, is 
generally jazzing, kidding himself and whistling 
past his graveyard. 

Another good thing about telling the truth 


is, you don’t have to remember what you say. 


pee 


Thinking is more difficult than the rowing of 
a boat against a sea; harder than the digging of 
coal; requiring greater strength and skill than 
wielding broadswords; requiring more grit than 
facing winter winds: so difficult it is to think 
down to the core of things and to solve problems 
as yet unknown and still unravelled. 


a 


Have you noticed that the man who refuses 
to fix himself is the one who wants the most 
statutes passed to fix others? 

All things come to those who wait—but there's 
too durn many waiting. 

When you get the idea that the world is 
against you—it is. 

The teacher, the preacher, or anyone else who 
gets on the retired list, retires himself. 


a 


We forget what we ought to remember and 
remember what we ought to forget. 
nt ed 
In America we need men who have the courage 
to break, to contradict, resist, criticize, be unpop- 
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ular. We need less “successes” and more “‘fail- 


ures’ —men who may bestow imperishable gilts. 


Socialists declare that the day is coming when 
the aristocracy will have to work. We foresee a 
time when even the union laborer will have to 
work. 


“Leave well enough alone” and you'll stay on 
the bottom. 

Conventionality is an imitation of environ- 
ment. 

Grammar is an orderly arrangement of the 
way certain people utter their squeaks, just as 
botany is an orderly arrangement of the way cer- 
tain plants grow. Language preceded grammar 
just as flowers preceded botany. Why is a 
“grammar shark’? 

Everybody thinks everybody else ungrateful. 
That’s why we love dogs; they give us twenty 
dollars’ worth of gratitude for ten cents’ worth of 
dog biscuit. 

The Chinese pay a doctor to keep them well; 
we Americans, an embalmer. 


A few men who possess antiquated power, 
legal power and selfish ambition have dragged 
the others along, raising us gradually to what is 
called education. 

I am ashamed to think how easily we capitu- 
late to badges and names, to large societies and 
dead institutions. 

——— 

Evidence is not a statement of truth, but a 

proof of the truth of a statement. 


No one can build less fire and logically ex- 
pect more heat. 


oO 


A thing that is bought or sold has no value 
unless it contains that which cannot be bought or 
sold. Look for the Priceless Ingredient. What 
is that? It is the Honor and Integrity of him 
who makes it. 


—— 


A determined soul can do more with a rusty 
monkey-wrench than a loafer with a machine 
shop. 


=—— 


Twelve things to remember: 


The value of time 
The success in perseverance 
The pleasure of working 
The dignity of simplicity 
The worth of character 
The power of kindness 
The influence of example 
The obligation of duty 
The wisdom of economy 
The virtue of patience 
The importance of talent 
The joy of originating 
The criminal of this day is he who produces 
the vacant hour. The success always produces 
the crowded hour. 
Do we feel more shame for what we have done, 


or for what the world has found out that we have 


done? 


——— 


The efficient man works through a philosophy, 
which is a state of mind rather than a plan, sys- 
tem, or method. 


What we eat and drink today goes around 


talking and working constructive and destructive 
thots and acts tomorrow. 


Is life worth living? That depends upon the 
liver] 


oo 


Get out and hustle or be hustled out. 


tl eetemanmnl 


Man is still in the process. He has not yet 
arrived. 


The only people who enjoy hearing your 
troubles are lawyers who make money patching 
"em up; doctors who get paid for ripping ‘em out, 
and preachers who accept gratuities for praying 
"em away. 


Many men resent being awakened; they like 
the morning nap with its vague dreaming, when 
the world is neither wholly present nor wholly 
absent. 


——— 


True ideas are those we can assimilate, vali- 
date, corroborate and verify. 


a ee 


Initiative is imagination in action. 


We shall stop fighting words, English, gram- 
mar and rhetoric when we better leam to think. 


poe 


The union man who talks about the “right 
of Labor” as something different from the rights 
of anyone else, scorns efficiency because he wants 
to make work for as many as he can, at as big 


wages as he can, without reference to production 
or cooperation. 


Only the watchman or the watch repairer 
can watch the watch and make a go of it. 


oo 


We need to be reminded now and then that 
the world has rationalized beyond men to man, 


that we must measure performances and powers 
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by the net result to our heads, hearts and hands, 
not alone by our pile of dollars and dimes. 

Vision—the driving force that impels every 
great organization. 

Awaken the germs of genius in man and he 
will do something worth while. 

Most of us suffer from illusions as the insane 
do. An insane person believes in things untrue. 
Most of us are sane on comparatively few things. 

Everything has an individuality, but individual 
differences lie in methods rather than principles. 

A certain requisite in success is the ability to 
look a fact in the face without blinking and to 
know a fact when you see it, 

The observance of the letter of the law gen- 
erates cold, dogmatic thinking, and makes mere 
automatons of men. 

It is impossible to stop people thinking. The 
job is to get them started. 

A compromise is a device by which both 


parties get less than justice. 

No matter how lonely you feel, Crusoe was 
worse. He had only Friday for company. You 
have the whole week. 


—— 


Get the idea—all else follows. 

The heart teaches a man what to say, but the 
head instructs him when to clam up. 

You dead and buried ideas of yesterday, let 
go! Let gol 
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Man is highly specialized and organized mud, 
and is occasionally being run by a highly special- 
ized and organized mind. 

Truth has always been stronger than fiction; 
hence, he who states it is in contradiction with 
the masses and he is therefore forced to produce 
a superabundance of proof to prove that which 
should be obvious. 

or 

The rolling stone gathers no moss, but it gains 
a damn fine polish. 

Success depends upon desire backed by will. 
expressed in intelligent and persistent action. 

a 

“Freak movements” always start in the minds 
of a few who remain for a time obscure and un- 
known, for all great changes of thot come from 
the top, from the thinkers. We call them radical, 
theorists and dreamers. But they make the world 
move because they compel the world to think. 
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That man is best educated who is most useful. 
Some college “boasters” should consult Web- 


ster and learn that a Degree may mean the 560th 
part of a 0. 

For non-conformity the world whips you with 
its displeasure. And whosoever would be a man 
must know how to estimate a sour face. 

My religion is like others, man-made. But I 
am the man who made it. 

You can put a whistle on a handcar and call 
it an engine~but the train stands still. 


Who can anchor to an unanchored mind? 


The most important thing that Columbus ever 
did was to start. 

If you would be a man speak what you think 
today in words as hard as cannon balls, and to- 
morrow speak what tomorrow thinks in hard 
words again even tho it contradict everything you 
said today. 

If I can be great enuf now to do right and 
scorn eyes, I must have done so much right before 


as to defend me now. 


The life of every individual, institution and 
nation is a ledger. On the credit side are Rights, 
Privileges and Prerogatives. On the debit side 
are Duties, Obligations and Responsibilities. 


Sprinkling perfume on a skunk-cabbage won't 
make it a rose. 
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To think is labor twice distilled. 


a 


Hens cackled some time before somebody re- 
alized that eggs were good to eat. 

Be calm in arguing, for fierceness makes error 
a fault and truth discourtesy. 


Allegro, non too mucho. 


—— md 


What we do willingly, is a pleasure. What 
we do begrudgingly, is hard work. 


— — 


When we look back on human history we 
shall find many men who were considered failures 
when they died and are regarded as successes 
now. 

Not only strike while the iron is hot, but make 
it hot by striking. 


Whoso would be a man, must be a noncon- 
formist. 


—_— — 


It's what we learn after we think we know 
it all, that counts. 

Work, today, as tho we were going to live 
always. Live, today, as tho you were going to die 
tonight. 


—— 


To rest content with results achieved is the 
first sign of business decay. 
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God divided Man into men that they might 
help each other. 


A vigorous and curbed temper is not alto- 
gether an evil. Men who are easy as an old shoe 
are generally of as little worth. 


— 


Greatness always appeals to the future. 


The love you give away is the love you keep. 


———— 


So's a Poland Chiny hawg got high breedin’; 
but turn ‘im out in the woods and a razorback’ll 
rustle a better livin’! 


The man who exchanges character for cash: 
purity for power; principle for party; manhood 
for money; soul for silver; God for gold, is a 
failure. 

First the sneer, then the cheer; the lash, then 
the laurel; the curse. then the caress; the trial, 


then the triumph; the cross, then the crown. 


rs 


It doesn’t behoove any of us to live too much 
on our “dignity,” because 98 per cent of us are 
accidents. 
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The wheel that needs grease, is the one which 
squeals. 

Most men forget God all day and ask Him 
to remember them at night. 

“Familiarity breeds contempt” with those who 
are of shadows. Familiarity breeds friendship 


with those who are of substance. 


oO 


The time to investigate bypaths is when on a 
vacation. The New York-Chicago Express gets 
there by staying on the track. The minute it 
starts climbing some interesting country lane after 
daisies and buttercups, the coroners begin to 
gather and the claim agents flock together, and 
some sure and slow old freight toots a couple of 


times and passes by. 


ee 


We choose our helpers by the amount of work 
they do, with the least supervision, in the best 
and easiest way, in the shortest possible time. 

Anything that you do that the majority do not 
do is “queer”. Queer, isn’t it? 

When a fellow has you by the leg, pass it on 
as legacy. 

——— 

When you get to making big money, keep 

your small feet on terra firma. 


Ps pom pr 


I know you, if you have come up from the 
bottom. 


a 


I may be foolish enuf to be a fool, but | am 
having a lot of fun playing the game. 


——— 


The time you lose has the same potential value 
as the time you use. 
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Nobody invites you? Perhaps you swipe 
electric globes, hotel towels and strike matches on 


our walls. 


When the man of business, be it in barrels or 
brains, hands his slogan in the marts he that mo- 
ment becomes a person of purpose and a sponsor 
of standards. If he is wise he knows his repu- 
tation is at stake. 

The growth and development you see here is 
the result of taking ourselves seriously while others 


took us as a joke. 
The by-product of the bee is more valuable 
in the spreading of pollen among the flowers, than 


the honey he makes. 


A horse must be “broke” before he will work. 
Just so with some men. 

The average individual IS average. 

A crease in the kabeza is worth nine in the 


pants. 


To complex is to vex, to simplify is to amplify. 
Give the man “just out” a fair chance to ‘stay 


out. 
——— 
It is all right to spend money to make char- 
acter; it is all wrong to spend character to make 


money. 
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The world wants art, not a lark; skill, not 
swill; service, not swagger. 

The undertaker is, at times, a real friend of 
human progress. 

Many parents spend thousands on education 


and get a quarter-back. 


A “fool” refuses the counsel of a wise’ man, 
but the “wise” man often discovers truth in the 
speech of a “fool.” 

Life must be measured by lifel Life is out- 
side of books and colleges. 

The chief motive of a college education is to 
escape actual participation in just such work as 
gives joy to the worker. 

If ten bachelors of art were shipwrecked in 
mid-ocean they could not build a pontoon to save 
their lives. 

———) 

We make a living by what we get; but a life 

by what we give. 
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He who laughs last is some lifter. 


ma 


It takes 65 muscles to frown and 13 to make 
a smile. Why work overtime? 


The acid test of education is what it PRO- 
DUCES. 


— 


Do and the world does with you. Don’t and 
you do alone. 


What we suffer from in this land of the flea 
and home of the knave is too much “law” and 
too little equity. 


Every organ in your body is connected with 
the one under your hat. 


—— ~~ 


Quite frequently the social butterfly becomes 
but the fly in the social butter. 


In China the idle idolize the idol. 
In America the idle idolize the idle. 


Any plan which starts with the assumption 
that men are or ought to be equal is unnatural, 
therefore unworkable. 
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Forcing the efficient producer to become in- 
efficient does not make the efficient producer more 
efficient. 


— et ee 


When a man is qualified, sincere, and is 
willing to work, humanity profits. 


— 


Most anyone can run a job when things are 
going smooth. The demand is for the fellow 
who's equal to the occasion when things strike a 
snag. 

peer 

There is a power within—a fountain head of 

unlimited resource—and he who controls it con- 


trols circumstances instead of it controlling him. 


—— 


Too much “science” and not enough con- 
science. The whole basis of living, legal, ethical 
and educational service is the ten commandments 
when written in the positive. 

Our school system, from kindergarten to uni- 
versity, appears to be designed to prepare the stu- 
dent for hog competition. 

The harder you hit a straight nail the sooner 


it arrives. The harder you hit a crooked one the 
sooner it bends and buckles. 


I 


An optimist is one who makes sandwiches, 
while it rains, for a picnic to which they won't go. 
A pessimist is one who eats them at home. 


— 


Better vanity, if you will, than sham modesty. 


—— me md 


It's better to be optimistically dissatisfied than 
pessimistically satisfied. 
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A handicap is no longer a liability when 
ability gives it the LIE-ability. 

Some miners will find, and then throw back 
into the stream, the precious ore of gold for which 
they have gone through hell, without ever know- 


ing its presence or its nearness. 


-——— 


The gods take care not to mix even a drop of 
pedantry in the makeup of the rare men whom 
they destine for great deeds. 


Nothing is waste that touches the man of 
genius. 

Destiny is the one artilicer who can use all 
tools and find short-cuts to his goal through ways 
mysterious and most devious. 

He is a man who has merely the ordinary 
qualities that he shares with his fellows; but who 
has developed those ordinary qualities to a more 
than ordinary degree. 


———— 


Golf clubs are all right if you can use them. 
Some people think the same thing about friends. 

Universities are, of course, hostile to geniuses, 
who seeing and using ways of their own, dis- 
credit routine and books, as schools and colleges 
persecute and crush individuality. 
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In [anguage, as in character and manners, sim- 
plicity is excellence supreme. Be yourself] 
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Who shall set a limit to the influence of one 
man? How far is his voice heard? Through him, 
through others, to many millions. What word, 
what act is it that goes on? Therefore, we should 
be careful what we say, what we do, before 
whom we say and do it. 
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Where there is a will, there are relatives. 

Some people are like sponges; they take unto 
themselves all they possibly can hold, but give 
nothing unless squeezed. 

The ideal preacher is more interested in getting 
heaven into men than in getting men into heaven 
and in keeping hell out of men than in keeping 
men out of hell. 

Knowledge is knowing a fact, Wisdom is 
knowing what to do with that fact. 

Shake hands with the man who is agrecable 
enough to encourage you in your thinking and 
disagreeable enough to make you think Harder. 

The fellow who wants time off with pay is 
generally the first one to demand time and a half 
for overtime. 

Success is not made by lying awake at night. 
but in keeping awake in the daytime. 

The Glory of tomorrow is rooted in the 
Drudgery of today. 

— a ed 

The best way to get ahead and stay ahead is 
to use your head. 

———_—— 

A fellow never appreciates being up and out 
until he is down and in. 

The wise man produces more than he con- 
sumes; the foolish man consumes more than he 
produces. 


——- 


All some people do is to second the motion. 


——— 


Some people would never think of stealing a 


cent from a fellowman, but it is different if they 
can beat the railroad or the government. 


It takes steam work as well as team work to 
win. 

Some banquets are like wheels — the longer 
the spokes, the greater the tire. 

The closer people huddle together in cities the 
farther apart they get. 
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Some pcople are punctual in being late. 
pectiaicad 
A pessimist is one who has the choice of two 
evils and chooses both. 
There is more religion in some men’s Science 
than there is science in some men’s religion. 


rs 


The fellow who is fired with enthusiasm for 


his work is seldom fired by his boss. 

We spend the first part of our lives ignoring 
the advice given us and the second half giving 
advice that others ignore. 

The highbrows are now discussing the func- 
tion of the critic. Generally it is to muddy up 
the hole when the big game are away. 

Oratory is the art of making deep sounds from 
the chest seem like important messages from the 
brain. 

An oration is a collection of loose words so 
arranged and handled that it will take them the 
maximum amount of time to pass a given point. 
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Orators are people who can think rapidly 
through the mouth. 


i ocelioeeiiemene 


It is almost as much trouble to think up ex- 


cuses for missing engagements as it is to keep 
the engagements, 

When any man reaches the position where his 
opinion is valuable, it is the laughing gas Fate 
lets him sniff when She means to strike him on 


the head. 


It is a hundred to one shot that if you know 
any man who has become famous, you know the 
man who got just about the worst the world could 
give him before his light went out. 

History has been made by “Iaw-breakers.” 
Few “law-breakers,” however, have made history. 


eee 


Every man in the world who is at the top of 
any ladder has paid all the gate fees. 


——— 


Some men who are at the top of the ladder 
have been checked thru on passes but they will 
back out thru the rear exits before the show is 
over. 

The man who has won and will retain his 
place has come to where he is because he paid 
the price. 

There is nothing cheap about success. It 
drains you, sucks you dry, drop by drop and 
hour by hour. 


— 


Is a man dead if his ideals live? 


od 


When a man turns from his visions, he lies. 

Scientists can prove that we are descended 
from monkeys and prove it to everybody's satis- 
faction—but monkeys. 


Hash isn’t made, it accumulates. 


= 


It's a great game, if you don’t waken. (Rip 
Van Winkle.) 
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Intelligence appears to be the thing that en- 
ables a man to get along without resort to edu- 
cation. 


—— 


Education appears to be the thing that enables 
a man to get along without the use of intelligence. 


Blessed is the man xe does not belliake. 


Kiss is a noun, generally used as a conjunction. 
It is never declined; it is not singular, and it is 
usually used in the plural. 


oe 


It’s better to have loved a short man than 
never to have loved a tall. 


——— 


Some people sit and think but many just sit. 
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“If you're a self-starter the boss won't have 
to be a crank.” 


—— 


Advertising is to business what the brass band 
is lo the parade. 


It is also true that a parade can go through 
the streets without a brass band, but who would 
see it? 

We will come out all right in the end—Jonah 
did. 

To buy below actual value is not honesty] To 
sell below cost is unfair competition] 


—_—p a 


There's no fool like a sold fool. . 


— —d pom 
The only man who ever built a business on 


“bunk” is Geo. Pullman. 


pl 
What a punster is to a humorist~a burro is 
to a horse. 


Se 


9 A.M. to 5 P.M.~Union hours. 
5 A.M. to 9 P.M.—Successes 


—— 


Hew the food as you may let the fat fall 
where it may. 
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There are nine leaners to one who can stand 
up. 


ee ee 


A wise man never blows his knows. 


False friends are like sugar coated pills, they 


soon run thru y’ and leave y’ much poorer. 


Some people expect to attain success like a 
person taking a train; by taking a seat and wait- 


ing for the conductor to call the station. 


United we stick, Divided we're stuck. 


“An apple a day keeps the doctor away.” 
An onion a day keeps the dollars away. 


All too many speakers allow their tongues to 
make 3,000 revolutions a minute while their brains 


are set at neutral. 


If he says, “I say just what I think,” he doesn't 
think. 


He who laughs last is some lifter. 


Weak men wait for opportunities; strong men 


make them. 


Eve was Adam’s first “ribstake” but it cost 
him his grub-stake. 


ao 


A silent man may be wise: a talker must be. 


What is hard, is tan. What is fun, isn’t 
hard. © 


Radio—out of the void, into the vacuum. 


et at 
A college education never hurt anyone who 


was willing to learn something afterward. 


at 
An expert is one who knows more and more 
about less and less. 


ee 


When most people think they are thinking. 
they are only rearranging their prejudices. 


CHAPTER XX 
STRANGLING BUSINESS 


se 
HE American sys- 


tem of broadcasting is slowly being strangled to 
death. . 

You and I have been blindly, but vigorously, 
choking the radio goose that HAS BEEN laying 
the radio golden eggs. 

You and I have been innocently, but defi- 
nitely, committing financial radio suicide. 

Government-owned, government-operated, or 
government-controlled radio broadcasting lurks 
in how every radio broadcasting station is con- 
ducted. It is concealed in the mind of every 
careless and thotless radio operator. It is hidden 
in the mind of every greedy broadcaster who has 
lost all sense of public service. It is revealed in 
the mind of every disgusted and rebellious listen- 
er. When one gets worse, and other organized, 
this can be a reality. 

Evils stealthily crept in. They multiplied. 
They have now become fixed habits. They are 
killing us at tap root. Something is wrong and 
we seek the answer. 


“MOST AIR DRUG PLUGS 
DENOUNCED AS ‘NOISE’ 


Washington, May 22. 


“Radio advertising for some drugs and medi- 
cines were rapped last week by Rep. Ellis E. 
Patterson (D., Calif.) at a hearing of a House 
Labor sub-committee. 

““Cut two-thirds of radio advertising in 
medicines and drugs,’ he said, ‘and you will do 


a great service to the public. Most of it sounds 
phoney.” 


“Richard P. Whiteley, assistant chief coun- 
sel of the Federal Trade Commission, said FTC 
didn’t have the funds to police medicine ad- 
vertising properly. He said a lot of work in 
he direction was being done, however. 

“*You don’t seem to be making any head- 
way from the noise we hear over the air,’ com- 
mented Patterson.—(Variety, May 23, 1945). 
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“A warning that networks and radio as a 
whole must ‘clean up’, particularly with ref- 
erence to news broadcasts, OR CONGRESS 
WILL DO IT IN THE FORM OF RE- 
STRICTIVE LEGISLATION was sounded by 
FCC Chairman Paul A. Porter in an interview 
published last Wednesday in the St. Louis 
Post-Dispatch, owner of KSD St. Louis. 


“Mr. Porter emphasized that the Commis- 
sion lacks authority to exercise control over pro- 
gram content, except to bar the use of obscene 
language and lotteries, but he warned THAT 
UNLESS VOLUNTARY CONTROLS ARE 
EXERCISED BY RADIO ITSELF, CON. 
GRESS MAY TAKE ACTION TO IN- 
SURE GOOD TASTE IN NEWS DIS- 
SEMINATION ON THE AIR. 


“Because of the high level of economic ac- 
tivity, radio is enjoying its greatest era of pros- 
perity, the chairman continued, but he warned 
that radio must think, also, in terms of public 
service as well as commercial enterprise. “The 
Post-Dispatch is calling broadcasters to ac- 
count,’ he said. ‘In effect it is reminding the 
industry THAT ANNOUNCERS ARE 
GUESTS IN THE HOMES OF THE 
LISTENERS AND THAT THEY SHOULD 
RESPECT THAT HOSPITALITY.” 

— (BROADCASTING, February 19, 1945.) 
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“Broadcasting industry was warned Monday 
night (March 12) by FCC Chairman Paul A. 
Porter to clean house before growing public 
and Congressional dissatisfaction with increas- 
ing commercialization forces the Government to 


take a hand.’ —(VARIETY, March 14, 1945). 


ad 


WOMAN'S DAY (August, °45), article 
“Listen Here’, Radio by Jack Cluett, says, in 
part: 

“Aside from the commercial claptrap of 
these two programs, | must admit that the un- 
rehearsed and free-flowing conversation is very 
refreshing for a change. The question then 
arises as to whether it is possible to do both— 
ad lib conversationally while interjecting pre- 
pared commercials every few seconds. The 
answer, I believe, may be found on CBS at 
9:15 am. (5-a-week) in the person of one 
Arthur Godfrey. This Godfrey man treats his 
whole program with a tongue-in-cheek insou- 
ciance which, to me, is slick. You'll either love 
or despise him. There is nobody on the air 
with less reverence for his sponsors and their 
commercials. He kids the daylights out of 
them, and for this he has my profound respect 
and admiration. 

“As Col. B. J. Palmer, owner of Des Moines 
Station WHO, said in an address before the 
Chicago Radio Management Club recently, 
‘Radio copywriters, by their ignorance of ear 
salesmanship, and monotonous announcers 
have been killing off listeners so fast that today 
radio is selling but one per cent of its listening 
audience.’ He warns the industry that it should 
clean house and stop ignoring the listener~ 
whom he designated as the forgotten man—and 
mind its p's and q's or radio censorship would 
become more than an idle threat. The good 
Colonel can say that again!" 


Settee 


“The listeners own the airways; and it is 
theirs to decide what the broadcasters will give 
them. Offensive announcements and silly 
chatter must go, says the Government's chief 
radio monitor. In this article he points out the 
bad taste that spoils otherwise enjoyable pro- 
grams, and calls for wider public discussion of 
ways to improve broadcasting as a service to 
the nation.” 


"A group of friends and I were listening the 
other evening to the radio. The program was 
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interesting, and in good taste, and we sat 
quietly as we enjoyed it. Suddenly general 
conversation was resumed. I realized that it 
was because the commercial had come on. I 
commented on this, and my hostess said, ‘Oh, 
yes, I've trained myself so that I never hear 
the commercials. So many of them are silly, 
anyway. | 

“A columnist for a newspaper chain, which 
also operates a number of prosperous radio sta- 
tions, observes that the listeners’ ears ‘ have be- 
come schooled to close automatically when 
ihe commercial comes on, and the great bulk 
: this synthetic verbiage is never heard at 
all.’ ” 


———— 


“Such complaints are not rare. Perhaps you 
have heard some of them yourself. They are 
symptomatic of a growing body of public 
opinion which resents radio's commercial ex- 
cesses—excesses which the wartime boom seems 
to have aggravated. Responsible radio execu- 
tives and advertisers are themselves disturbed 
about it. Congress has begun to take nolice 
of the situation.” 

“First: What kind of limitations, if any. 
should be placed, and by whom, on radio com- 
mercials which seem to a large section of the 
listening public to be too long and repetitious, 
or offensive, silly, and in bad taste?” 

“And then, just a few years ago, a change 
became apparent. The competition for the ad- 
vertiser's dollar began to draw abreast and go 
ahead of the competition for the public ear. 
The advertising content of radio programs be- 
came larger, bolder, and more intrusive. 
murmur of complaints began to rise from the 
listening public. 

“Some broadcasting groups were concerned, 
but others shrugged off the complaints. “We 
have more listeners than ever before,’ they said. 
‘The surveys and sales reports prove it. 

rd 

“Often the blame rests partly on the sponsor, 
who buys time and insists on objectionable ma- 
terial; and partly on the radio station owner, 
who says to himself, ‘I know this program and 
these commercials are unpleasant, but if I don’t 
accept them my competitor will.’ But the re- 


sponsibility rests squarely on the station owner, 
who holds his license ‘in the public interest. 
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“Another argument of the apologists is that 
the radio, with its intensified commercialism, is 
merely ‘giving the people what they want.’ I 
venture to doubt that people do want some of 
the current commercials. Complaints indicate 
that many swallow them under protest.” 


———— 


“But 1 believe, and I think many in the in- 
dustry agree, that this trend to commercialism 
is reaching a danger point. Large and influ- 
ential sections of the public are beginning to 
demand that ‘something be done about it.’ ” 


——— 


“The FCC is now surveying the operations 
of some 200 standard broadcasting stations, as 
part of its duty to determine whether a station 
is operating ‘in the public interest’ before re- 
newing that station's license. 
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“Therefore it must be clear to the radio in- 
dustry that if it is to avoid legislative interven- 
tion in certain phases of its operations, it should 
undertake to discontinue practices which are 
making the public angry.” 


i edema 


“The industry needs the strong will and 
resolution to co-operate in setting up its own 
system of controlling commercial excesses. 
Such self-regulation would enable radio sta- 
tions and networks to re-establish and maintain 
their full editorial rights and responsibilities. 
It can be done. It will not be easy, but it will 
be far better than continuing the present dan- 
gerous drift. There are storms ahead, and now 
is the time to get things shipshape. There is 
already a cloud in the sky much larger than 
a man’s hand.” 


———— 


“There is a saying about ‘putting your own 
house in order, before the law does it for you 
with a rough hand.’ It is an old, trite saying, 
but still true, as many a proud industry, from 
the railroads to the stock exchanges, knows to 
its sorrow.” — (“Radio Must Grow Up,” by 
Paul A. Porter, Chairman, Federal Commu- 
nications Commission. The American Maga- 
zine, October, 1945.) 


It is dangerous to be self-satisfied or feel se- 
cure. 


It pays to face the mirror and reflect frequently 
and seriously, 


Coming events ALWAYS cast their shadows. 


Sherlock Holmes those shadows to learn their 
substance. 


——— 


SOME stations _ prosper. 
SOME fold up. WHY? 

Behind EVERY successful business IS a 
successful business man. 

You and I HAVE POTENTIALS residing 
within us for being SUCCESSFUL business 
men. 

WHO and WHY is a “successful business 
man’? 

One who HAS vision] 

What IS “vision”? 

One who can SEE evils in the making as they 
envelope him, has courage to correct them BE- 
FORE they grow so strong they destroy him. 

If you and I POSSESS vision, and USE IT, 
we CAN save our businesses AND The Ameri- 
can System of Broadcasting—otherwise in a few 
years it will be gone. 


SOME | exist. 


. Let us expend this day studying our evils, 
facing them courageously AND correcting them 
BEFORE we permit ourselves to be engulfed by 
them. 

Our STRONGEST link HAS BEEN our 
WEAKEST link — SALES! 

The OBVIOUS can be made to be THE 
FIRST thing we SHALL think, see and do. 

Keep our minds glued to THESE objectives: 

1. SIMPLIFY our operations — for they ARE 

simple. 

9, make it EASIER for sponsor to sell — for it 

IS easy 
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3. write truthful and positive copy that sells ~ 
for they DO 

4, make radio commercials palatable ~ they can 
be 

5. make it EASIER for listener to buy — for it 
IS easy 

6. make announcers speaks a more sincere lang- 
uage 

7. make announcers convincing so they sell 

8. train ourselves to avoid “bees-wax” language 

9, hit hard, talk a practical language listeners 
understand 

10. build a bridge across to you so WE can im- 
prove OUR service 

11. increase station revenue, and each hour of its 

18, at least 85 per cent. 

. make stations more successful financially 

15. build a stronger sales industry 

14. make ALL stations, including SMALL 
ONES, do a better job of sales. 


Everything we shall consider, study and apply, 
in this book, will have direct bearing upon some 


or all of these objectives. 


Having the question asked several times, how 
and why I wrote RADIO SALESMANSHIP, as 


I write my thots, here they are: 


Up to October (1942), there was definitely 
forming a concerted underground movement of 
frequent plug-ugly protesting articles appearing 
here and there—and, in some instances, in our 
best publications ~ about listeners’ aversions to 
radio commercials and announcers. 


Simultaneously, there was a decided attempt 
to assemble and correlate these variously dis- 
tributed protesting groups into one national or in- 
ternational organization. The majority of com- 
mercials WERE blatant, and growing worse. 
Some agencies were writing bad copy, each out- 
vying the other. Many announcers were dull, un- 
interesting, monotonous, blasting too fast, and 
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told by agencies to “lay ‘er on thick.” The issue 
was plain to Sherlock Holmes. 

Listeners realized and were told THEY were 
the power. THEIR voice, raised in protest, could 
and would clean OUR house. They whispered 
first, then shouted, then wrote and printed what 
they thot, then began to form associations to in- 
sist. They were writhing in their wrath. Event- 
ually, had evils protested against been permitted 
to keep on keeping on, might have come a forty- 
eight-state censorship against commercials, cen- 
sorship boards deleting copy, which finally would 
have meant unsympathetic destruction of Ameri- 
can system of broadcasting. Some amongst you 
will say: “That is far-fetched. It was and is im- 
possible.” That's what they said about movies 


tool 


Up to October (1942) there was an externally 
satisfied, internal dissatisfaction attitude, upon 
part of agencies and broadcasters. Our industry 
was between and betwixt, in that hiatus, dream- 
ing we had arrived and could rest on our past 
laurels. Our industry optimistically desired to 
move forward and upward, but without a sound 
commercial and financial future radio compass or 
rudder. The only pessimistically dissatisfied were 
some sponsors who demanded the last drop of 
financial blood. 

It seemed, after 25 radio years, we were JUST 
BEGINNING to go some place. We were 
SLOWLY learning HOW to correctly plan an 
efficient radio game: we had but SCRATCHED 
the surface; we were SKIMMING business from 
a SMALL per cent of a large audience; the larger 
per cent of that LARGER untapped audience 
reservoir was RAPIDLY BEING DRIVEN 
FROM US; we needed TO REGAIN that good- 
will to gain MORE business which we had been 
ignoring, even tho our potential possibilities were 
unlimited. 


With hope these two handicaps MIGHT 


BE overcome, and the American system of 


broadcasting be retained and saved FOR radio 
industry, BY radio industry. I attempted to 
analyze the industry, with result that RADIO 
SALESMANSHIP was printed and mailed—first. 
second, third, fourth and filth editions—to radio 
industry of United States and Canada, including 
agencies, representatives, copy-writers, broadcast- 
ers, which make us what we are. 


Certain questions were aroused in my mind, 
Were we ignoring certain pivotal issues? [lad 
expensive and exhaustive surveys been made on 
other vital issues except THE one which COM- 
MERCIALLY AND FINANCIALLY supported 
the industry? 


I tried to bring forth every-day, overlooked, 
SIMPLE evils which had infested our corporate 
bodies, which had attached themselves to us from 
year to year, stealthily and cunningly, without our 
being keenly aware of their presence. Sharp and 
subtle SLY-cology cancers were growing so objec- 
tionable that our listening public was cognizant 
of their hideous monstrous bodies before WE 
were. My desire was to offer easy-to-reach, prac- 
tical, at-no-cost, sound sales psychology correc- 
tions which, WHEN corrected, would strengthen 
our structure all along the line. I endeavored to 
present only reachable common sense and simple 
issues which any agency or broadcaster could 
have for a trifle of an effort. There is still much 
of yesterday's debris to be cleared away—much in 
future reconstruction to be desired. That we are 
definitely now on our new highway assures us 
the future will continue to improve. 


The presentation of RADIO SALESMAN- 
SHIP was sent our industry without bally. It 
was for you to accept or reject. Let it be said to 
far-sighted vision of personnel of radio industry, 


they FULLY, WHOLE-HEARTEDLY, AND 


UNANIMOUSLY agreed that evils and correc- 
tions presented WERE what they had long had 
in mind, but had failed to analyze and put into 


words or action. That something was wrong. 
was obvious. 


Our industry agreed evils presented WERE 
factual and corrections suggested WERE prac- 
tical. They took RADIO SALESMANSHIP 
seriously. They adopted and adapted its princi- 
ples and practices to their individual problems. 
They used this book as a text, as have 186 uni- 
versities and colleges. Radio station classes were 
held. Point by point was studied and applied. 
It focalized a universal common radio mind to 
common radio objectives. It focused our industry 
mind. It acted as a common denominator magnet. 
EACH station individually, and thus ALL sta- 
tions collectively, began to voluntarily rebuild its 
radio audience structure to a predetermined radio 
plan. Its IMMEDIATE acceptance, its COM- 
PLETE adoption brot about revolutionary evolu- 
tion so quietly that few, outside of their own sta- 
tions, knew what was going on nationally. Thus 
was our industry voluntarily reconstructed from 
inside out. 

We were of opinion it would take years. To 
our amazement, and undoubtedly yours, TODAY 
trade journals, magazines, articles are free from 
adverse criticism of commercials or announcers. 
The tide has changed from one of shouting con- 
demnation to one of commendation. Listeners’ 
dislikes are changing to listeners’ likes. Desire 
to drown radio industry in its own ink and wordy 
spews has changed to realization we have proved 
we ARE capable of solving our evils WITHIN 
our ranks, WITHOUT unreasonable prejudiced 
pressure from without; without necessity of a 
radio Judge Landis or Will Hays. The day of 
a necessary possible commercial censorship, I am 
convinced, is passed—and all this within forty- 
nine months, because of your quick correction of 
evils, adopted, almost universally in our industry. 


And, what is more, there is greater joy to all 
concerned, from sponsor to announcer, for each 


is gaining GREATER returns from a BETTER 
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job BETTER done with less expenditure and in- 
creased gains. Instead of our industry having 
REACHED its zenith, we are JUST BEGIN- 
NING to open a newer and bigger commercial 
field ahead. 

Many evils HAVE BEEN corrected by a ma- 
jority of stations. There IS room for MORE 
improvement. Many stations are LOCALLY 
correcting LOCAL evils, but some copywriters 
and nets perpetuate THEIR evils. This gives 
net station a schizophrenic split personality—two- 
thirds bad, one-third good. Some nets and some 
copy-writers need awaken to THEIR greater re- 
sponsibility. This splits some net stations three 
ways —trying to correct ITS evils but being 
FORCED to take evils as nets feed them: or, 
from agencies ‘as is’, “or else.” 

There is another group of stations who DE- 
SIRE success, but executives refuse to pay diligent 
price in laborious elimination of evils which de- 
stroy it, If ALL personnel were permanent, you 
would in time have them properly trained. To- 
day, turnover, from trained to untrained, is al- 
most monthly. EACH NEW copy writer and 
announcer needs schooling out of old into new. 
Improved as many stations have and are, PER- 
MANENT success demands executives KEEP- 
ING EVERLASTINGLY ON TOP OF 
EVILS WHICH PERSISTENTLY FIGHT 
TO CREEP BACK INTO YOUR MIKES. 


Grow careless ONE day, ONE week, and suc- 
cess begins slipping. Each station NEEDS AN 
EXECUTIVE SELF-STARTER who is AL- 
WAYS on top of evil and correction detail. 


Everything IS radio SALESmanship in radio. 
Everybody has something to sell via radio. There 
is a necessity for EVERY broadcasting station, 
LARGE OR SMALL. NET OR INDEPEND- 
ENT, IF they KNOW HOW to sell. Hard 
times are not coming—it's just easy times that are 
going. Hard times are radio's golden opportu- 
nity to prove its inherent worth. 


In retrospection, it is gratifying to think that 
an industry as large, varied. and with so many 
diverse personalities as ours, with our evils an- 
chored as barnacles upon us for years, as they 
were, and without external pressure except the 
use of internal common sense, with no other means 
of communication except thru printed pages—that 
common sense could be so universally applied, so 
quickly, broadly, and ellectively as it has been 
to the elimination and correction of dominant 


evils of radio commercials and announcers. 


This speaks volumes for the high character. 
progressive spirit, aggressive fearlessness of the 
broad-mindedness and far-sighted vision of self- 
preservation of our radio personnel. 

I congratulate you upon having so many such 


amongst you. 


we 7 i ere,” “ibs ar, EYE language. 
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CHAPTER XXI 
INSISTENCY, PERSISTENCY, CONSISTENCY 


i 
A CHECK-UP of copy 


wrilers, commercials, and announcers, since first 
edition of RADIO SALESMANSHIP appeared, 
shows it had a terrific impact on correcting evils 
cited. Since, new copy writers and announcers 
replaced old, each replacing HIS fixed evils. 
Each MUST BE INsistently, PERsistently, and 
CONsistently rebuilt. Station MUST DO THIS 


in self-defense to preserve itself. 


Upon receipt of various editions, crew was 
given a shot in arm. Story of tortoise and hare 
is apropos. No matter how serious evils are, how 
good corrections, or how much business is run 
down and how much it needs be saved—it is use- 
less to spurt and then ignore; get a gleam of hope 
once in a great while and forget it MOST of the 
time. A brilliant scholar could be a failure and, 
reversely, a plodder can be a success. Difference? 


INsistency, PERsistency, CONsistency] 


Some people run a radio station like some 
unions. They arrive a few minutes before punch- 
ing-in-time. They twiddle their thumbs until they 
punch in. They BEGIN to THINK they think 
at 9:00 am. Stop thinking at 12:00 for lunch. 
Begin thinking they think at 1:00, and quit think- 
ing when they punch out at 4:00. They set an 
arbitrary limited and constricted mental and 
physical quantity and quality of work, as little as 
possible, and kick for more wages when they feel 
they are being pushed. Do more than you get 
paid for, and you'll get paid for more than you 


do! They pass the buck down the line, shedding 
responsibility like a snake does skin. They work 
a 40-hour week, think so many thots per hour, 
laboriously working to avoid more. They spend 
MORE energy AVOIDING more, which, when 
spent constructively, would save the business. 
These types wonder WHY big business gives 
THEM the brush-off. Men WHO SUCCEED 
think better, longer and harder ways to improve 
THEMSELVES. It IS AN OBSESSION that 
KEEPS HITTING ON HIGH ALL DAY, 
EVERY DAY, SUNDAY INCLUDED, ALL 
WAKING HOURS, AND OFTEN DURING 
NIGHTS. To succeed means to live, eat, drink, 
tall, sleep, dream 24 hours a day, 365 days a year, 
year alter year. IT IS AN ACCUMULATIVE 
CONSTRUCTIVE SURVIVAL VALUE]! 


What IS IT that starts a below-par individual, 
handicapped, short on so-called education, grad- 
ually climbing from a low-level job to a position 
of executive, and finally owning the business? 
What IS IT that starts with a crude idea, wishes 
and _ hopes, develops and accomplishes, finally 
owning a 50,000-watter, clear-channel, outstand- 
ing station, amongst many in the United States? 


Modesty—INSISTENCY, PERSISTENCY, 
CONSISTENCY] 


Many have read this book and gained ideas. 
They gather their flock and pass them on. THEN 
what happens? Can any business run on impetus, 


or the inertia that follows if let alone? LACK 


nincly- mine 


of [ollow-up, and back they go into limbo with 
dodo. 

RADIO SUCCESSES, COMMERCIALS 
AND ANNOUNCERS, ARE BUILDED ON 
THE PRACTICE OF INSISTENCY, PER- 
SISTENCY! 


ot 


How many OF YOU, as practical radio men. 


interested in radio and its perpctuation, seriously 


listen to and study broadcasting AS A LISTEN- 
ER? 
How many listen an average of ONE HOUR 
a day? 
Morning? 
Afternoon? 
Evening? 
How many listen 2 hours on Sunday? 
3 hours on Sunday? 


Or, do you particularly pick a certain show 
FOR THE SHOW? 

How many listen particularly TO STUDY 
commercials and announcers? 

Do you listen TO ANY EXTENT, to YOUR 
station? 

Or, do you listen ONLY when there is some- 
thing of SPECIAL interest? 


Do you CONSISTENTLY listen to NET 
stations? 


NON-NET stations? 


Do you pick certain clear-channel, regional, or 
local stations? 


Do you CONSISTENTLY switch from one 
program to another, to check? 

Do you listen TO THE SHOW, or, COM- 
MERCIAL? 

Which is MORE VITAL to your financial 
set-up? 

WHY do you ignore the MORE VITAL? 
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Do you PURPOSELY study a psychological 
break-down analysis of commercials for their im- 


pact ON YOU? 


What percentage of articles advertised on air 
of YOUR station do you buy and use consistently? 

Or, do you buy and use other articles. for 
other reasons of your own? 

Is YOUR wife influenced in buying, for home. 
by radio commercials? 

If so, to what extent? 

If you and she ARE so influenced, was it 
logic and reason presented in radio commercials 
which broke past habits, established a new one. 
which prompted and impelled you so to do? 

Did manner of presentation of announcer help 
influence you or her, or did manner of announcer 
tend to drive you away? 

These questions are designed TO TEST YOU 
AND YOUR HOME -—rather than some potential 
Gallup audience unseen and unknown. 

Remember—YOU are ONE UNIT of which 


listening audience is a multiplication. 


———! 


How many OF YOU listen TO STUDY 
COMMERCIALS, and their acceptation or re- 
jection, BY YOU as ONE listener? 

How many OF YOU turn dials and listen to 
various religious services Sunday A.M.? 

I defy you to listen Sunday A.M. from 8 to 12 
and break down an analysis of effects of these 
talks ON YOU, and come out with ANY clear 
religion or ANY definite religious conviction. If 
you DO, it will be IN SPITE OF rather than 
BECAUSE OF, 10 to 1 you'll LOSE all re- 
spect for preachers and preaching. 

Your rebuttal will be that people listen to a 
CERTAIN program and ignore rest. That MAY 
BE, but NET EFFECT OF ALL is destructive. 


All of us have heavy investments to protect. 

—~We have sellers and buyers to see are satis- 
fied. 

~You and I sit between seller and buyer 
rollers. 

It is up to us to see that SELLER SELLS and 
BUYER BUYS. 

We can BEST do this by protecting each 
against himself. 

Broadcaster knows best HOW sellers can best 
sell and HOW buyer best buys. 

It behooves US to place OUR experience at 
their command. 

I come to criticize sponsor, agency, copy writer, 
announcer, and evils which have cropped up thru 
years: to protect themselves against themselves; to 
best protect listener and KEEP HIM BUYING. 

So far as shows are concerned, I feel satisfied 
public-audience is satisfied. I have heard only 


pleased comments. 


If same extra-super interest had been mani- 
fested in commercials as there has been with 
shows, one would be equal to other. 

As is, shows are superior and commercials 


and announcers are inferior. 


Commercials and announcers must be brot 


up to same high level as shows. 


Archibald M. Crossley, speaking at a Radio 
Luncheon of the American Marketing Association 


(New York) said: 


“John Hutchins, writing in the New York 
Times a week ago said: 

“*Although people who make their living 
in radio tremble at stated intervals over the 
listener survey ratings which render them bliss- 
ful or disconsolate by the change of a decimal 
point one way or the other, it may never have 
occurred to you that such services as the Cross- 
ley or Hooper contain a singular gap. They 
perhaps indicate with a fair degree of accuracy 
the number of persons who listen at a given 
time to a given program, but they never get 
around to saying WHAT PERCENTAGE 
OF LISTENERS LIKE THE PROGRAM 
OR DO NOT LIKE IT’! 


“WE HAVEN'T TOLD THE WHOLE 
STORY ABOUT RADIO UNTIL WE 
HAVE MEASURED WHAT A_ PRO- 
GRAM IS DOING IN RELATION TO 
WHAT IT OUGHT TO BE DOING. 


“Two important things you, as a time-buyer, 
do not know: 1. WHY non-listeners to your 
program ARE NOT listening. 2. HOW AT- 
TENTIVE the listening is among the listeners. 


“THE GREATEST UNEXPLORED 
FIELD IN RADIO RESEARCH IS THIS 
SUBJECT OF ATTENTION. IF YOU 
DON'T HAVE ATTENTION, NOTHING 
ELSE MATTERS. 

“Here is what Warren Dygert of New York 
University says: 

“Just how many of these listeners ARE 
REALLY LISTENING. Undoubtedly the 
radio is turned on. But as Kenneth Goode 
says “the average listener may TURN HIM- 
SELF OFF rather than the radio.”' 


“If you are going to sell with radio, you 
cannot expect to use it as a mantel clock. It 
isn't even enough that your program be liked~ 
IT MUST BE LISTENED TO—AND IT 
MUST MAKE AN IMPRESSION. 

eee 

“The frank truth is that we are still neo- 
phytes in radio commercials. SOME OF 
THEM SCREAM, SOME NERVOUSLY 
APOLOGIZE. If there is any big job for 
radio research, CERTAINLY HERE IS ONE 
~to find out HOW BEST TO HANDLE 
COMMERCIALS~how long they should be, 
how often they should be used, where they 
should be placed, what types to use~THESE 
AND PLENTY OF OTHER THINGS.” 


——— 


Human beings are live wires, or short circuits. 
One seeks im- 
provement, other avoids it. Difference between 


executive and janitor is, one SEES thing to do, 


Self-starters push short-circuits. 


other has to be told—usually more than once. 
Business, like golf, is a state of mind. Some are 
without business OR GOLF as their mind indi- 
cates. One writes thanks to him who helps. 


one hundred one 


Others keep self-addressed stamped envelope—as 
small as a three-cent stamp is. 


rd 


If our industry were one solid phalanx, in 
brevity of commercials, positive in nature, and 
announcers were of a common style in delivery, 
and that was uniform over entire American con- 
tinent, we could be SO strong that broadcastir-g 
would be THE great sales agency. 


FREE SCHOOLING FOR ALL 
Announcers say: “If 1 could attend a school 
somewhere, | could soon learn my evils and cor- 


rect them.” 


There IS a school at his elbow 18 hours a 
day~his receiving set. He can listen to top. me- 
dium, common, and poor announcers. He will 
hear the best to the worst. He will hear all the 
faults and good points. His instructors come to 
him from nets and non-net stations: from clear- 
channel to local 100-watters. 


As A LISTENER he can be A STUDENT 
and see how THEY impact HIM: how HE reacts 
TO THEM, note THEIR MISTAKES and cor- 
rect them. A school IS at his command, any time, 
anywhere, all the time. That is where your 
author received HIS schooling. It was the ONLY 
school HE attended. 


Won U4 highly organized Pre systematized mee 
Won is run by a hight, organized ne | 


systematized re 


SOMETIMES! 


es to copy-writers pe | i announcers. 
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CHAPTER XXIl 


HOW MANY? 


¢ 
SET ow, many people 


must be killed at a railroad crossing BEFORE 
gates are installed and “STOP! Look! Listen! 
signs are erected? 

How many lives must be snuffed out before 
ashes are placed on an icy highway? 

How many homes must be burned and people 
made homeless before fire hazards are removed 
from those homes? 

How many pcople must be injured and maim- 
ed by skidding automobiles in ditches before 
brakes are fixed? 

How many horses must be stolen before we 
learn to lock the barn door? 

How many radio stations must be put out of 
business, and others eke out an existence, before 
we learn to use foresight to see NOW what is in 
the undoing NOW? 

How far must we wait for evils to be born 
and develop BEFORE we acknowledge they 
ARE “founded in a knowledge of the medium” 
and CAN BE “substantiated by any convincing 
expression from the general public’? 


An ounce of foresight is easier to correct than 
would be a ton of hindsight years from now when 


income has been materially weakened and re- 


duced. 


“The Revolt Against Radio Plug-Uglies 


“Eighteen days ago, the Post-Dispatch made 
‘A Suggestion to Radio’ in behalf of an abused 
radio audience. It was a simple suggestion — 


that the big networks should take the lead to 
free news broadcasts of (1) interrupting com- 
mercial plugs and (2) objectionable sponsors.” 


“This is not even good advertising practice, 
as leading advertising men have written. 
William C. D'Arcy, president of the D'Arcy 
Advertising Co., points out that ‘some com- 
mercials intrude and kill rather than excite a 
selling response. An editorial in Editor & Pub- 
lisher declares ‘It is no secret that many listeners 
have developed their own automatic “turner- 
olfers” in their minds when the commercial 
starts.” 


“Astute advertising men fear that if the va- 
tious advertising media do not accept respon- 
sibility for their own bad taste, someone else 
will. As William A. Hart, du Pont's adver- 
tising director, writes, "The problem of good 
taste is not only related to the broadcasting of 
news but is a much broader one, and I am sure 
that something must be done by the industry 
or it will be done for it.’ 


“Who will do it? Broadcasters should re- 
member the White-Wheeler radio bill; they 
criticized it angrily enough when it appeared 
in the Senate Interstate Commerce Committee 
last spring. This measure would have forbid- 
den ALL advertising in newscasts. The bill is 
dormant but not dead.” 

e2¢ 


“As if the threat of outside interference were 
not enough, the radio industry might remember 
the public which, in the end, supports it. Radio 
should fear most the wrath of its audience. 
Broadcasting’s editorial, printed under today's 
cartoon, asks if the listener's patience will per- 
sist. Broadcasting says: 


Will the listener, when his greed for news 
abates—no longer fed by the flames of war— 
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show such forbearance in the face of dis- 
tasteful copy and mid-production commercial 
recess? We think he will not. 

“Listeners writing to the Post-Dispatch are 
emphatic enough in their distaste for radio's re- 
gurgitation of body odors, bad breath and kid. 
ney troubles. Listeners protest against in- 
decency’ and ‘awful tripe.” ‘Raw advertising’ 


is their mildest phrase for the plug-uglies.” 
eee 


“*A suggestion to Radio’ is a minimum sug- 
gestion. It is a proposal to correct commercial 
offenses in reporting the momentous news of 
the day, where bad taste is most objectionable. 
It has become a suggestion based on popular 
acceptance and not very susceptible of debate. 
Perhaps the major networks know that; perhaps 
that is why they are silent. 

"In 18 days, however, this suggestion to 
broadcasters has traveled far and is traveling 
faster, and will hit radio with more momentum 
in the end. Just how much longer do the net- 
works think they can disgust the public?” —(St. 
Louis Post-Dispatch, Feb. 5, 1945).) 


ees 
At first, RADIO SALESMANSHIP was 
ONE MAN'S opinion. It was submitted to our 
industry direct. The industry had the tight to 
accept or reject, because of conclusions being right 
or wrong. That it has been universally accepted 
is evidence they have been sound in those opin- 
ions of the industry which has spoken. 


Contrast this with an average “committee” 
gathered to study ANY problem with suggestions 
for ITS correction. One is for this, another is 
against it; a second is for that and opposed to 
this. So many men, so many minds, so many 
opinions! Each gives and takes. This is the 
democratic way of our life. By time group is 
thru, they have diluted, compromised until they 
have manufactured a conglomerate mental hash. 
Clean-cut convictions have given way to a whole 
lot of this and less of that. So much depends 
upon Chairman who holds group to specific issues, 
decides them, then proceeds to another. Or he 
permits himself to be drawn off main issues into 
side paths galore, ending far afield into theories 
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far removed from purpose of committee. For these 
reasons, it is dificult to expect one sane and sen- 
sible implied program to issue as a result of 
committee conferences. Each year committee per- 
sonnel changes. Program changes. THERE IS 
AN ACCUMULATIVE DESTRUCTIVE 
SURVIVAL VALUE. Programs are lost in 
shullles, and so conventions become more or less 
meetings of good fellows who get together to re- 
new old-time friendships. Your experience along 
this line reaches same conclusions as mine. 

I have attended radio breakfasts and radio 
luncheons at various conventions, and I have 
seen them fiddle while Rome burned. The Chair- 
man hemmed and hawed, picked up and threw 
down his napkin dozens of times, got disgusted, 
blew hot and blew cold, inside and outside, top 
and bottom of issues, and concluded meeting by 
asking: “What shall I tell °em?” I have seen 
solid substantial men sit in at such meetings. 
disgust written over their faces. You ask rightly: 
“It was THEIR meeting. Why didn't they 
speak?” The answer could appropriately be: 


“Why waste more time pawing more air?” 


LIKE AN OSTRICH 


One phase of one thot this book presents is: 

Majority of radio personnel who think they 
are above, have forgotten majority of listeners who 
they think are below. Sponsors, agencies, copy- 
writers, broadcasters, announcers have forgotten 
THE LISTENER~THE BUYER. All branches 
who have this concept are riding precariously on 
the brink. Our industry has ignored the listener, 
denied him common sense, insulted and belittled 
him. This is a dangerous and disastrous state of 
mind for it destroys business by killing the pros- 
pective buyer before he JS a buyer. 

Sponsor BEGINS buying radio time because 
he has a commodity or service TO SELL. Be- 
tween, almost everybody forgets THE LISTEN- 
ER. To remind those listed above, importance 


of listener to seller, we printed our opinions, in- 
troducing reason, logic, and evidence to substan- 
tiate those convictions. We sent them broadcast. 
From subsequent industry step-up, it is obvious 
industry adopted and adapted them to its needs. 
That majority of men BETWEEN have come to 
recognize needs of man BELOW, is now appar- 
ent. 


Since publication of first edition, industry di- 
vided into TWO groups: 1st, those who think 
they CAN afford to ignore improvements in their 
set-up; 2nd, those who feel there is room for 
much of it. It is evident~WE. overlooked first 
group who overlooks HIMSELF. He is smug. 
self-complacent, satisfied, contented; he condemns 
“other fellow” for evils cited and relies upon 
“other fellow’ to make corrections first, alter 
which HE will follow. It is time THIS GROUP 
pulled their heads out of the sand of oblivion 
and looked into the mirror. If they alone suffered 
WE would ignore THEM, but when THEY go 
down THEY create a whirlpool that drags every- 
body else DOWN WITH THEM, who try to 
lift themselves UP. 


We time Sept. '43 because we have concluded 
five radio schools to which ALL branches of our 
industry were invited. 

New York had 125 registrants, Hollywood 52, 
Chicago 85. Winnipeg, Manitoba, Canada, 80, 
including from as far west as Victoria, British 
Columbia—a distance of 2,000 miles, or equal to 
between Los Angeles and Chicago; as far south 
as Kansas City, Missouri, or 1,100 miles. Toron- 
to, Ontario, Canada, 75, coming from as far east 
as Quebec. Making any and all allowances for 
vital factors of manpower shortage and railroad 
transportation (which WOULD seriously reduce 
attendance) each city still should have had not 
less than 300 to 500. Sum total of one or two 
from each section, from each station, for one day, 
would easily make that total. It was consensus 


of opinion. “If our industry knew WHAT WE 


KNOW AFTER HAVING ATTENDED THIS 
SCHOOL, you would have had overflow meet- 
ings.” 

Attending the Toronto Radio School was Mr. 
Bannerman, President, The Canadian Ass'n of 
Broadcasters. He extended an invitation to speak 
at their Annual Convention, Chateau Frontenac, 
Quebec, February 14-15-16. Close to 300 Radio 
Executives were present. Many expressed opin- 
ions that RADIO SALESMANSHIP was doing 
a practical job in building a real job in their sta- 
tions with their personnel, 


Vital and apropos is following letter: 


eT ee ee (Announcer, ........., New 


York City) May 28, 1943: 


“IT WAS AN HONOR AND A PRIVI- 
LEGE TO MEET YOU, TALK WITH YOU, 
AND RECEIVE YOUR MESSAGE AT RA- 
DIO SCHOOL ON MAY 14th. 


“THE SHAMEFULLY SMALL GATHER- 
ING WHICH ATTENDED THE SESSION 
ABASHES ME NO END. WHEN HOIST 
WITH THEIR OWN PETARD OF WISE- 
GUY INDIFFERENCE, PERHAPS THESE 
SMUG PHILISTINES WILL WAKE UP. 


“FOR MY PERSONAL ENLIGHTEN- 
MENT, I ENDEAVORED TO GO ABOUT 
SUBTLY TAKING PULSES OF REACTION 
AND THE GENERAL CONSENSUS SEEM- 
ED TO BE. ‘YES, YES, WE'VE HEARD ALL 
THIS BEFORE.’ WELL THEN, GODAMIT, 
WHY DON'T THEY DO SOMETHING 
ABOUT IT??? OR DO THEY PREFER TO 
HAVE THE BLITZKRIEG ELEMENT DO IT 
TO THEM INSTEAD? 


“| AM A BAD ANNOUNCER. I SHALL 
LIVE AND DIE A BAD ANNOUNCER BE- 
CAUSE NOBODY (EXCEPT YOURSELF) 
CARES WHETHER I AM BAD OR NOT 
WILL NOT EITHER ALLOW ME USE OF 
MY OWN TOOLS, NOR PROVIDE BETTER 
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TOOLS FOR ME TO USE. YEAR AFTER 
YEAR I AM ON VOCAL DISPLAY AS A 
PLUG-UGLY, THE HORRIBLE EXAMPLE 
OF A GREAT INDUSTRY'S REFUSAL TO 
CLIMB OVER THE BARS OF ITS CRADLE. 


“IF AT ANY TIME I CAN PERFORM 
ANY SERVICE ON YOUR BEHALF, 
PLEASE CONSIDER ME AT YOUR COM- 
PLETE DISPOSAL. IT IS AN INSPIRA- 
TION TO HAVE BEEN IN CONTACT 
WITH YOU, SIR.” 

His observations keenly epitomize what occurs 


all down announcers’ line. 


1. The “small gathering which attended the 
session’ shows how little concern this absent 


group has in its successful future. 


2. He's right in suggesting they hope to hoist 
themselves “with their own petard of wise-guy 
indifference.’ Comparative failure or success of 
their business is evidence of that state of mind. 


3. "“... perhaps these smug Philistines will 
wake up.. Z Usually that occurs later than 


sooner. 


Ae 3 why don't they DO something about 
it...” If they DID, it would have been donel 


5. The high price they pay for failure is, they 
will “have the blitzkrieg element do it TO them 
instead.” Where there is no vision, the people 


perish] 


6. THE most important unit in our radio or- 
ganization ~ THE ONE AND ONLY INTER- 
MEDIATE between seller and buyer — the an- 
nouncer—admits his shortcomings, because “no- 
body cares.” Truly, radio exists in spite of us 


rather than because of us. 


7. He challenges our industry. They “will 
not allow me use of MY OWN tools, nor provide 
BETTER tools for me to use.” The guilt of this 


indictment is ours! Our executives have ignored 
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competency of announcers too long, because of 
“a great industry's refusal to climb over the bars 
of its cradle.” 
In August. "42 we sent forth first edition of 
RADIO SALESMANSHIP. 
It was followed, in rapid succession, by four 
other editions. 
Finally, came request and our acceptance of 
Traveling School idea. 
Desiring to find whether such was acceptable, 
we sent forth 
—a letter of explanation 
~a printed questionnaire, for checking each 
question 
—a_ self-addressed. STAMPED enevelope. 
which made it VERY easy for replies. 
We heard from 65 per cent of 1252 letters 
mailed. 
What happened to other 35 per cent of letters 


mailed? 
BUSINESS IS A STATE OF MIND. 
SUCCEEDS if business man 


Business 


CHECKS. 
Business FAILS if business man SLIPS. 


I believe, if possible, that 65 per cent which 
replied ARE SUCCESSFUL stations. 

—35 per cent which FAILED to reply ARE 

FAILURE stations. 

It’s a state of mind! 

We spent $16,000 to deliver a selfish and un- 
selfish service to our industry. 

65 per cent appreciated that investment, said 
so, and took advantage of it. 

65 per cent appreciated that it cost money to 
print four editions, enlarging them, mailing them. 

65 per cent appreciated we WANTED infor- 
mation when we sent forth self-addressed, stamp- 
ed-return envelope and letters, with question- 
naires, about the radio school; therefore THEY 


answered them. 


35 per cent ignored commenting on receiviag 


ANY edition, or in returning our questionnaire. 
Why? 

IT EXISTS IN THE STATE OF MIND. 

35 PER CENT WONDER WHY THEIR 
STATIONS ARE FAILURES. 


—_—— 


All find mail crowded with “Buy this, buy 
that: give US this or give US that” matter. 

Here was a book, FREE, with SOMETHING 
“VITAL to HIS business. 

He ignores its being received. 

To ignore ONE issue vital to his welfare, is 
to ignore OTHER issues. 

It is bad to ignore anybody who wants SOME- 
THING FROM YOU. 


It is infinitely worse to ignore somebody 
WHO IS TRYING TO HELP YOU TO HELP 
YOURSELF, when IT IS FREE. 


35 per cent of stations possess A SLIPPING 
PERSONNEL. . 


They slipped four times in expressing thanks 
on four editions, sent free. 


They slipped once on a self-addressed, return 
stamped envelope, that would take one minute. 


SO DO THEY EXERCISE THAT SAME 
STATE OF MIND. 


—on olfice procedure 


—on station personnel 


—in going after or getting business 
in taking care of it when it arrives! 


A check OF THOSE STATIONS would 
reveal a slip-shod, careless, indifferent, shoddy 


attitude and attention to ANY procedure of sta- 
tion welfare. 


Many radio executives (?) remind me of Dear 
Old Grandpappy, who sits in his rocker, a-sittin’ 
and a-rockin’, smokin’ corn cob pipe, musing 
within confines of his limited past; watchin’ pro- 
gressive and aggressive procession come and go. 
too indolent, carcless, and shiftless TO GO GET 
what they have to give him. 


This type of radio executive (?) is bolted 
with lock-nut to his office, riveted to desk, glued 
to chair; mind is tacked within his brain, ideas 
are taped; all entrances to brain are sealed~only 
HIS exits are open at limited vague intervals. He 
suffers with hyper-exostosic infiltration of mental- 
inbreeding, ankylosing thinking values, ossilying 
ambitions, and thus immobilizing futures. 

NO WONDER THEY COMPLAIN 
ABOUT BUSINESS BEING SHOT TO 
HELL. 


IT IS BECAUSE THEY ARE SHOT TO 
HELL. 

THEREFORE THEY SHOOT THEIR 
BUSINESS TO HELL. 

AND THEN BLAME EVERYBODY BUT 
THEMSELVES. 


Why must announcers, introducing an MC yoll 


scream, turn on all mca stops, with ascending 


ee forkias rd 


Why? 
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K ado sproisors 
Study of Sales Psychology 
of Radio Personnel 


Buyinc is A STATE OF Mino. 

Tuat state of mind is created By 4 PRESENTATION. 
A presentation is SuccEsTIVE SUGGESTION. 
Suggestive suggestions are made By A SALESMAN. 
That salesman Is You. 

You are Your Mino. 


Build Your mind, and you have prepared the 


Mixp OF THE BuYER. 


ANNOUNCER’S SCORE VALUE! 


Things TO DO to put sales punch into 
copy of a broadcasting station: 


Datec gain cas a Aaa ee wee Ds sna Eaioce wa 2'n: 5 CR RR RRSRMINQIN 
Station {cides «. causes css SSR e <a rem ees ie aw simetenrwiotente oincereme saniyioie: « 
ASITOUNGER 6c6ic Sava vake obs vee a +. REI: 8) S ABaeameEi ns 
FAG UES seccis'sornaten « tavenrees 
Gommiercral dics sncetrans secebganns <s cadaraae a's 648s ras ann ees = 
SSB OtH Sous o wetaewin 2 aa eK Pratiscriplaont «.sesirawadessaeee cc. oe 
Ad [ibwexbettinca.cs Homies os maatondews Wilieinega se ie Geiiens noone 
Leecaltcopy ett ccd dantths an Aas ca Aigeney copy cs lacekwxientccs aioe 
10% Brief - - - Your Copy ............ Copy too long 
10% Positive - - n BD oss bidet! Negatives in Copy 
10% Pause - = * TEs aecemenatiie Too fast 
10% Emphasize is 7 Detect Pause between thots 
10% Conversationalize YO: coumues Emphasize 
10% Personalize af CaS ET Listless, Lifeless spirit 
5% Voice placement laa See Dull voice 
hs) o, Correct Ends of sentences 
pronunciation.. ” Be came swallowed 
15 oh Showm anship ” Me see, Monotonous expression 
10%, eas o7 oo Words mumbled . 
5% Smile Your Voice!  _.......... PEPER GEE Soe 
Total 100% Total —. Words blurred 
iis eae a Too much copy. 
COnIMENR i ccc: s capandahedcmtou tea dheawed mae enerenaaeunnued< 


eeeeeeeeeseereoreerenvseseeonse pone neerren sea eeeenpereasenaeneseeoseeeeneneseeenetsee® 


Pee eeeerer aes eeesee ree eereeeseesert rer eeeneeeeeteeovneoseoeeaneoeesseeseevoersne 


~ COL. B. J. PALMER 
WHO —~ WOC 
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CHAPTER XXIll 


From the President of WOC and WHO 
to Their Executives 


Station WOC is THE SECOND oldest in 
the United States. It has built an enviable repu- 
tation of service since 1919. 

WHO is one of the large, clear channel sta- 
tions in the United States. It too has built an ex- 
tensive reputation of service. 

Have we reached the ultimate goal? Can we 
start a newer and better cra? 


“Are you irritable, nervous, can't sleep, 
lack appetite, run down? So am I!" 


Our personnel is carefully chosen—our equip- 
ment always the latest and best procurable. The 
SERIOUS weakness is our CONNECTING 
LINK between listener and our advertiser — our 


announcer who speaks merchandise over the air. 


~ His job is TO SELL goods. 


WHO has spent time, thot, Iabor, and money, 
including Reactographs to ascertain reactions of 
audiences, to find what audiences like and dislike, 
to cull bad acts and duplicate good ones, thereby 
strengthening ENTIRE show. That is good busi- 


ness! 


Radio is a baby industry. It grew like Topsy. 
Its existence has been a cut-and-try system, elim- 
inating weaknesses and retaining strengths. 
Average station picks the best continuity writers 
and announcers they can: asks them to write 
about commodities to sell; hands this copy to 
other men; they read it over the air without train- 
ing for that important specialty. Continuity 
writer throws words together, and announcer 
throws them into a microphone. Majority of these 
glorified “announcers” (including some of ours) 
are like broken down phonographs in front of a 
mike. A rusty needle is placed on copy and it 
spews forth words. This hit-and-miss assortment 
of misfits has developed one school of thot that 
radio copy must be long, written in the vernacular 
of the street—inject negatives because people talk 
such; talk fast and blur words together; ignore 
emphasis and descriptive words, etc. To make 
bad copy sound better, they stuff it with prefixes 
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“you know" and “you see’, in attempts to break 
down constructively what they have destructively 
built up. This is failure lip-service de luxe. Sta- 
tions, paying little attention to announcers, give 
the green light. This type of continuity writer 
and announcer is in the majority. Having no 
practical schooling, and breaking every sound, 
psychological, principle and practice of successful 


salesmanship, seems immaterial. 


A radio fan is non-consciously a discrimina- 
tory listener. He listens consistently to some: 
others, he ignores. You and ], being radio-minded 
and concerned in producing a success of radio, 
break down an analysis of what makes it and how 
and why it must tick; to find weak and strong, 
good and bad features. Average-in-the-home 
listener “likes” or “dislikes” a program and con- 
sistently listens to or ignores it. Announcer and 


his commercial are an interference listener resents. 


“Radio commercial—the pause that DEpresses.” 


(Decatur, Illinois, Herald and Review) 


For listener to buy product, he must be pleas- 
ed, to overcome prejudice created by announcer. 
Ultimate objective of advertiser is to obtain great- 
est audience and keep them consistently listening 
to that program. This builds good will, so when 
listener becomes a customer, he thinks and buys 
ITS product or service as a necessily to daily life. 
He may listen FOR the show, but he MUST 
listen TO the announcer. To get ONE, he must 
listen to one he resents. \Vhen announcer IS 
GOOD and uses effective selling elements it 
helps sales. 


— 


“THE PLAY’S THE THING!” 
PLAYERS MAKE OR BREAK THE PLAY. 
“This program came to you from New York.” 
“This program came to you from Chicago.” 
“This program came to you from Hollywood.” 
NBC, desiring to gratify REASONABLE 
whims of alfiliates, granted requests sticking in 


CO Leis * oe 
origination” lines. 
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Spoken words enter ears. They reach minds. 
They ARE interpreted. Less words, MORE 
AND CLEARER interpretation. Unnecessary 
words make for MUDDLED AND CONFUS- 
ED interpretation — and lost sales) CONFU- 
SION EXISTS NOW. WE NEED CLEAR- 
ER SALES UNDERSTANDING. — Average 
broadcaster asks TOO MUCH of average listener 
TO REMEMBER all extraneous IMMATERIAL 
credit lines demanded! 

When SHOW IS GOOD, he'll listen even 
if it “originates” in Podunkville. When SHOW 
IS BAD, he'll tune off ears even if “This program 
comes to you from New York”. 

One small evil here. another there, each added 
to what we already have, accumulates an ava- 
lanche which clutters buyer's mental concept and 
engulfs ULTIMATE SALES OBJECTIVE 
\WHICH KEEP US FINANCIALLY ALIVE. 

Sponsor SELLS “Campbell's Tomato Soup’. 
Listener BUYS “Campbell's Tomato Soup”. 


THE SUBLIME AND THE FUDICLTLOLS 


Does harping on “from New York", “from Chi- 
cago’, “from Hollywood’ SELL MORE 
“CAMPBELL’S TOMATO SOUP"? 

Drop diluting thot “from New York". CON- 
CENTRATE ON, AND SELL MORE 
“CAMPBELL'S TOMATO SOUP”. | This 
makes RADIO TIME WORTH MORE TO 
SPONSOR~AND YOU J 

When listener is critical, analyzes and_ ob- 
serves, he overlooks objectionable break-downs of 
education or entertainment to a commercial an- 
nouncement. He MIGHT enjoy the personality 
that radiates good will for the product. There 
are a few top-notch SALESMEN continuity- 
writers and SALESMEN announcers who, be- 
cause they USE successful rules of SALESMAN- 
SHIP, make the “commercial” an anticipated 
pleasurable reality. 

RADIO PLUG-UGLIES (Reader's Digest. 
August, 1942) discusses subject matter, as well 
as subject manner of radio presentation of com- 
mercials. The author, Robert Littell, speaks from 
listener's resentment. It is iconoclastic and should 
offer something constructive. Being a practical 
radio man, on transmission-commercial side. | 
disagree with his “subject matter’, but agree with 
his “subject manner” presentation. Listeners are 
resenting—and that justifies the building a PLUG 
SHRINKERS “Outraged Member” organization 
by correlating protests into tangible form, 


He says: 


“Do so many of the commercial plugs on 
radio programs have to be so insistent and so 
offensive?” 

“The people in the room stir unhappily, 
while the voice goes on and on, now pleading, 
now threatening. FINALLY ONE OF THEM 
VICIOUSLY TURNS OFF THE RADIO 
AND OFTEN IT WON'T BE TURNED 
ON AGAIN THAT NIGHT, lest some stran- 
ger 's gizzards come bounding right into the 
room. 


“Whatever pretense many ‘commercials’ 
might have of being the counselors of better 
health and a better life is destroyed BY THEIR 
BREATHLESS CRUDITY OR PURRING 
INSINCERITY OR DREADFUL LONG- 
WINDEDNESS. They're simply out on the 
sidewalk TRYING TO DRIVE US INTO 
THE STORE WITH A PAIR OF BRASS 
KNUCKLES.” 


“Even when the products are more appe- 
tizing, THE WAY OF PLUGGING THEM 
is enough to give the listener a jumpy stomach. 
The voices of the announcers ARE SELDOM 
NATURAL, CASUAL, HUMAN. By turns, 
as you shift from station to station, they coo, 
blatt, lull you, slap you in the face. Here is a 
solemn pulpit voice, preaching of clogged si- 
nuses; here is a maniac with a congenital mega- 
phone; here is baby talk, about as cute as a 
dwarf in diapers.” 


“A group of people who had been listening 
to radio's plug-ugliness WITH GROWING 
DISGUST decided to do something about it. 


As a first step they questioned at random over 
a hundred fellow citizens, from cooks to engi- 
neers. Result: 85 PER CENT SAID THEY 
FOUND MOST COMMERCIALS COM- 
PLETELY OBNOXIOUS. The other 15 per 
cent felt neutral. NOT ONE HAD A GEN- 
UINELY GOOD WORD TO SAY FOR 
BROADCAST ADVERTISING.” 


“SINCE DECEMBER 7 RADIO AD- 
VERTISING HAS BECOME MORE 
RATHER THAN LESS IRRITATING.” 


Robert Littell has written ANOTHER 
PLUG-UGLY. (Reader's Digest, October 42) 
ANY article that ENTIRELY harps on pro-anti 
IS plug-ugly. He writes what he protests against. 
HIS plug-ugly NEEDS pro's, being FOR some- 
thing CONSTRUCTIVE rather than FOR- 
NINST everything. If Mr. Littell would direct 
his thots to telling us WHAT and WHY AND 
HOW to do, he could and would be of service 
to radio industry. 
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CHAPTER XXIV 
What a WHO lowa Survey Reveals 


WHO (Des Moines, Iowa, 50,000-watt, clear 
channel, NBC Station) has polled an IOWA 
RADIO AUDIENCE SURVEY OF LISTEN- 
ERS’ HABITS. 


Fifty-seven per cent switched programs DUR- 
ING COMMERCIAL ANNOUNCEMENTS, 


between programs; thirty-one per cent AFTER 
beginning of new program. Is this because of 
repugnance of commercials BEFORE end of pro- 
gram, DURING announcement BETWEEN 
programs, and AFTER beginning of new pro- 
gram—totaling ninety-seven per cent? 


Point Usually Selected by Listeners in Changing Stations 


Much controversy has settled about “middle 
announcement” and necessity for it~some arguing 
that listeners change stations before hearing an- 
nouncement broadcast at end of program. In effort 
to discover dialing habits of Iowa adults, each 
respondent in a radio equipped home was asked: 
“When you change stations, do you USUALLY 
start dialing ANOTHER station BEFORE end 
of program, DURING announcement between 
programs, or do you USUALLY wait until you 
hear BEGINNING of NEXT program?” 

In Iowa, at least, great majority of adult listen- 
ers usually hear part or all of announcement com- 
ing between programs. Approximately one-third 


of women and men reported they “usually” change 
stations when they hear beginning of new pro- 
gram. Less than one of each 10 is in habit of 
dialing new station before announcement between 
programs begins. 

Following table analyzes replies of women and 
men from standpoint of urban or rural residence, 
age and educational background of listener. With 
exception college trained women seem more likely 
to dial during announcement between programs 
than do those without high school education, 
adults in Iowa seem much alike in dialing habits, 


regardless of age, education or place of residence. 


AT WHAT POINT IN PROGRAM DO IOWA ADULTS USUALLY SELECT 
TO CHANGE STATIONS? 


(Figures are percentages of all adults questioned in radio equipped homes, 
each horizontal line totaling 100 per cent) 


BEFORE DURING AFTER No- 
WOMEN LISTENERS End of Announcement Beginning of Information 

Program Between Programs New Program Given 
In urban homes —_........._...._. 9.1% 57.7% 31.1% 2.1% 
In village homes _.._ Ss s«C.O 57.6 32.1 4.3 
In farm homes een | 56.6 29.0 6.5 
21-85 years of age 8.9% 53.3%, 34.7% 3.1% 
36-50 years of age eae, 58.8 29.8 4.0 
Over 50 years of age... 8.5 59.2 26.2 6.1 
Who attended college _. 8.3% 61.7%, 26.8% 3.2% 
Who attended high school ___. 8.9 57.4 30.9 3.4 
Who attended grades only ___. 7.3 $3.2 33.0 6.5 
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BEFORE DURING 


AFTER No 
MEN LISTENERS End of Announcement Beginning of Information 
Program BetweenPrograms New Program Given 
In urban homes .............- 53.2% 31.7%, 2.5%, 
In village homes ........... ast 62.1 24.1 4.3 
In farm homes —._..........---0----------+ 56.8 30.0 6.8 
21-38 years of age ..............---------- . 60.1%, 27.2%, 9.0%, 
36-50 years of age —...............--- 8.8 56.1 30.2 49 
Over 50 years of age .._....----.--- 9.6 54.1 30.3 6.0 
Who attended college -........-..-11.4% S7.7%, 27.5%, 9.4%, 
Who attended high school .._...... 8.6 37.3 29.8 43 
Who attended grades only —........ 0.5 54.4 30.7 6.4 
1945 Iowa Radio Audience Survey reveals (a) Commercial announcements, “spots” 
highest per cent of SUGGESTED ITEMS for (b) Sunday commercials 
lowa Radio to Better Service To Public, a re- (c) Announcers and Newscasters 
sentment against: (d) Middle commercials 


WAYS SUGGESTED BY ADULTS FOR IOWA RADIO TO BETTER SERVICE TO PUBLIC 


(Percentages are based on 917 women and 711 men offering suggestions, total representing 
23.3% of all questioned—a percentage of 4.3 in table would represent 
approximately 1.0% of all listeners)* 


Broadcast Broadcast Broadcast Eliminate 


SUGGESTED ITEMS “MORE” “LESS” “BETTER” “ALL” 
Women Men Women Men Women Men Women Men 

Commercial announcements, “spots” _. 0.1% - 19.7% 22.2% 4.7% 4.9% 4o% 6.5%, 
Serial stories __................--—-__-_-_-_____- 0.2 as 5.3 41 0.2 as 4 08 
Popular musie and “jazz” —_...... 5.0 17% 14 14 #09 O11 07 0.4 
Educational] programs 

(combined types) .._.......--—.—_. 2.3 2.4 0.1 — O2 19 ras said 
“Hillbilly” or “comy” music ..................... 0.1 07 OS 10 = les, A 
Sunday commercials .. eee ee ae a Me =* — 14 Qi 
Powor of stations (also “stations”) __ 1.1 1.8 ay 0.1 0.9 — 44 ae 
Repairs, batteries, tubes, etc. — 0.7 2.0 ess sins a3 aks _ = 
News broadcasts _.....__.___.......~..-.. 2.1 15 0.1 - O8 08 ce we 
Roligious music and devotionals .._.___. 2.0 18 O.1 — oO) att es is 
Announcers and newscasters ....-... _. Ol — O98 Ll = = 
Middle commercials  —.........--....—_____ —_ = wii os 11 0.3 
Local talent programs cwsesektapgameatets 58 Se 0.1 04 0.3 0.1 — 
Variety in programing — WF. 0.3 _ — Al 2.4 — =, 
Classical or semi-classical music .....1.7 32 03 O11 — — 2 O04 

ALL OTHERS .............--___---- = _ 2.3 $6 22 Lb O98 Ll 27 48 
* Total for men and total for women in entire table each equals 100.0 per cent. 

Above figures suggest radio is doing an ex- ARE annoyed, including ALL ages, including 


ceptionally fine job in Iowa, according to beliefs ALL grades of education. Would a merchant 
of majority of listeners. Fewer than 5.0 per cent INTENTIONALLY annoy fifty per cent of cus- 


of all men or all women questioned agreed on any tomers who come into his store to buy? Would 

one suggestion for improvement of radio service. a sensible advertising agency DELIBERATELY 

—— scheme to annoy approximately fifty per cent of 

1945 lowa Radio Audience Survey speaks for clients who came to buy advertising? Is it sensi- 
itself as to per cent of Public Attitude. ble to pour acid on a sore spot? 
Approximately fifty per cent of women and Study those figures carefully. 


men in urban homes, village homes, farm homes 
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Public Attitude Toward Commercial Announcements 


Controversy on part of government officials, in- 
dustry and educators has centered about radio 
commerciol-announcement. Does public find 
them annoying? Are there too many crowded 
into a single broadcast? Do “singing commer- 
cials” annoy listener? What about middle com- 
mercial ? 

Attitude of Iowans toward commercial is 
shown in part in preceding section. To throw 
more light on these questions so far as lowa au- 
diences are concerned, each adult questioned in 
a radio equipped home was asked: 

“Do any announcements you hear on radio 
particularly annoy you?” (When answer was 
“yes") “Can you mention a program on which 
announcements seem to be objectionable?” 

It should be noted that question was worded 
to bring an answer of “yes” to first part WHEN 
ANY SINGLE ANNOUNCEMENT annoyed 
listener. Answers of “yes” did not mean that all 


announcements were annoying—as previous sec- 


tion would indicate, with nearly 90 per cent be- 
lieving radio doing an (unqualified) “good job’. 
Second part of question above, asking for name 
of annoying announcement, offered an opportu- 
nity to determine whether certain announcements 
annoyed large groups of persons — whether listen- 
ers were agreed on announcements which annoy. 


Approximately 92.2 per cent of 4,233 women 
and 2,740 men answered question. Although 
more than 4 out of 10 reported that SOME an- 
nouncement annoyed, there was little agreement 
in naming annoying announcement. No more 
than 5.1 per cent of those questioned agreed that 
any particular announcement was annoying. 


Following table shows percentages of men 
and women by residence, age and educational 
background who reported annoyance with one or 
more radio commercial-announcements. Figures 
in each case are percentages of all questioned in 
each classification, each horizontal line under first 


heading totaling 100.0 per cent. 


DO ANY ANNOUNCEMENTS ANNOY LISTENERS? 
(Figures are percentages based on all questioned in each classification) ' 


“Do Any Annoy You?” 


“Can You Name One?” 


Mica Yes No NoReply = Named Did Not 
Living in urban homes ............. ... . 46.0% 49.6% 4.4%, 44.2%, 1.6% 
Living in village homes. ................ 48.3 46.4 §.3 42.8 5.5 
Living in farm homes ._.................. 42.0 45.1 12.9 31.4 10.6 
Between 21-35 years of age ........ .. 48.0 46.0 6.0 
Between 36-50 years of age ........ 44.0 47.8 8.2 
Over 50 years of age _................... 42.8 48.2 9.0 
Who attended college _........... 52.0 $9.5 8.5 
Who attended high school .............. 44.9 48.4 6.7 
Who attended grades only ............ 38.2 52.5 9.3 

MEN 
Living in urban homes .................. 44.1% 51.1% 5.0% 40.2% 3.9% 
Living in village homes ................ . 46.1 47.2 6.7 40.1 6.0 
Living in farm homes _.................... 42.7 43.7 13.6 29.3 13.4 
Between 21-35 years of age ............ 46.5 46.0 7.5 
Botween 36-50 years of age ............ 42.0 47.0 10.1 
Over 50 years of ago —.0.. ene 45,2 45.5 9.3 
Who attended college _._........... = 41.4 6.8 
Who attended high school .......... 47.0 9.4 
Who attended grades only ........ 49.9 11.0 


* Each horizontal line total 100.0% (first 3 columns) 


one hundred sixteen 


Not all who said they found some announcc- of programs, rather than commercial-announce- 


ments annoying named an individual advertise- ments. Following table shows number of items 
ment or program as offending item. Some ob- objected to in each class, and total number of 
jected to certain classes of advertisements in gen- men and women who objected — together with 
eral, others to advertising types of products over latter figure translated into percentages of all 
air, and still others to broadcasting certain types those questioned. 


THINGS WHICH ANNOY LISTENERS 


Total Numbor of Number of Percentage of 

4,293 one Objectionable Individuals All Questioned, 

Questione Items Objecting Objecting 
Idontifiable commercials .......................... 221 1,217 28.8%, 
Gencral types of commercials ~............... 12 140 3.3 
Certain products om Gir... eee 14 205 4.8 
Program types (not commercials) ......... 9 29 0.7 

2.740 Mon 

Questioned 
Identifiable commercials .................... 14} 625 22.8%, 
Genoral types of commercials _............ 9 177 6.5 
Cortain products on air ow. eee 15 132 48 
Program types (not commercials) ...... . 13 34 12 


No doubt a greater number of adults than bring forth only those things which are MOST 


foregoing table indicates, find individual com- annoying to individual questioned. However, very 
mercial announcements annoying at times. Tech- few of 6,973 adults questioned selected any ONE 
nique of unaided recall used, is more likely to advertisement as annoying. 


Lack of Agreement in Naming Most 
Annoying Commercials 


(Figures are numbers of different commercials receiving mention by the number of 
individuals shown)* 


Number of Radio Commercial Announcements: Women Men 
Named by 1 person only .......-.........-.-- 119 81 
Named by 2 persons oo. ececccecceccsecesseaenes 34 23 
Named by 3 persons — 16 6 
Named by 4 persons ...- SD 4 
Named by 5 persons _. 4 
Named by 6-10 persons ___........-.. 10 8 
Named by 11-25 persons _............--..-.. 13 3 
Named by 26-50 persons —....-.-..... § 3 
Named by 51-75 persons —.............. 0 2 
Named by 76-100 persons —.. 0 
Named by more than 100 persons _.... 3 0 


* 4,283 women and 2,740 men questioned, 


The following table annlyzes the replies of the men and women questioned, showing the individual com- 
mercial announcements (or product advertised) named by os many as one-fifth of one per cent of the men 
or the women questioned, together with the percentages naming that commercial-announcement as annoying. 
The left-hand column for women and the right-hand column for men report the number of listeners annoyed 
by cach commercial in terms of percentages of ALL LISTENERS Interviewed. The right hand column in 
each case reports the number in terms of percentage of ANNOYED PERSONS. The table reflects the lack 
of agreement between individuals who are annoyed as to which is the offending announcement, 
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SPECIFIC ADVERTISEMENTS WHICH ANNOY 


(Figures are percentages of all interviewed or all annoyed, as the caption shows)* 


WOMEN LISTENERS MEN LISTENERS 
COMMERCIALS Percentage Percentage Percentage Percentage 
WHICH ANNOY of All of Annoyed of All of Annoyed 
Listeners Listeners Listeners Listeners 
Ring While! iacieuscnnncedanccee G9, 8.1%, 2.6% ria 
Life Buoy nn. as-ne-se eet nteeceeeneee 3.1 6.8 1.8 4.0 
Super Suds .. ain s8 eta aes Si gen 5.4 1.3 a 
Lucky Strike ... .........------- Lgeieoona2 1.8 4.1 2.3 $.3 
Kentucky Club .... Se .. 0.9 2.0 1.0 2.3 
RUE tity Sd lear cnimnce ED 18 0.6 1.4 
Bereed) acaccceccceceeecece bo ecce cn oes teeemateee nee 0.8 1.8 0.6 1.4 
Uncle Sam’‘s Breakfast Food . .. 0.8 1.7 0.8 1.8 
Wonder Broad —....---.s---v-ee-e--» 0,8 17 0.2 0.5 
Poter Pan's Bread .. 06 13 0.5 11 
Sweetheart Soap .. -....... 0.5 1.2 0.5 1.1 
Swan Soap ... .......--.-- 0.4 1.0 0.4 C.9 
Dorit yrte sens eaameaneacnni Dee 0.9 0.7 17 
OSG. acgicreccisasSaen-araewaente 058 0.8 0.4 0.9 
DOE cc eens ecc eaeen O4 0.8 0.3 0.6 
Ris =p tutes heen cack ee OA 0.8 0.2 0.4 
Raleigh . bee aes sat OY 0.7 05 1d 
Lady Esther . ceeeeee 068 0.7 0.1 0.3 
Carter's Little Liver Pilla ... 0.3 0.6 0.1 0.3 
Popal Color .0....2 ssn OS 0.6 0.4 0.9 
Skinner's Macaroni ........ .........-... 0.3 0.6 0.1 0.3 
Butternut Broad ooo... cece. O19 0.6 el 0.2 
Coco Wheat 00.0... nena O02 0.5 0.1 0.3 
Twory Flakes .....ececsesneceecsseceneennenes O42 0.5 0.2 0.4 
Amos ‘n! Andy 2... cs... 0.2 0.5 Zas® a 
Pepsodent ..........:oncmmenmas ae” 0.1 0.3 0.8 
Blondie (Super Suds) .. ote > ZO: 0.2 0.2 0.5 
Dad's Root Beer ....--nensesee ene Ol 0.3 0.2 0.5 
Exilaxi2 ee eek eens: Ul 0.3 0.3 0.6 
Time to Shine _._... FG ne atta eS 0.2 0.3 0.7 
GENERAL ITEMS 
WHICH ANNOY 
“Singing Commercials” ............... 3.4 7.6 2.7 6.3 
Liquor, beer or wine 
advortisements _............-.-..-— 19 4.2 1.0 2.2 
Tobacco advortiscments ._......... iia Lee 2.6 12 2.8 
“All soap advertisements” ....__.. Ll 2.5 1.5 3.5 
“All commercials” Ll 2.4 1.9 4.3 
“All serials” _ oe 0.4 1.0 0.5 1.1 
“All spot announcements” __..... 0.4 0.8 0.5 1.1 
Patent medicine advortisements .. 0.2 0.5 0.3 0.6 
“Too many commercials” _...__.. 0.2 0.5 0.6 1.3 
“Transcribed commercials” ..._.. 0.2 0.4 0.2 0.5 
“Absurd claims” 2... 0.1 0.3 0.3 0.6 
“All mystery shows” —............_.... ...** 0.1 0.3 0.8 
® “e Table Includes all namcd by as many as one-fifth of one per cent of either 4,233 women or 2,740 men 
queationed, 


¢* Named by less than one-tenth of one per cent. 
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CHAPTER XXV 
CORRECTING EVILS IS HARD WORK 


A 
NYBODY can find 


plenty of anti-isms. What we NEED is HOW 
to make everything pro-isms. Anybody can easily 
organize an anti-howling rabble. HOW to 
CORRECT those evils IS WORK and WHY 
is important. Anybody can belittle sin and be- 
devil sinners, but SHOW the way to be saved. 
Radio needs MORE soul-savers. LEAD us, 
SHOW us. HELP us up onto °46 stream-lined 
hi-way. 

What our industry NEEDS is thinkers who 
KNOW its problems and potentials, who can 
and will devise methods and plans TO IM- 
PROVE service and INCREASE sales. We need 
INTELLIGENT pressure on OUR BETTER 
GROUPS to reach CONSTRUCTIVE under- 
standing to cooperatively HELP our great mass 
of unwashed, who will tell us WHAT TO DO 
and HOW to altain agreeable objectives to please 
our listeners. 

The ear is the highway to mind, avenue to 
heart, and boulevard to the necessary pocketbook. 

We quote from second article for TWO 


reasons, 


1. To re-emphasize what this book cites 
(which we printed, mailed and confined EXCLU- 
SIVELY TO RADIO INDUSTRY) that listener- 
audience IS protesting and COULD BE or- 
ganized AGAINST many radio commercials as 
is and as are. Remedies and suggested correc- 
tions to cover most of these are contained within 


these pages. They lie within our command pro- 


viding we have vision and DO sec dangers ahead. 


2. He presents strong evidence of an active 
sublerranean volcanic eruption that COULD 
“blow its head off” WHEN broadcasting {n- 
dustry ignores ground tremblers which precede 
them. (Sce suggestions pages 246 and 251). 


OUR INDUSTRY WANTS TO GO 
RIGHT. THEY NOW THINK THEY ARE. 
SHOW THEM A BETTER WAY AND 
THEY'LL FOLLOW. 


“Mr. Littell obviously tripped the safety 
valve on a head of steam that had reached high 
pressure. Given a chance to be heard, the pro- 
test of the radio public AGAINST OVER- 
DONE COMMERCIALS burst out. 


“In the first four weeks, 15,000 enrollments 
arrived at Plug Shrinkers— 

“But no one can go through Plug Shrinkers 
mail and still imagine that it represents any one 
minority group. 

“The listeners WHO ARE DISGUSTED 
WITH THE BAD TASTE OF SO MUCH 
RADIO ADVERTISING ... 


“By and large, this protest is an echo of 
what people in the average American living 
room HAVE. BEEN SAYING FOR YEARS. 

“Don’t use any war as an advertising plug. 

“Plug Shrinkers know that THE REAL 
AIM of such plugs IS NOT TO WIN THE 
WAR BUT TO SELL GOODS. 

“When sponsors plug this theme with 
trumped-up enthusiasm, hollow solemnity or 
syrupy folksiness FOR MINUTES ON END. 
THEY IRRITATE LISTENERS. 

“Members of the armed forces also sound 
off: ‘Radio is the most welcome form of en- 
tertainment—. Why must they persist in 
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THOSE REPETITIOUS, LONG-WINDED 
AND SILLY PLUGS. 

“Don’t underestimate either the intelligence 
or the good taste of the American people. 
Thousands of comments make it clear that 
RADIO LISTENERS RESENT being talked 
down to, and resent vulgarity. Sponsors could 
remove A MAJOR LISTENER - GRIEV- 
ANCE at a single stroke by eliminating baby 
talk. 

“UGLY PLUGS DRIVE SOME CUS. 
TOMERS AWAY. 

“'T snap off plugs so fast I don’t remember 
the names of the products?” 

“We're joining a boycott club.’ 

"“‘My solution is to KEEP THE RADIO 
TURNED OFF’. 

“SALES APPEALS CAN BE REGIS. 
TERED IN FAR LESS TIME THAN JS 
GENERALLY GIVEN THEM. 

“Broadcasters do not seem to realize—when 
they have reached the psychological point of 
salesmanship~THE REASONABLE PLACE 
TO STOP, the instructive halt—~but GO 
RIGHT ON TO THE EXASPERATION OF 
THOSE WHO, UP TO THAT POINT, 
HAVE BEEN SOLD. 

“The mail from the trade itself—the writers, 
executives and technicians — is perhaps ‘Plug 
Shrinkers’ most interesting file. 

“But, as Mr, Littell states—it is just because 
radio in most of its aspects is so good THAT 
ITS SHODDY SIDE AROUSES PROTEST. 

“Plug Shrinkers ~ endorse — advice of Va- 
riety: ‘Littell ~has dealt a kick in the pants 
radio will be feeling for a long time. There are 
several attitudes the industry MAY adopt, 
BUT NONE OF THESE CAN INCLUDE 
INDIFFERENCEI Perhaps the best 
WOULD BE A FRANK ADMISSION that 
LITTELL ARTICULATED A VERY REAL 
AND WIDE-SPREAD REACTION 
AGAINST A TYPE OF RADIO ADVER- 
TISING THAT IS COMMON ENOUGH 
TO BE NOTORIOUS.” 


Se 


COMMERCIAL STILL A No. 1 GRIPE 
OF WHO LISTENERS 


Des Moines, Oct. 21—The biggest gripe of 
those radio listeners who always find something 
wrong with everything is not with the soap 
operas but with present-day radio advertising, 
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the 1944 Iowa radio audience survey made by 
Central Broadcasting Company, Des Moines. 
operators of Station WHO, disclosed. 

The survey disclosed that out of the 10 per 
cent who had something to criticize about radio, 
55.5 per cent found fault with the advertising. 
Only 24.3 per cent complained of the serial 
drama, 13-1 per cent about musical programs, 
and the rest yelped on children programs, news- 
casts, commentators and comedians. 

The percentages on commercial criticism 
ran as follows: Too much advertising, 31.3 per 
cent; liquor and cigarette advertising unwise, 
5.1 per cent: singing commercials are terrible, 
3.4 per cent: commercials are in bad taste, 3.1 
per cent; commercial announcements are too 
long, 2.4 per cent; and others totaling over 50 
per cent but tabbing less than 2 per cent each, 
included breaking into a program, Sunday ad- 
vertising, high pressure sales methods, advertis- 
ing which “insults our intelligence,” and medi- 
cal advertising. iad 

Questioned as to whether radio is doing a 
good job or a poor job, a total of 90.4 per cent 
replied a good job unqualified, 3.7 per cent sai 
good job but qualified their answers, and 5.9 
per cent answered with poor job. — (The Bill- 
board, October 28, 1944). 


——— 


BRANCHES OF RADIO CRITICIZED 
BY IOWA ADULTS 


Commercials: “Too much advertising 
(31.3%), “Liquor and cigarette advertising un- 
wise” (5.1%), “Singing commercials are terri- 
ble” (3.4%), “Commercials are in bad taste 
(3.1%), “Commercial announcements are too 
long” (2.4%). Mentioned by fewer than two 
per cent were the following: a dislike of “ad- 
vertising which breaks into a program , ad- 
vertising on Sundays , “high pressure sales 
methods, “advertising which insults our intelli- 
gence’, ‘medical advertising’ . Still others be- 
lieved “advertising is too personal’, “money 
now wasted on advertising on radio should be 
given to churches instead”, “all ads sound 
alike”, “most ads talk down” to the listener. 
The 1944 Iowa Radio Audience Survey, by Dr. 
Forest L. Whan, University of Wichita. 


Te aaion«, 


"We believe,’ says another, ‘the industries 
responsible for proprietary medicine, cosmetics 


and liquor would rate high among those that 
permit bad advertising. We list these particular 
industries with respect to their advertising be- 
cause many patent medicine firms have shaken 
the public’s faith in advertising claims. The 
liquor industry must be very careful because a 
certain segment of all readers will look with 
disdain on any liquor advertising. Some of the 
cosmetic ads really make the whole advertising 
field look a bit ridiculous.” 

“Still another says: ‘I think all industries 
are guilty—hard to say which is worse. Ac- 
tually the number of bad ads is small, but their 
effect is great since they undermine public re- 
spect for all advertising.’ ""—(“Drug, cosmetic 
and tobacco ads are greatest offenders, so says 
the Printers’ Ink Jury of Marketing Opinion in 
report on offensive advertising — but general 
praise for alcohol beverage copy. Pages 23-24 
Printers’ Ink, February 22, 1946). 


—— 


“The few culprits who indulge in advertising 
that offends good taste or the intellect and hurts 
the industry as a whole are looked on as camp 
followers of legitimate business. Some are con- 
sidered the victims of poor counsel while others 
are tagged as downright crooks. Most of the 
jurors believe that advertisers write their own 
doom when they turn out copy that is exag- 
gerated or shocks the reader.” 


“ “If you were appointed czar of advertising 
(and heaven forbid that we ever have any), 
with which one of the following three would 
you start in a reform movement? 


“"A. The advertiser? 
B. The advertising agency? 
C. The publisher? 


In other words, although one of the above 
three factors may be primarily responsible for 
advertising that is in bad taste, highly exag- 
gerated or cloaked in half-truths, it is possible 
that another of the factors could correct the 
situation, ” 


If it ever becomes necessary to regulate 
advertising through an outside source, the only 
effective means would seem to be a set of rules 
for the guidance of the publisher, and of course 
radio stations should also be included. In that 
manner the problem could be narrowed down 
to a few. "—(“If you were appointed czar of 
advertising ~ where would you start a reform 


movement—with the advertiser, agency or pub- 
lisher? Here is how 152 members of Printers’ 
Ink Jury of Marketing Opinion voted on that 
question.” Pages 26-27, Printers’ Ink, February 
15, 1946.} 


——a 


“CHANGE RADIO ADS, NOT PRO- 
GRAMS, SAYS SUBSCRIPTION 
RADIO SURVEY 


“More than half the people approached to 
find out what the public thinks about ‘sub- 
scription radio’ (supported by listeners, not ad- 
vertisers) WANT CHANGES MADE IN 
RADIO ADVERTISING. Of the dissatisfied, 
535% WANT COMMERCIALS CUT 
DOWN: 14% want them eliminated, and 4% 
ask that THEY BE IMPROVED. This is in 
contrast to the fact that 72% are satisfied with 
the kind of programs now available. The study 
was made by the Office of Radio Research, 
Columbia University, Dr. Paul Lazersgeld, di- 
rector. * * * 

“Those who LISTEN MOST TO THE 
RADIO are most anxious TO AVOID AD- 
VERTISING apparently, for of the group that 
listens 6 hours or more each day 40% are will- 
ing to pay: of those who listen 4 to 6 hours, 
55%: of those devoting 2 to 3 hours to the 
radio, 39%: of those giving 1 to 2 hours, 37%; 
and of the people listening Tess than an hour a 
day, 31%."—Printer's Ink, January 19, 1945. 


onetime 


TRENDS 
“Trends Toward Mechanization of Radio 


Listening Research” (Reprint of article by Arthur 
C. Neilsen—Journal Marketing, January, 1942) 
says, in part; 


“For about 3 years we have operated 200 
of these instruments (Audimeter) in a cross- 
section of homes in the Middle West.” 

“At first glance a sample of 200 Audimeters 
may seem rather small, but it must be kept in 
mind that each of these—instruments produces, 
in course of a year, an amount of information 
approximately equal to that which could be ob- 
tained from about 500,000 coincidental tele- 
phone calls.” 

“We see in Chart 4, another type of infor- 
mation which only the Audimeter can furnish. 
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Here we have A MINUTE-BY-MINUTE ING COMMERCIALS ARE DELIVERED 
AUDIENCE CURVE for a popular evening TO A CONSIDERABLY SMALLER AU- 
program. We see the length ol time required DIENCE THAN WAS AVAILABLE DUR- 
to build up the audience to its peak value, and ING THE MIDDLE OF THE PROGRAM. 


pene Hen ee a Se This proves one thing: Radio audiences enjoy 
DIENCE AFTER THE STAR SAYS ‘Good a 
Night’. THIS MEANS THAT THE CLOS- radio commercials! 


radio shows and resent certain types of obnoxious 


Craggerated importance of eg05 on a Weis show, 
init taliabe lime. 


Wasting lime starves iat 
_AMborting eat disgusts (eve 
_Al repellant Vibinen refuses to buy product. 


Worat Dp sell goods, cut ego sedshs. 
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CHAPTER XXVI 
FLIES, MOSQUITOES, BED-BUGS, SKUNKS 


(Fifteen-minute radio show in which certain ones gloat with pride exposing them- 
selves as exhibitionists to our listening public—to its disgust!) 


OPENING COMMERCIAL 


Announcers Theme. Misery Loves Company. 
We enjoy being irritated. A pesky house-fly 
lights on a forehead and leaves a disturbing 
tingle. A pestiferous mosquito dive-bombs on 
an exposed surface, backs up to our shrinking 
epidermis, sits down lightly upon it, bores in 
with his hypodermic and leaves an irritating 
itch. An insignificant bed-bug, unworthy of 
notice, seeks our blood, be it child or adult, 
black or white, for he lives by virtue of, living 
the life of a blood-sucker. The kittenish little 
skunk gives no warning of his devastating 
power, but leaves billboard advertising behind 
him. Each leaves an unpleasant memory of its 
unpleasant visit. So, bring on the flies, mos- 
quitoes, bed-bugs and skunks. “A few fleas are 
good for a dog.” The more flies, mosquitoes, 
bed-bugs, and skunks in our radio homes, the 
better. That makes it interesting! 


md 


Author: Radio industry lives or dies according 
to quantity and quality of listening-audience 
good will. WITH THAT, all live. WITH- 
OUT THAT, all die. Murder that, with 
malice aforethought, and radio industry decays 
from dry-rot. 

Announcer: Irritation blurb. Flies, mosquitoes, 


bed bugs, skunks tease. Make everybody feel 
ill-at-ease. 


Author: Radio industry, with radio broadcasting 


sandwiched between, lives by virtue of spon- 
sor AND consumer. Kill respect for good taste 
of either, and other dies automatically. Spon- 
sor MUST have good will of listener. Listener 
MUST have respect for product of sponsor. Kill 
BOTH and American System of Broadcasting 
is gone. Seller MUST remember IT IS 
BUYER who keeps HIM alive. 


Announcer: Tease fluff. Flies, mosquitoes, bed- 


bugs, skunks, irritate. With the hope such 
makes them duplicate. 


Author: Sponsor or agency can irritate listeners 


with irritating tease copy. Listener MIGHT 
remember name more BECAUSE OF being 
irritated. It might INCREASE sales IN 
SPITE OF such. BROADCASTER is ALSO 
interested in sales BUT HE IS INTERESTED 
MORE IN LISTENER-GOOD-WILL. for 
other 1734 hours’ audiences. ONE show, with 
irritation advertising, has a hang-over destruc- 
tion nuisance value and can destroy more good- 
will than ten sound commercials can rebuild. 


Announcer: Irritation blurb. Flies, mosquitoes, 


bed-bugs, skunks tease. Make everybody feel 


ill-at-ease. 


Author: Sponsor, buying radio time, contends 


HE has exclusive right and sole prerogative to 
irritate radio audiences, any way, all ways, as 


often as HE pleases. That may be HIS per- 
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sonal privilege. TWO OTHER GROUPS 
ARE ALSO INTERESTED: (1) Broadcaster, 
IN PROTECTING HIS GOING HEAVY 
INVESTMENT AND HIS AUDIENCE 
AGAINST irritations. (2) Listening-audience 
also has an exclusive right and sole preroga- 
tive of turning dials off THAT program and 
refusing to turn it on UNTIL HE HAS FOR- 
GOTTEN NASTY LINGERING MEMORY. 


An American has a right to buy liquor, go 
on a drunk, be a millionaire tonight and a 
pauper tomorrow, so long as HE DOES NOT 
INFRINGE ON PEACE AND HAPPI- 
NESS OF OTHERS WITHIN HIS EN- 
VIRONMENT. If drunk disturbs peace of 
neighbors, pulls a gun and threatens lives—IT 
IS TIME TO RESTRAIN HIS PRIVATE 
RIGHT TO DO AS HE PLEASES. 


Announcer: Tease fluff. Flies, mosquitoes, bed- 
bugs, skunks, irritate. With the hope such 
makes them duplicate, 


Author: It is ONE thing to reiterate mental 
registration of NAME of product and another 
to irritate that registration in reiteration until 
it disgusts listener~and he buys ANOTHER 
similar product nicely said by ANOTHER 
commercial. If 100% of commercials irritated 
EVERY listener, ALL would refuse to listen 
TO ANY commercial. That is true down the 
line to where ONE irritation series of blurbs 
destroys listener interest and dilutes programs 
in ratio to its destructive influence spread over 
18 hours of commercials. 


Announcer: Irritation blurb. Flies, mosquitoes, 
bed-bugs, skunks tease. Make everybody feel 
ill-at-ease. 

Author: Currently (Feb. '43) there are MANY 
irritation commercials. Each breaks down 
listener-interest, listener-confidence, and builds 
listener-disgust, which took stations years to 
build. Here are a few: 
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Pall Mall's “Modern Design” and “Hey You 
Hitler” 

Lucky's auctioneer yodel and “Green has 
gone to War” and “The best tunes of all 
move to Carnegie Hall.” 

Lifebuoy’s body odor jingles 

Model's “Oink-Oink” blurb 

Pepsi-Cola’s “Nickel-Nickel” refrain 


Bromo Seltzer's sonovox train fluff 


Announcer: Tease fluff. Flies, mosquitoes, bed- 


bugs, skunks irritate. With the hope such makes 
them duplicate. 


Author: Regardless of HOW IMPORTANT 


one “irritating advertiser’ THINKS HE IS to 
radio industry, 18 hours of consistent PLEAS- 
ED LISTENING AUDIENCE IS MORE IM- 
PORTANT TO THAT INDUSTRY than is 
ONE advertiser. He uses ONE fifteen-minute 
period. Broadcaster lives with listeners 18 
hours daily, 365 days a year, long after THAT 
fifteen-minute period is OFF the air. 


Announcer: Irritation blurbs. Flies, mosquitoes, 


bed-bugs, skunks tease. Make everybody feel 
ill-at-ease. 


Author: Apropos to this, VARIETY says: 


“Critical broadcasters hold that radio au- 
dience is deserving of some ease and pleasure 
while listening, and that stations are under 
moral obligation to protect them from sudden 
vocal and sound effects onslaught. Broadcasters 
point out that when it comes to final account- 
ing stations, and not advertisers, will find them- 
selves taking the rap. Advertiser can, when it 
behooves his best interests, suddenly drop his 
‘irritation’ method, but it will be left to station 
to absorb reaction of its irritated listeners.” 
(Variety, February 5, 1943) 


Announcer: Tease fluff. Flies, mosquitoes, bed- 


bugs, skunks irritate. With the hope such 
makes them duplicate. 


Author: BROADCASTING, speaking on this 


subject, says: 


“Curiously, one of radio's worst public kick- 
backs is coming right now from a knock-‘em-out 


plug that bids to give ALL advertising a black 
eye. All America may be chanting about the 
meritorious tunes that are moving to Carnegie- 
Hall. Certainly the American Tobacco Com- 
pany is chanting it, and often. But unfortu- 
nately RADIO IS TAKING THE WORST 
RAP, though all media catch a share of the 
socks, Even advertising folk are taking up the 
cudgels against their own profession, yet the 
merchant goes on and on, just like the jingle 
about chromatic alteration of the Luckies jacket. 
If the advertiser has a message, and IF HE 
CAN INTEREST THE LISTENER ~— if he 
can meet these basic advertising requirements 
IT WON'T BE NECESSARY TO HA- 
RANGUE AND HARASS the great Ameri- 
can public.” (BROADCASTING, February 
8, 1945.) 


CLOSING COMMERCIAL 


Announcer: A solution to the short-short; or, how 
to scratch the itch. Fly irritates repose. Mos- 
quiloe irritates rest. Bed-bug irritates sleep. 
Skunk irritates smell. Each forces his idiosyn- 
cratic irritation upon an unsuspecting audience, 
unasked for and unwanted. Fly that irritates 
too frequently will some day light on fellow 
who has a swatte. AND THAT’S THE 
END OF THAT FLY! Mosquito that disturbs 
sleep too much, too frequently, will have Flit 
squirted in its eye. AND THAT’S THE END 
OF THAT MOSQUITO! Every bed-bug 


sooner or later meets his Waterloo if he visits 


too often, stays too long, and leaves obvious 
tell-tale evidence behind. He gets powder on 
his tail AND THAT'S THE END OF THAT 
BED-BUG. Every skunk that visits a respec- 
table neighborhood, sooner or later advertises 
its presence. He'll get shot and THAT'S THE 
END OF THAT SKUNK. Who wants to 
encourage irritation of a fly, mosquito, bed-bug, 
or skunk into more advertising of thetr kind? 


Author: ALL OF WHICH CAN HAPPEN 
TO ADVERTISING TOO! (See Apes and 


Freaks in this connection) 


P.S. Some sponsors believe irritating adver- 
tising increases sales. Above article is a counter- 
irritant from one broadcaster to those sponsors. 
We hope they like being irritated and will buy 
more of our time. That will be acid test of 
THEIR loyalty to THAT theory and of OUR 
ability to apply it successfully. 


P.S.S. Above article breaks into two talking 
parts: Announcer and Author. Listening au- 
dience WOULD BE interested in Author's sub- 
stance remarks and WOULD BE disgusted with 
Announcer'’s_ irritations. Listeners’ reactions 
would be repugnant to nonsensical introduction 
of foreign references re fly, mosquito, bed-bug and 
skunk. Article was written to make that ob- 


vious. 
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CHAPTER XXVII 
WHAT HE DOES, YOU CAN! 


Example of what one Announcer has done: 

(Printers’ Ink, August 14, 1942) 

“THIS $200,000 ANNOUNCER SAYS 
HE'S RADIO SALES MANAGER.” 


“While countless national advertisers have 
accepled as time-hallowed the policy of hiring 
announcers TO READ SOME COPY 
WRITER'S CAREFULLY PHRASED 
BLURB, Block. on the other hand, has suc- 
ceeded in ‘ad libbing’ his way to a point where 
he draws down about $200,000 a year from 
twenty-three sponsors FOR SELLING THEIR 
PRODUCT over the air the way HE THINKS 
they SHOULD he sold. 

“Block's thesis is that he is not merely A 
HIRED - TO-READ COMMERCIAL-AN- 
NOUNCER, but that when he takes on an 
account, he immediately BECOMES THAT 
COMPANY'S ‘RADIO SALES MANA- 
GER’ OR ELSE HE WON'T PLAY. 

“From those door-to-door days he knew, too, 
THAT A SALESMAN HAD TO KNOW 
HIS PRODUCT. When he got an account 
on his ‘Make Believe Ballroom’ Block LEARN- 
ED ALL HE COULD ABOUT THE PRO- 
DUCT HE WAS TO TALK ABOUT. This 
sticking his nose into manufacturer's factory and 
sales department was resented by some who 
thought of him merely as a guy hired to read 
off an advertising message between changing 
dance platters. He learned years ago, THAT 
SINCERITY GETS A HEARING, just as he 
learned that TOO MUCH SALES TALK 
RUINED A SALE. 

“He makes it a point to deliver ONLY 
ONE COMMERCIAL TALK in a fifteen min- 
ute period. 

“Block is in the position where he can lay 
down the law and insist that he go before the 

mike as what he chooses to call the ‘RADIO 
SALES MANAGER’ of his sponsor. 
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“The question arises—how much this Block 
technique is actually Martin Block—his person- 
ality, in other words; HOW MUCH OF IT 
COULD BE ADAPTED BY OTHER 
NATIONAL RADIO ADVERTISERS TO 
THEIR PROGRAM? 

“There is food for thought FOR THE 
NATIONAL RADIO ADVERTISER in the 
idea of having its best salesman, or its sales 
manager ‘give out’ about the product some- 
where, somehow, so a recording could be made 
TO CAPTURE THE SPONTANEOUS, 
PERSONAL QUALITY OF DIRECT SELL- 
ING. 

“Has radio perhaps, from the start, BOR- 
ROWED TOO MUCH FROM THE TRA- 
DITION OF PRINTED MEDIA — assuming 
that because advertising agencies ‘write’ copy 
for printed media, copy should be written out 
first for a vocal medium? 

“Does this lead, with Martin Block's ap- 
proaches in mind, to the thought that a spon- 
tancity and sincerity in radio commercials CAN 
BE achieved the closer they stem from expo- 
nents of verbal selling—salesmen themselves? 


Success of Martin Block IS SINCERITY. 
Sincerity is based on HIS KNOWING thing he 
sells. “Block went out and LEARNED ALL HE 
COULD ABOUT THE PRODUCT HE WAS 
TO TALK ABOUT.” 

Out of thousands of radio announcer readers. 
of commercial copy, perhaps ONE could follow 


suit] es 


Here and there—then and now—there are out- 
standingly successful programs, both network and 
local. Where big or small money is spent, it 
must return with “interest’”—hence need for an- 


nouncers who DO sell. 
continuity, announcers make it successful by ren- 
dering SALES service over the air. Being re- 
alistic students, they think and feel thot values; 


they adopt and adapt minds as readily as they 


With properly written 


adopt and adapt lips lo occasion and condition 
they talk about; changing style and manner to fit 
commodity they SELL over the air. This requires 
they HAVE a brain and USE IT when lips cease 
to weasel words. Such successful types: Dr. 1. 
Q.. Campbell's Soup, Jack Benny, Fred Allen, 
Milton Cross. Don Wilson, Ted Husing. etc. 


There is a decided trend, in university train- 
ing. to sectional excessive specialization, in 
branches of industry and professions, TO PRO- 
DUCE SPECIALISTS. A SPECIALIST IS 
ONE WHO KNOWS MORE AND MORE 
ABOUT LESS AND LESS. He thinks in 
terms of super-importance OF A PORTION 
rather than in entirety of subject in relation to ITS 


WHOLE. There is no harm in being “a heart 


specialist”, “stomach specialist”, “eye, ear, nose 
and throat specialist” etc.. IF HE REMEMBERS 
that each section belongs to the whole and the 
whole needs cach section. When one gets so 
immersed and saturated with importance of por- 
tion and loses sight of balance and thinks SEC- 
TION is all that counts, it is time to cease to be 
A SPECIALIST and become a “country doctor” 
who remembers that MAN IS A WHOLE BE- 
ING AND ALL PARTS LIVE TOGETHER. 
Remember, YOUR business “MAY be different”, 
but YOUR CUSTOMERS are the same as 
your competitor. Same is true with radio. 
Agencies, copy-writers, station managers, an- 
nouncers, become specialists. They live within 
circumscribed circle of THEIR particular subject. 
They know more and more about that section 
and less and less about radio as a body corporate 
to which it is connected. RADIO IS AN ALL 
ROUND ENTITY INDUSTRY: each section 
necessary to every other—including FORGOT- 
TEN LISTENER. 


Sita Ais and temperaC h ure are pronounced 
literatQUCL and temperat@UCr 
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CHAPTER XXVIII 
COMPARISONS 


f ) _ instruments 


have keys from low bass to high treble. Any note 
can be played alone or in groups. Sometimes 
one IS played alone; usually they are grouped. 
Each note can be given a rapid staccato or a 
slow, prolonged legato touch. Music can be 
played rapidly, in parts; or slow tempo in others. 
Certain passages may be played pianissimo; others 
fortissimo. VARIATION makes music interest- 
ing. It is VARIABILITY which permits singer 
to externally express the inner feeling of song. 
HANDS WHICH PLAY, express WHAT MU- 
SICIAN THINKS IN HIS HEAD. This per- 
mits expression. When he THINKS variations 
HIS HANDS refuse to bang away on ONE 
NOTE, ONE WAY, ALL DAY. Music is dull 
unless shaded. 

Barns or canvases, six-inch or camel-hair 
brushes, buckets or pallettes, paints or colors, 
daubers or artists—such contrast difference be- 
tween some who throw one color on barn with six- 
inch brush for a dollar a day; artists who carefully 
mix shades and pastels into a landscape, on can- 
vas, with a fine hair brush, taking months or 
years to perfect a masterpiece recording them as 
immortal. 

The alphabet has twenty-six letters which, in 
combination, make hundreds of thousands of 
words, making possible endless shadings of thot. 
He can raise or lower larynx range level: bite short 
or drawl and prolong others; talk rapidly, as tho 
excited, or drag slowness of speech; speak em- 
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phatically in loud voice, or softly as tho lulling a 
babe to sleep. All this is at the command of him 
WHO THINKS to speak expression to people he 
asks to listen. When he THINKS expression. 
then lips and voice refuse to humdrum one tone. 
one way, all day, sentence after sentence, failing 
to put color, shade. expression, speed, or feeling 
into words. Loquaciousness bespeaks vacant 
mind. Being verbose, wordy or long-winded in 
conversalion, writing or commercials ~ repels 
rather than attracts buyer. Announcers are dull 


unless they SHADE words. 


Words are vehicles of thot which express psy- 
chological forces. Small vocabulary is used by 
those of shallow thot. Deep thot, wide under- 
standing, great is the shading of words to express 
it. There are announcers who throw a small vo- 
cabulary into a microphone—one color, one shade 
of expression. Thot and word artist picks from a 
large nomenclature for proper shading, color in- 
flections, and word-tone ideas, for proper elfect. 
Announcing can be made as painting barns; or, 
as an art, as painting on canvas. 

ADVERTISING AND SELLING (Nov. 
44) has article, “GIVE YOUR COMMER- 
CIALS THE IMPACT OF ELOQUENCE” 
(Jerome Sill), which says, in part: 


“Since speech was first developed as the 
primary medium of communication, men have 
moved mountains through its use. A few great 
pamphleteers, since early days, have made his- 
tory through the printed word. But for every 
great pamphleteer, there have been thousands— 


yes, tens of thousands—of silver-tongued orators “Because, say you, the commercial in radio 


who could sway the masses almost at will. is an intrusion — because the listener, if too 
much imposed upon, will tune you off and carry 
“Because, all through history, what a man pi eentont into his conscious buying- 
said and how he said it had vastly more in- abits. 
fluence than what a man wrote and how he -—— 
wrote it.” 


“So, too, would they listen to advertising 


es as part of the program in radio, if the advertis- 

ing were worth listening to~if it gave wings to 

“But our commercials are still just words— their own imaginations, form to their own de- 

lifeless, timid little words—weasel words that sires and wishes and thoughts and day-dreams, 

say what they have to say and nothing more. impetus to their own ambitions and hopes and 
They dare no more! aspirations." 


What does listener care whether Jveedledee or 
Jaivad edwin nibs script 

Withee Aarti cin Arimacbills saniiherd the abecii? 

tie Bh ois te thing [nen wants 

A ee sap sop that dofeats halon 
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CHAPTER XXIX 
RADIO IS TOPS MEDIUM 


NG 
‘OMPARATIVE to 


other media, radio is THE FINEST sales me- 
dium. It is DIRECT, MIND-TO-MIND, LIP- 
TO-EAR, PERSON-TO-PERSON, RIGHT 
NOW contact. By comparison, generally speak- 
ing, radio delivers POOR salesmanship. WHY 
is radio FINEST MEDIUM with POOR DE- 
LIVERY? Article to be sold CAN BE finest 
made: medium to sell it CAN BE best there is; 
BUT, WHEN THE ANNOUNCER mumble- 
jumbles a verbal-barrage commercial, turns on a 
lethal-bombardment of verbiage, the retail cus- 
tomer is forced to take aural-inhalation producing 
mental stupefaction with asphyxiation, becomes 
disgusted and refuses to buy! Average an- 
nouncer THINKS he’s important and necessary 
to a station. He sees his dear public much like 
the spangled girl who sits in a howdah leading 
circus parade. FACT IS, listening public re- 
sent all announcing and most announcers. Less 
listeners hear him, better they like him and more 
they think of product or service he sells. 


In “Tt Takes a Great Man to Make a Good 
Listener’, Paul Hollister, speaking of announcers, 
says: 


“, . » And Human Nature 


“Except hog-calling, putting a microphone 
in front of some people is the surest way to bring 
out the ham. A man may have a normal, pleas- 
ant voice, and an easy way of speaking, but 
stick a mike up there in front of him and hear 
him transmuted into Moses-on-Sinai. He goes 
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pomposo, or he goes staccato: he goes oleagin- 
ous or cozening. or he rumbles and booms from 
his belt-buckle. or he turns suddenly and hor- 
ribly merry, than which there is on earth naught 
less merry. They gave up compulsory reading- 
aloud in the general schools years ago. which 
probably accounts for the fact that the an- 
nouncer who can truly read a page of text, even 
if it be true-talk, is today a rare bird; empha- 
sis is too often misplaced, and plausible sincerity 
flies out of the window. 

“Once in a blue moon you find an Elmer 
Davis or an Upton Close or an Ed Hilla ‘nat- 
ural’'—and throughout the local stations there 
are plenty of announcers with natural, easy sin- 
cerity, but you can find too much affectation, 
which simply extracts the sincerity from the 
reading, and that is down-right bad business. 
This will be corrected as affected exhibitionist- 
announcers are eliminated by hard-headed ad- 
vertisers who realize that belief in a selling 
message is its cardinal ingredient, and as good 
announcers are imitated (and/or topped) by 
their colleagues in the 900 odd stations of the 
U.S. A. It will be corrected, too, as more and 
more commercial-plug writers see that the hard- 
won skills of their subtle colleagues in the trade 
are paying off.” 

Paul Hollister, 

Advertising and Selling, Sept. 1942. 
F. C. Kendall, Editor, 

New York City. 


DO! 
COMMON people ARE common because 


they ARE common. Common-sense is uncom- 
mon, that’s why many think they have it. Failures 
are in majority, successes minority. Common 
people are failures. UJN-common people are 
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QUMOUNCE!S 
check up on themselves / 


You know and we know that the way your com- 


mercial is read has a lot to do with the listen- 
ers’ approval of your program, and of the 
radio station itself. 


Another of the ways in which WHO acquired 
(and keeps) the warm friendship of its enor- 
mous audience is by improving the quality of 


its commercial announcements. 


Here at WHO our announcers constantly use 
a clever device called the Mirrophone. It in- 
stantly records their rehearsals of your com- 


mercials and does an immediate play-back, 


PRINTE [72'S INA 


FERRUARY 2. 1945 


for self-checking and self-criticism. Result: 


A markedly superior delivery of commercials. 


Every week, our “‘Announcer's Clinic” re- 
views and compares the recorded samples of 
each announcer’s work with “Radio Sales- 


manship” written by B. J. Palmer, as a guide. 


That's just one thing we do to win friends and 
influence people in Iowa. But WHO takes the 
attitude that the sum of all things is the tchole 


thing. We thought you'd he interested. 


WHO for IOWA PLUS!=- 


Des Moines .. . 50,000 Watts 
B. J. PALMER, President 
J. O. MALAND, Manager 
FREF. & PETERS, INC 7 


Nananal Representatives 
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ANOTHER-REASON.WHY. 


jOWA' PREFERS WHO 


WHO 


Sait adtty fos Bat Meta E SEE 
% . wee’ ss 


vee tts F 


schools tts anuouneens £ 


Every radio advertiser knows that good announcers 
“nay of to advertisers, Very few stations seem 
to realize that goad announcers also pay aff to 


stuttions themselves. 


WHO has known it for years. So every Friday 
afternoon, WHO holds an Announcers Clinic, The 
entire group meets. and with B. J. Pabner’s famed 
book “Radio Salesmanship™ as a basis, studies 
commercial copy to be used—then listens to and 
analyzes randam = specimen commercials which 
hase been transcribed from each announcer’s 
schedule (without his knowledge) during the pre- 


ceding week, 


PRINTER'S (NK 


JULY 28, i494, 
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Has all this special emphasis on good announcers 
heen a success? Iowans seem to think so. In the 
1944 lowa Radio Audience Survey, 14.0% of all 
lowa families who mentioned WHO as Listened-To- 


Most gave “Best Annaifiecers” as the reason for 


their preference! 


WHO's advertisers seem to think so, too! More 


than 889% of them renew their WHO schedules, 
vear aller vear.... How about letting us convince 


. > 
you that our better announcers can pay off for you: 


WHO for OWA PLUS! <4 


Des Moines... 50,000 Watts 


B. J. PALMER, President 
J. O. MALAND, Manager 


FREE & PETERS. ING...) 2) National Representatives 
29 


successes. Successes are TOP executives, Fail- 
ures crowd the bottom. Top executives ARE tops 
because they put forth effort TO CLIMB. 

People ACT as they think. HOW they 
think, pre-determines HOW they act. THINK- 
ING less, they THINK failure, therefore ARE 
failures. THINKING more, they THINK suc- 
cess, therefore ARE successes, SUCCESSFUL 
PEOPLE THINK, SPEAK, ACT, WRITE, 
AND PRINT POSITIVES. 

Glance thru negative examples cited. Listen 
to radio. Copy-writers and announcers ARE 
LOADED WITH NEGATIVES. 

Common people prefer EVERY DAY routines 
of usual people. To be UNUSUAL is to be 
criticized for separating himself FROM mob 
which surround him. Rather than embarrass 
himself, he hugs groove, stays on an every-day 
beam and pines because he WANTS what he 
forcibly keeps beyond reach. 

Difference between rare successful station and 
common failure stations, is difference between a 
successful man and failure men. THAT dilfer- 
ence is pre-determined by RULES THEY FOL- 
LOW, as and when they think. Success follows 
rules. Failure violates them. When a negative 
man HAPPENS to succeed, he calls it luck and 
“getting the breaks.” A success carves positives 
out of granite hard work with rules which BUILD 
success. 

Dormant in EVERY person is an internal 
germ of external success. Many Iet it sleep. 
Others plant, fertilize, nurture, nurse, water, and 
encourage its development. 

“As a man thinketh, so is hel” As an an- 
nouncer thinks, so does he speak. As he speaks, 
so does he influence those who listen! Example: 
“A” LOOKS at watch; SEES watch; puts it back 
into his pocket. “B" asks what time it is. “A” 
looks into space with a blank stare. NO MEN- 
TAL RECORDING WAS MADE BY “A” OF 
WHAT HE LOOKED AT AND SAW. Radio 


announcer is given commercial copy containing 
phone number which is IN copy FOR PUR- 
POSE of getting it across to listeners, so THEY 
will REMEMBER number and WILL phone 
company and order its product. Announcer 
LOOKS at copy, SEES phone number, and 
READS phone number. Ask HIM, immediately 
after, “What was that phone number?” and he 
will look as blank as man with watch. NO 
MENTAL RECORDING WAS MADE OF 
PHONE NUMBER IN MIND OF AN- 
NOUNCER; yet in some myslerious way it is 
supposed IT WILL BE INDELIBLY AND PER- 
MANENTLY RECORDED on hundreds, thous- 
ands, or millions of listeners’ minds. UNLESS 
ANNOUNCER THINKS THAT NUMBER. 
AND RECORDS IT IN HIS MIND, IT FAILS 
TO BE RECORDED IN THE MINDS OF 
LISTENERS, ONCE IT LEAVES HIS 
MOUTH AND GOES INTO SPACE. Same 
is true of addresses of where to send box tops, en- 
close coins, etc. One statement properly empha- 
sized is sufficient, when properly told! Because 
it is MOST ALWAYS improperly told, to get 
results, copy-writer feels compelled to improperly 


repeat, repeat, REPEAT, AND REPEAT ! 


Ask average announcer, five minutes after he 
READS commercial: ask average radio engineer, 
at his controls, five minutes after he has LISTEN- 
ED to a commercial, particulars of that copy; and 
THEY recall none of it. People READ with 
eyes and LISTEN with ears, but SEEING and 
HEARING are functions of MIND. Neither 
USED HIS MIND; hence, is lost. When they 
use THEIR mind AND see, listen AND hear, an 
audience does the same. To get an announcer 
and engineer to consistently use THEIR MINDS 


is our important job. 


Best test of sales value of radio commercial is 
to have a radio man whose mind HAS BEEN 
tuned and trained to listening to radio, check back 
AFTER a commercial has been rapidly read, and 
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see HOW MANY points or ideas presented HE 
remembers. Can he remember ANY? Instead of 
squeezing twenty ideas into rapid reading, all for- 
gotlen, it is better to slowly and properly empha- 
size five, and have three RECORDED ON AND 
IN LISTENER’S MIND, SO THEY ARE RE- 
MEMBERED. 

When announcer concentrates mentally, when 
READING copy. with intent of memorizing con- 
tents SO HE REMEMBERS WHAT THEY 
ARE, TOMORROW, then he is certain to 
READ that copy in such a manner as will accom- 
plish THE SAME objective to his listening au- 
dience. A radio commercial should be CARE- 
FULLY thot out, THOTFULLY written, and 
PROPERLY said, so it REMAINS with the 
listener AFTER he has turned off his radio. Sup- 
pose a person buys a one-dollar ticket to hear a 
lecture, and everything said WAS forgotten BE- 
FORE listener left hall—this would waste time 


and money. 


Before there CAN BE change, there MUST 
BE NECESSITY for improvement. LOGICAL 
justification precedes. Less beneficial habits 
MUST BE changed BY BUILDING more bene- 
ficial ONES. Out of old well-worn rut to cut 
a new groove. Necessity progression demands 
CONSTANT alertness. 

Many announcers render LIP-service. It is 
one thing to MENTALLY wish to do right thing, 
right way, at a distantly removed conference and 
another thing to REMEMBER to DO right thing, 
right way, WHEN IN FRONT OF MIKE. 
There must be MENTAL-service behind lip- 
service, to SELL merchandise. 

EVERY TIME you think, speak or write~BE 
ON GUARD! Make new come in! 

EVERY TIME you think a thot—think HOW 
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to BETTER say it! 

EVERY TIME you write a sentence—think 
HOW to BETTER phrase it] 

EVERY TIME you speak—think HOW to 
BETTER say itl 

EVERY TIME announcer is before a mike— 
he MUST think WHAT to say and HOW to 
say it] 

DISCIPLINE YOURSELF—EVERY TIME 
~ALL THE TIME! 

ORGANIZE YOUR MIND! 

ALL ELSE FOLLOWS! 


RADIO ANNOUNCER TYPES 


Gushing—who turns on and spurts words. 

Staccatowho thinks he must bite each work 
off quickly. 

Swallower of last words~who does just that 
and loses its enunciation. 

Shouting—who thinks to make a commercial 
effective he must raise his voice “to put it over.” 

Who lipth wordth he thpeakth—-who loses 
“s-s-s”” and other letters important to speak clearly. 

Hits FIRST syllables hard and softens the 
last ones. 

Boomer—who rolls out his words from his 
chest as tho it were a barrel. 

Lion roarer—this is a different type from the 
shouter. 

Gatling gun reader of words—who fires rapid-. 
ly and usually indistinctly. ’ 

Affected chap who oozes inflated ego of honey- 
ed personality. 

The meticulous fellow who pronounces 
EVERY syllable of every word much like a for- 
eigner would try to speak our language: or, much 
like an American would try to speak book French 
in Paris. 


CHAPTER XXX 


BELLOWING BULLS 


SS who read this, 


imagine yourself a potential buyer: listening, in 
your office, to an announcer across the desk. 
Imagine HIM delivering that radio commercial 
as he reads that copy over air. Would he CON- 
VINCE YOU of anything? WOULD YOU 
be moved to buy? Or, would you be aggradamn- 
gusted and cut short opportunity you gave him? 
THAT's the acid test of his air salesmanship 
OR listener's buying! 


EVERY radio listener is a potential buyer of 
radio commercials. Radio buyer sits at desk; or, 
his wife at home. He and/or she ARE receptive. 
They ARE enjoying radio show. Suddenly and 
startlingly. a physical voice booms, shouts, and 
yells in a bellowing driving commercial harangue. 
He yells, paws air, agitates ether, arouses a fren- 
zied noise. Thinking he IS missing the THURS- 
DAY boat, he pulls out verbal spforzando vocal 
vox-humana stop, giving it all wind pressure and 
rapid tempo he has. When MEN LOSE MEN- 
TAL CONTROL, they go mad, raise their voices, 
and yell. 


Radio sports commentators bring ringside, 
arena, stadium, race-track, gridiron, with local 
color, enthusiasm, cheer leaders too, and boom it 
out of your loud-speaker. That IS sports show- 
manship. Sports with shouting and voice-raising 
is accepted—it is that tremendous enthusiasm and 
spirit which brings play-by-play and blow-by- 
blow to an audience. Who would sell soap over 


counter, face-cream in your home, with a brass 


band, thousands of rooters, and a shouting run- 
ning account of blows or plays of background in 
foreground? For same reason that pep, spirit 
spizzerinctum JS appropriate in sports, it is IN- 
appropriate selling article in home. 


T. Harry Thompson, Copy Chief of Gray & 
Rogers (Printer’s Ink) says: 


“With rare exceptions, I do not believe we 
can sell to sensible people by screaming at them, 
or by poking them in the soft musculature of the 
midriff. Too much copy has us punch-drunk 
as itis. For example, the radio commercial that 
leans on the decibel. The hog-caller tured 
announcer who booms and bellows as though 
we were deaf, giving a fair imitation of a man 


just bayoneted in the fatty part of his funda- 
ment, 


“The composers of music could teach us 
how to write copy, lay it out, and set it to type. 
When they have given us a short burst of for- 
tissimo in brass for a certain effect. they modu- 
late it to pianissimo for strings and woodwinds. 
while we settle back in our chairs and stop dig- 
ging our nails into tense palms. Orderly bal- 
ance between shouts and whispers. Studied 
changes of pace that stimulate and soothe in a 
single symphony.” 


Announcer WHO IS MASTER OF SELF. 
gives forth quiet, sincere, logical and practical 
reasons. He says little but tells that little with 
telling effect. You listen to THAT type with re- 
ceptive willingness because you like conversation- 
al, firm, sincere, well-chosen words. Some an- 
nouncers seem unable to discriminate. 


Gesticulating cheer leaders are good on foot- 
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ball field. Do they impel or convince buying, in 
YOUR ollice or YOUR home? 

A direct statement to our announcers: Sup- 
pose YOU were the sponsor; YOU had something 
to sell: YOU invested thousands of dollars in a 
radio campaign—put YOURSELF in position of 
business man paying for commercials—WWOULD 
YOU BE SATISFIED WITH YOUR AN- 
NOUNCING? Would YOU continue to use 
our air? If returns were behind costs, what would 
YOU do to step up returns? To whom would 
YOU turn for improved service? 

When WOC and WHO sales potentials 
ARE greater than actual sales; and WWHEN our 
air sales capacity has been superficially scratched 
by character of air sales service we have been 
rendering sponsors; and WHEN our air interme- 
diary—the announcer—is doing a weak job of air 
sales when he should be doing a strong one; and 
WHEN we executives know this and permit this 
short-sighted policy to continue, it resolves OUR- 
SELVES in the position of deliberately cheating 
our sponsors. We should increase air sales by 
strengthening weak connecting link, that we may 
more nearly deliver MAXIMUM possibilities, 
rather than limiting it to its minimum. 

WOC and WHO should pay more attention 
to ANNOUNCER SALESMANSHIP values 
to potential reactions of our millions of listeners, 
and HOW they READ copy or SELL merchan- 
dise. We take it for granted that as long as we 
pull a consistent mail, that is all we can get: as 
long as commercial renews, we have done a su- 
per-excellent job. HAVE WE exhausted its 
limit? The one per cent buy in spite of our com- 
mercials and announcers. What we need is to 
get the 99 per cent to buy because of our com- 
mercials and announcers. Connecting link be- 
tween seller and buyer~ the valuable intermediate 

—can be high or low, and tap only a portion of 
those limitless potentials. We should give THE 
ANNOUNCER more thot, study, and attention. 
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Our announcers MUST BE our STRONGEST 
SALES link. 

Too many radio executives regard announcers 
with back-handed compliments, as a necessary 
evil to be tolerated. They are given copy, told to 
“give it the air’. From there and then on, he’s 
on his own. HE IS ONLY RADIO BRIDGE 
THAT SPANS GULF NECESSARY BE- 
TWEEN SPONSOR AND CUSTOMER. 
They ARE our present weakest link BECAUSE 
WE HAVE NEGLECTED HIM. Today, in 
this book, we suggest how to evaluate him to im- 


portance OF A NECESSARY EXECUTIVE. 


He is pivotal person in station-to-listener re- 
lationship. His is cructal point of contact. His 
many slips cost thousands. He works where slips 
count. It is necessary to audition hundreds of 
would-be’s to find ONE announcer—and, once 
found, he plays primary importance. His role is 
grossly underestimated. He should be an execu- 
tive. He should be built up to a profession. Sta- 
tion should provide training facilities of best quali- 
ty so that educated men would add their cultivat- 
ed intelligence to an all-around knowledge of this 
industry and its methods. Announcer should 
take an accredited part in organization’s function 
equivalent to leading salesman, one of career ex- 
ecutives. His responsibility should be recognized 
with prestige befitting it. Greater his knowledge 
of executive decisions, greater is his value in im- 
proving announcing; for mind of announcer is 
clarified to firm's goals and aims. He will have 
KNOWLEDGE which will make HIS station 
effective. Announcing AS A PROFESSION 
should give rewards as great as other demanding 
ones. 

In the past, continuity writers in WOC and 
WHO have written copy, announcers have read 
it as THEY thot advisable and best. Occasional- 
ly, I explained to them personally, and in con- 
ferences, where we called a meeting for that pur- 
pose. I would talk to Station and Program Man- 


agers of WOC and WHO, after which tempo- 
rary improvement would be noticed. 
days, writers and announcers were back in old 


In a few 


groove, At no time were these two groups under 
the complete, direct, and ALL-TIME direction of 
anybody. Men who give it attention had other 
important jobs to perform. Once in a while, giv- 
ing it a mental hypodermic, spurts it for time be- 
ing; then, forgotten by all alike, delivery dropped. 
Our present effort is to get WOC and WHO 
writers and announcers from behind that eight- 


ball; get in front of AND LEAD that procession. 


Radio Station Operators SHOULD realize 
that QUALITY OF SALESMANSHIP PRO- 
GRAMS brings net sales returns. Station Mana- 
gers are MORE interested IN GETTING busi- 
ness, paying little IF ANY attention to how the 
program goes out AFTER they have it. Station 
Owners and Managers rarely listen to character of 
salesmanship ON their air. By radio men 
LISTENING MORE they would realize how 
weak was salesmanship via their station. Radio 
men, in positions of importance, are poor listeners 
to radio programs. They are vitally concerned 
in quantity of getting and paying little attention 


to QUALITY OF GIVING. Their job is to cre- 
ate good will for the sponsor and a buying mood 
for the product or service. 


We radio pioneers have seen the startling in- 
crease in E. T. (Electrical Transcription) pro- 
grams and announcements over WOC, WHO, 
and other stations. This proves that advertisers 
are convinced that local station announcers are 
inadequate, inefficient, and incompetent to pull 
returns demanded. It proves there existed a 
necessity for announcers who could and would 
SELL merchandise—hence the E. T. This is a 
problem they have solved by and through syndi- 
cated E. T.’s.5 When SOLVED BY LOCAL 
ANNOUNCERS, THERE WOULD BE LESS 
E. T.'s RATHER THAN MORE. 


A fair over-all valuation: 


20% is shortcomings of announcers 
20% is shortcomings of commercials 
20% poor announcers spoil good commercials 
20% poor commercials spoil good announcers 
. 20% are good announcers correcting bad 
commercial and make it listen good. 


_A properly em | pause 15 worth ten words 


inh a | 


Yhepenpcas Mel, Space pauses, Save vives 


soll products 
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CHAPTER XXxXI 
WHO OR WHAT IS ON SALE? 


N 
MA sorvces go to 


movies to see THE PICTURE. and be entertain- 
ed. They are FORCED to sit thru 110 [cet of 
pifle names running the gauntlet from producer 
to actors, which is aggradamnvoking to buyer 
even tho it is vanity sop to seller. Suppose sta- 
tion owners and managers follow suit by shout- 
ing names too: owner, manager, producer, pro- 
gram director, advertising manager, continuity 
writer, ASCAP-BMI librarian, orchestra leader, 
publicity director, contact man, newscaster, engi- 


neers, ete. 


“Attention, please~to this editorial—Due to 
the demand of the armed forces for raw film, the 
motion picture industry—which had already had 
its quota cut~—now faces another drastic curtail- 
ment. * * * Jf a cut is unavoidable—the mo- 
tion picture industry can find other means of 
conservation * * * For example, why not re- 
duce the ridiculous amount of film—now wasted 
on long-winded credit titles? Such titles may 
please Hollywood's ego—but they annoy the 
public. And why not cut the amount of film 
now devoted to ‘Previews of coming attrac- 
tions 7 

It's my honest opinion that the public ma- 
jority would welcome the cuts I've suggested.” 
—Jimmie Fidler, Editorial on the Air, Blue 
Net, January 14, 1945. 


We permit THE ANNOUNCER to star 
THE ANNOUNCERI “Your announcer has 
been Saymuch Selllittle!” Thousands of actors’ 
and actresses’ names—~in legitimate, vaudeville, 


movies and radio—are unknown. They are “bit” 


players. They must EARN THE RIGHT to be 
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stars. Yet EVERY announcer is permitted TO 
STAR himself without proving worthy to be fea- 
tured on the air. P. 110 has an ANNOUNCER'’S 
SCORE VALUE. When a novice announcer 
passes a successful examination, covering a school- 
ing of six months on the air and attains an average 
score of 75 per cent on problems and solutions as 
herein listed, he would then graduate into the 
ANNOUNCER SALESMAN class, after which 
he could use “by-line” of HIS name on HIS pro- 
grams. 

Commercial sponsors BUY and radio men 
SELL split SECONDS! Each fights to get his 
full 10 or 20 seconds “break”. Each SECOND 
costs MANY dollars. Yet we permit AN AN- 
NOUNCER to splurge his profitless name 72 
times a day, 10 words a time, stealing 72 times 5 
seconds, 216 seconds or 342 minutes a day on 
valuable SPLIT SECOND station breaks that 
THE STATION SELLS to a commercial, that 
A COMMERCIAL BUYS from the station. 

One announcer in 500 is worthy to justify 
parading his vanity 72 times a day at station 
owner's or commercial’s expense! If an announcer 
ASKED TO BUY, or HAD to buy 3'2 minutes 
of “spot” time to SELL HIMSELF, would a sta- 
tion manager SELL IT to him at current rates? 
Does THE ANNOUNCER ANNOUNCING 
HIS NAME sell goods the commercial bought 
station break FOR? That time SAVED should 
be used for pausing and emphasizing the com- 


mercial, or the station selling itself asking the au- 


dience “to stay tuned”. Audiences tune in radio 
to be entertained. They are FORCED to listen 
thru 72 times of unnecessary announcers’ names 
against their will. 

Samples: ‘This is Dick Wells speaking for 
the makers of Oxydol.” 

So what I] 

“THIS IS FORD BOND speaking for the 
makers of Anacin.”—Who cares? 

Does “DICK WELLS" sell MORE Oxydol 
than Tom Brown or Dick Jones? Does daily 
repetition of HIS name SELL Oxydol? DICK 
WELLS sells DICK WELLS! It is Oxydol that 
buys radio time. It is OXYDOL that needs be 
sold. If OXYDOL were SOLD, would Oxydol 
buy MORE time to sell MORE Oxydol? What 
was radio time bought to sell? Vanity of Dick 
Wells-OR OXYDOL? If Oxydol went UN- 
SOLD, would “Dick Wells” buy time to sell 
DICK WELLS? WHY sell DICK WELLS 
to an audience we are trying to sell Oxydol to? 
Why buy valuable split seconds selling “This is 
DICK WELLS speaking - - -”? 


Introduction OF a name HAS value only 
when the name HAS prestige value. Some names 
HAVE but it was value THEY EARNED by 
sales service rendered. If Franklin D. Roosevelt 
spoke for Oxydol, THAT NAME, WOULD have 
had sales value - - - but who knows “Dick 
Wells’? 

The run-of-the-mill announcers .. . they are 
everywhere -- - lack ability to inject CORRECT 
pronunciation, EFFECTIVE pauses, INTELLI- 
GENT enunciation, SALES emphasis, etc., in 
It MUST be written IN BY con- 
tinuity writer. What happens when dignified 
“continuity writer” loses sales value in his copy? 
Is it any wonder radio SALESMANSHIP is at 
such a low level? When radio Salesmanship is 
ABOVE par, radio time becomes a sell-out. 
People who have things TO sell, WANT to sell. 
When radio SELLS, the 


their copy. 


commercial DE- 


MANDS radio time, the RADIO BUYER 
BUYS! 


“McKay found that only five basic elements 
are used in oral delivery; pause and inflection, 
the verbal punctuation; emphasis; and changes 
of pace and pitch. Mishandling these, he says. 
results in only about six different mistakes, aside 
from the faults of swallowing syllables and 
slurring-in-the joints which exist in the no 
man’s land between pronunciation and diction. 
These six delivery faults are: Wrong or omitted 
pauses and stresses, and the mistreatment of four 
kinds of word groups—series, parentheses, appo- 
sitions, and the source-lines which tell where 
the facts or quotes come from. 

“McKay found that the right or wrong hand- 
ling of these few dictional elements determines 
why, irrespective of good pronunciation, some 
broadcasts come over the radio clear, vibrant, 
and colorful, while others are ‘so befogged and 
monotonous that you can use them to put babies 
to sleep.” 

. “About this time, another ally came to Mr. 
Hawkear's aid. It was the Hooper Radio Poll. 
which is taken daily and published each month, 
to tell sponsors how many people out of a thous- 
and called by telephone are listening to each 
program on the air at any time. This poll show- 
ed a decided increase in listeners for newscasters 
with the best speech rating by McKay scores." — 
(Radio’s Hawkear, Frank J. Taylor. Colliers, 
June 6, 1942.) 


A public speaker might as well save HIS and 
audiences’ time, when he SPEAKS thots as a 
radio announcer READS copy. 
audience when bored walks out. A radio au- 
dience becomes bored and turns off radio. A 
public speaker who USES high lights and dark 
shadows, emphasizes words, enunciates, pauses. 
holds attention and interest - - - that is, WWHEN 
he IS a GOOD speaker. A radio announcer 
COULD do the SAME - - - WHEN he IS a 
GOOD announcer. 


To obviate a repetition of these conditions, | 
suggest a DEPARTMENT to be known as A 
SCHOOL FOR CONTINUITY WRITERS 
AND ANNOUNCERS. same to be placed 


A speaker's 
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under direct attention of ONE person who shall 
devote ENTIRE attention to it. 

In every organization there are one or more 
persons who understand radio and radio sales- 
manship, who formulate policies, which they 
place in the heads, hearts and hands of depart- 


ment heads to carry down the line to each in- 
dividual involved. The instructor of this school 
would act as such an intermediary, receive in- 
structions, impart them. check on the air and sce 
that major and minor infractions of salesmanship 


are permanently checked. 


De otres Pe hs anne are an interference 


— resents. 


Unnecessary nee inthe wuld Por | confused els 
interpretation — and lost sates. 
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CHAPTER XXXII 
SCOPE OF SERVICE OF NEW DEPARTMENT 


NG 
OVERAGE of 


Service of Instructor of Announcers and Con- 
tinuity Writers: 


tst. Check announcers and continuity writers 
of WOC and WHO, to step-up SALES ef- 
ficiency of both stations. 

2nd. Work in conjunction with Executive 
and Department heads of both Stations. 

5rd. Hold classes, at WOC and WHO, 
with continuity writers and announcers. Include 
Manager and Program Manager of such Stations 
in such conferences. 

4th. Help INDIVIDUAL continuity writers 
and INDIVIDUAL announcers to become effec- 
tive SALES producers. 

5th. Instruct, educate, and help changes in 
manner of presentation of commercial copy, on 
air. to end that it SELLS merchandise. 

6th. “5th” means to instruct, educate, and 
help continuity writers write SALES COPY 
better, as well as instruct, educate, and help an- 
nouncers IN SELLING COPY on air. 

7th. Establish a closer union between writing 
SALES copy and selling SALES copy. 

8. Act as a listener-in, check and _ score- 
value character of salesmanship service issued by 
announcers, 


Oth. Newscasters shall be outside this de- 
When 
newscasters write or read commercials, it shall be 
the duty of this instructor to check copy to see 
that it is DELIVERED over our air in accord- 
ance with ideas herein. 

10th. WHAT is written remains substan- 
tially the same. HOW written is subject to 
change. WHAT is said remains substantially the 
same. HOW said is subject to change. 


partment’s jurisdiction, as newscasters. 


Other departments will schedule programs 
and/or commercials, but after any commercial 
has been written, it shall be referred to this in- 
structor to go thru briefing, conversions into posi- 
tive, marking proper pauses, emphasis, etc. After 
this has been done, instructor ascertains announ- 
cer scheduled on program, and shall hold a con- 
ference to help and aid him in how to SELL IT 
over the air. 

This department shall ignore changes in copy 
written by agency, when that agency specifically 
insists upon no interference or changes in copy. 
In such event, we are absolved from responsibility 
of CONTINUITY, but still are concerned in do- 
ing everything possible to aid our announcer to 
sell it, as is, over our air. 
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CHAPTER XXXlll 


ITEMS EXPLAINED 
LONG OR SHORT COMMERCIALS? 


¥ 
CY LE DVERTISING AND 
SELLING (November, '44) has an article titled 
“THE CASE FOR LONG COMMERCIALS,” 
by Edward Lane of Kenyon & Eckhardt, Inc. We 


extract the following sections: 


“At present the trend in radio commercials 
seems to be swinging away from the long, 
powerhouse technique toward shorter, hit-and- 
run jobs. This is especially evident in variety, 
musical, quiz and comedy shows, where flexible 
continuity permits the commercial time allow- 
ance to be broken up into more ‘quickies’ and 
fewer long plugs.” 


“Your program having secured a potential 
audience for the sales message, the job of con- 
verting ‘entertainment interest’ into ‘buying in- 
terest’ is complicated by the following factors, 
among others: 


“1. Varied audience. By the nature of 
the medium, your commercial reaches out to- 
ward a tremendously diffused audiencemvaried 
in interests, background, intelligence, economic 
levels. Some will be easy to sell, some hard, 
many in between. By circumstance, habits and 
desires they will differ enormously in individual 
receptiveness to your product and appeal at any 
given time. 

“9. Inertia. The flesh is heir to a sluggish- 
ness that, called by sales resistance or any 
other name, takes plenty of ‘oil’ to lubricate. 

5. Lack of visual impact. Without the 
advantage of quick-impression pictures (for the 
time being, anyway), radio salesmanship must 
depend on the longer technique of dramatizing 
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appetite-appeal and product-benelits by strong 
and effective verbal images. 

“4, Wavering attention. It’s the rare com- 
mercial that can keep listeners so spellbound 
they will follow every word. Normally, even 
with a fair share of interest, attention isn't con- 
centrated—it rises and falls with the mood and 
distractions of the moment. 


“5. Short memory. Few are the products 
or appeals that can send Mrs. Listener, hat 
askew, dashing out to the butcher, baker or 
candlestickmaker immediately after a commer- 
cial. There's a vital bridge to be spanned from 
the time of original impression to ultimate pur- 
chasema bridge that must be very solidly paved 
with imbedded conviction. Note a study made 
with a representative group of people by Dr. 
Walter Dill Scott of Northwestern University 
and other eminent psychologists. It showed 
that: 
“25 per cent of all people forget an im- 
pression IN ONE DAY. 

50 per cent of all people forget an im- 
pression in TWO DAYS. 

85 per cent of all people forget an im- 
pression IN FOUR DAYS. 

97 per cent of all people forget an im- 


pression IN SEVEN DAYS. 

“Considering these obstacles, isn't there 
justification in the premise that the hit-and-ran 
commercial may bounce off without making the 
desired dent? 

“Ideally speaking, a forceful commercial 
should be Iong enough to: (1) spark the in- 
terest of the greatest possible number of widely 
varied listeners; (2) thaw the freeze of apathy 
into warm; buying interest; (3) get the major 


buying points across to the majority of listeners 
who don’t drink in every word, but gather high 
spot impressions haphazardly; (4) make a 
strong pictorial impact; (3) drive home a strong 
enough, broad enough impression to resist being 
filtered through the sieve of human memory too 
quickly. 

“By the very law of averages, the more you 
can say of interest to the greatest number of 
listeners, the more of them you'll persuade to 
act. 

“Gelling and holding listener-interes! is an- 
other story and one which can bear great elab- 
oration. The devices, technical and psycholog- 
ical, are many, and they are of vital importance 
lo the success of any commercial.” 

"To risk salesmanship for the sake of brevi- 
ly, on a purely theoretical basis, hardly sceims 
sound. The safer way, it appears, is to bank 
on what you say rather than how briefly you 
say if to do the best job on the most listeners.” 


—— 


MAKE EVERY WORD COUNT 


_ “Short versus long copy has been a de- 
hatable point with advertising men for many 
years. Some have been unduly devoted to 
brevity. others to long copy. Magazines and 
newspapers alford the advertiser great latitude 
in the use of length or brevity. Radio is dif- 
ferent. Here time is distinctly limited. Copy 
must be written to fit within a specific maxi- 
mum and short period of time. Most radio copy 
must be kept under 120 words. In many re- 
spects this lime limitation should prove to be 
an asset in that it focuses attention on the im- 
portance of each word. Advertising value is 
not derived so much from short or long copy as 
from copy that successfully transfers the ad- 
vertiser's message to the consciousness of the 
listener.” — (RADIO ADVERTISING FOR 
RETAILERS. C. H. Sandage. Harvard Uni- 
versity Press, Cambridge. Mass.) 


BRIEF COPY 
Verbosity kills commercials. | Continuity 


digestion. Brief copy calls for slower reading, 
more pauses, with more ability of listener diges- 
lion. 

Practically ALL network and large per cent of 
local commercials are written by agencies, most 
of whom INSIST commercials MUST BE READ 
AS IS, regardless! When sales break strong, he 
claims credit. When sales break weak, he blames 
announcing. Majority of commercial copy shows 
LITTLE IF ANY PRACTICAL, FUNDA- 
MENTAL, WORKING KNOWLEDGE OF 
AIR OR EAR SALESMANSHIP. They are 
verbose, bombastic, inferential to competitors, de- 
structive in build-up, use hogs-heads of poison 
prefixes, tell listener he “can’t, and then have 
effrontery to ask “Announcer, Please! We're 
counting on YOUR sales appeal!” (As one com- 
mercial did say). HOW CAN announcer speak 
sweet appeal when he is forced to read a barrel of 
verbal SOUR pickles? How CAN HE hold 
listener attention when commercial drives customer 
to TURN OFF radio? How CAN HE inject 
“sales appeal” when THAT is what ANNOUN- 
CER NEEDS? 

WBBM (Chicago, 1/23/43) asked listening 
audience what they thot of commercials, of an- 
nouncers, what improvements could be made in 
commercials, in announcers’ manner of presenta- 
tion. They asked for a survey of commercials 
AND announcers, what they liked or disliked. 
We hope response told them! 

We took WOC commercials for one day: 
gave them the once-over. We ELIMINATED 
688 unnecessary words. In so doing, we con- 
verted many DON'TS INTO DO'S, notwith- 
standing OUR continuity writers have been work- 
ing with our positive principles for years. Cuts 
strengthened copy, permitted MORE time for 


wrilers throw away TOO MANY words. Each 


‘eats time, weakens its purpose. 


pauses, made possible MORE emphasis on sell- 
Go over copy, ing statements. 68S words take 654 minutes. of 


Lengthy copy de- continuous copy, at one hundred words per min- 
mands rapid reading with less ability to listener ute. THAT is vital to sponsor AND station. 


eliminate superfluous words. 
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Continuity writers SHOULD think IN SALES 
TERMS when they write SALES copy. 

“The”, “that”, “in”, “at, “simply”, and “just” 
are overworked by most writers. “THE house, 
THE barn, THE cows, and THE dog” may be 
grammatically correct but. ‘The house, barn, cows 
and dog” briefs copy properly paused accom- 
plishes purpose for which language is used. 
EACH word which bombards listener's mind de- 
mands pause, forces additional thought, and de- 
tracls FROM objective desired. Purpose in ex- 
amples cited is to bring out four objects—house, 
bam, cows, and dog—but we mentally dilute it 
with FOUR “THE’s”. Word “THE” should be 
used to EMPHASIZE some outstanding objec- 
tive. In such use it should be either capitalized 
or placed in italics. 

“HOW THE TRIBUNE SAVES PAPER 
YET RETAINS QUALITY” (Chicago Tribune, 
January 22, 1943) says, in part: 

“In the editorial department stories are BE- 
ING EDITED AND RE-EDITED, WRIT- 


TEN AND RE-WRITTEN to take out EX- 
CESS WORDS and unimportant details.” 


Jones & Co. located AT 2nd and Hawthorne 
Streets - - - 

Jones & Co., 2nd and Hawthorne. 

Jones & Co. IN Cedar Rapids, Iowa. 

Jones & Co., Cedar Rapids, Iowa. 

JUST write a postal and - - - 


Write a postal - - -. 
ESPECIALLY transcribed - - -. 


Yes? By the hundreds for anybody who buys. 
SIMPLY send a box top - - - 
Send a box top - - -. 


Average listening mind is capable of absorb- 
ing and digesting about eighty ordinary, single- 
syllable words per minute. When copy demands 
more than usual thinking and/or concentration, 
cut to sixty or seventy. An average announcer 
hum-drums 120 to 150 words a minute, in a mo- 
notonous manner. Such a diarrhea of words blurs 
a constipation of thot in listeners’ mind. Very 
unwise is the sponsor who buys TIME and 
CROWDS IN all words that can be rapidly 


squeezed into that time. 


It is better to have one perfectly made rifle. 
with one capable bullet properly aimed, with 
bullet hitting target and ringing bell, than to have 
a shot-gun with buck-shot spattered over space 
hoping to hit something somewhere and missing 


much. 


The story of creation is told in Genesis in 400 
words. The Ten Commandments contain only 
297 words. Lincoln's immortal Gettysburg Ad- 
dress is but 266 words. The Declaration of Inde- 
pendence required but 1321 words to set up a 
new concept of freedom. 


Think of our income tax forms and some of 
the directives that are issued by the government. 
A recent order issued by the Office of Price Ad- 
ministration took 2500 words to announce a re- 


duction in the price of cabbage seeds. 


Why freight a hogshead of words 
lo express a spoon off thot? 
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CHAPTER XXXIV 


RIGHT AND WRONG TECHNIQUES 


“THIS IS THE red network of the National 
Broadcasting Company.” 
Say: “National Broadcasting, New York.” 


om 


“THIS IS WMAQ, IN Chicago.” 

Say: “WMAQ, Chicago.” 

“THIS IS YOUR ANNOUNCER, Willie 
Jones, speaking.” 

Should be entirely eliminated. 

“IT IS NOW 2:00 P.M.” 

“Time—2:00 P.M.” 

“NOW LISTEN’~as if listener were doing 
something else but. 


— — 


“YOU ARE LISTENING TO Radio Station 


—— 


“YOU ARE LISTENING TO STATION 


eoeoreeee 


LISTENERS KNOW THIS! 

“THIS PROGRAM IS COMING TO YOU 
THRU RADIO STATION ......... % 

Costly waste of words and time~the obvious. 

“THE time IS 12:30.” 

“Time—12:30"—~2 words saved. 

"THE CORRECT Central Standard Time, 
NOW IS 4:00 o'clock.” 

Central Standard Time—4:00 o'clock. \Why 


state ‘“correct’’? 


Who would “now” state “INecorrect time?” 


“THIS is a copyrighted feature .........- 
THIS PROGRAM CAME TO YOU from De- 
trot... cases THIS PROGRAM ORIGI- 
NATED IN Station KXYZ ........ THIS IS 
Harry Golden speaking .......... YOU ARE 
LISTENING TO THE Blue Network ........ 
WOC, Davenport.” 

All at one time, one station break. (Lone 
Ranger Program). 

POISON PREFIXES 
"“VOUKNOW, cc. “SO Oreastrereeex ” 
“YOU SEES 6402. 7 "WOURS ss .2sxe0 vs 
“THES 18.cace ese: “ “INOW: ou. os ones = 
“AND NOW, ....” Ud wie uh a ako 
"YES FOLKS:..2<:" PAID: eiereacds™ 
“WELL THEN, ..” “SIMIPEY canis: 
“WELL SIR, ..... amid (|; arene ete 


“WELL LISTEN” .” 


are a few of many tacked two or more times at 
the beginning of many sentences of each average 
commercial, to statements made positive without 
them. There are MANY more. Why fill this 
page? 


GOAT FEATHERS 


Radio “goat feathers” are equivalent to the 
octopus who hides in his ink. Goat-feather- 
gathering is an extravagant waste of split second 
time. Forcing listeners to listen to “goat feathers” 
is an expensive radio hobby. Some copy-writers 
ride it to death. 
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NEGATIVES vs. 


(\Wronc) 
( RIGHT ) 
(Wrons) 


( RIGHT ) 
(\Vroxc) 


( RIGHT ) 
(Wronc) 
{ RIGHT ) 
(\Wronc) 
( RIGHT ) 
(\Wrons) 


( RIGHT ) 
(\Wrons) 
( RIGHT ) 
(Wronc) 
( RIGHT ) 
(Wronc) 


( RIGHT ) 
(\Wronc) 


( RIGHT ) 
(Wronc) 


( RIGHT ) 
(Wronc) 


( RIGHT ) 


CHAPTER XXXV 


"WON'T you try Wonder bread?” 


TRY Wonder bread! 


“Why DON'T you go to the nearest 


store?” 


GO TO nearest store. 


"DON'T WAIT to try this improved 


Dreen.” 


TRY this improved Dreen! 


“DON'T DELAY to take advantage.” 


Take advantage. 


"WHY DON'T you try Crisco?” 


Try Crisco! 


“WHY NOTsce your Ford dealer to- 


morrow?” 


SEE your FORD dealer tomorrow! 


“WHY NOT remind him?” 


Remind him. 


“Why DON'T you start right away? 


Start right away. 


“We MUSTNT FORGET to fill up 


our stamp books.” 


Fill our stamp books! 


“And DON'T FORGET to send for 


the Planter's Peanuts book.” 
SEND for Planter’s Peanuts book. 


“And DON'T FORGET Alka Seltzer 


is good.” 


Alka Seltzer is good. 


“Why NOT try a Harvester cigar to- 


night?” 
Try a Harvester cigar tonight. 
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(Wrons) ' 


( RIGHT ) 
(\Wroxe) 


( RIGHT ) 
(Wroncs) 


( RIGHT ) 
(Wronc) 


( RIGHT ) 
(Wronc) 


( RIGHT ) 


POSITIVES 


‘YOU KNOW, FOLKS. IT SORTA 
LOOKS AS THOUGH the weather 
man is TRYING TO play tricks on 
us. 

The weather man is playing tricks on 


us 


"WELL, THEN, WHY DON'T 


YOU do as thousands of others. . ne 


Do as others... 


“WHY NOT TRY to build UP THE 


cold-fighting resistance.” 
Build cold-fighting resistance. 


“AND BE SURE TO send IN your 


carton lop to Peruna.” 
Send your carton top to Peruna. 


“Folks, here's some mighty good advice 


for those of you who are beginning to 
get gray hair.” 
Here's advice for you who are getting 


gray hair. 


(Wronc) “Then be sure to tear off the flap of 


( RIGHT ) 


the carton...” 
Tear off the flap of the carton. 


(Wronc) “Listen, folks, did you ever stop to 


( RIGHT ) 


think that you may be missing out 
on some of the fun in life?” 


You may be missing some fun in life. 


(Wrons) “Now, if you're one of those folks who 


( RIGHT ) 


are embarrassed by gray hair, you'll 
be glad to know that you may now 
do one simple easy thing.” 

If you're embarrassed by gray hair, 


do one simple thing. 


(Wronc) “Here's all you have to do—get a bottle 


(RIGHT) Get a bottle. 

(Wrons) “Now for just a minute, I'd like the at- 
tention of all you folks who have gray 
hair.” 

(RIGHT) I'd like the attention of all who have 
gray hair. 

(Wrons) “Did you know that in many occupa- 
tions a more youthful appearance is 
a necessity and that just a whole lot 
of people are let out of work every 
year?” 

(RIGHT) In many occupations youthful appear- 
ance is a necessity, and people are let 

out of work because of gray hair. 

(Wronc) “Well sir, that’s a fact. Now you 
don’t want that to happen to you, do 
you? Of course not. Then, why not 
try Kolar-Bak.” 

(RIGHT) Try Kolar-Bak. 


(Wronc) “And say, the best part of it is that 
many users report... 

(RIGHT) Users report. 

(Wronc) “Now let's take a look at the facts and 
see how Camel Cigarettes . . .” 

(RIGHT) Let's see how Camel cigarettes . . 

(Wronc) “Friends, let me remind you, it’s time 
right now to be ordering your Co- 
lonial baby chicks—profit chicks.” 

(RIGHT ) It's time to order Colonial baby profit 
chicks. 

(Wronc) “So, right now, while you're thinking 
about it, write the Colonial Poultry 


Farms eee 


(RIGHT) Write Colonial Poultry Farms. 
(Wrons) “Neighbors, do you know that Colo- 
nial Poultry Farms...” 

(RIGHT) Colonial Poultry Farms... 
(Wrons) “Another thing you must do to make 
profits is to keep down losses . . .” 


(RIGHT) To make profits, keep down losses. 
(Wrons) “Is it any wonder that your hens...” 
(RIGHT) Your hens 

(Wrons) “Why only one extra egg... 
(RIGHT) One extra egg 


(Wrona) “Well, you know that since his chicks 


(RIGHT) Since his chicks. 

(Wronc) “Waxie-waxie, old boy! 1 heard you 
tell...” 

(RIGHT) I heard you tell... 

(Wrons) “I DON'T KNOW why it is, ladies, 
but there are some of you who 


HAVEN'T entered Household 
Magazine's .. .” 

(RIGHT) Some of you should enter Household 
Magazine's . . . 

(Wrone) “Well, listen to this: if you'd like to 
try for one of those 34 big...” 

(RIGHT) Try for one of those 34 big... 

(Wronc) “Just let me remind you, however, that 
there's no other blend anywhere that 
gives you... 


(RIGHT) There's no other blend that gives you 


(Wronc) “But, friends, I want to tell you right 
now, this offer is limited.” 

(RIGHT) This offer is limited. 

(Wronc) “Later, I have some wonderful news, 
some very important news for you 
folks.” 

(RIGHT) I have news for you folks. 

(Wrons) “It's news of a big, free trial ofler—an 
offer I know you will want to take ad- 
vantage of, so listen very carefully 
and I'll tell you all about it, just a 
little later on in'this program.” 

(RIGHT) It's a free trial offer. 

(Wrons) “Many of you listening-in right now 
have probably been distressed off and 
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( RIGHT ) 


(Wronc) “ 


( RIGHT ) 


(Wrons) * 


( RIGHT ) 


on for months ~ perhaps years — you 
have probably had such symptoms as 


You have probably had symptoms of 


over-acid. 


Now if you or any member of your 
family have gone through such misery 
and torment, take advantage of this 
remarkable offer that is being made 
for a limited time only by the Phila- 
delphia Von Company.” 


Take advantage of this offer made for 
a limited time by, Philadelphia Von 
Company. 

All you need do is mail your name.” 


Mail your name. 


(Wronc) “. .. will be sent free, without one 
penny of cost.” 
As well say: “free, gratis, for noth- 
ing.” 
All combined obviously waste 
50 words each fifteen minutes, or 
200 words each hour, or 
5600 words each eighteen hours, or 
56 minutes at one hundred words per 
minute 
more than one thirty-minute commercial 
period 
Avoid stating the obvious. Each unnecessary 
word forced into unwilling listener is an insult and 


an obstacle to salesmanship. 


Eriofing copy increases its eid of iiordls ised, 


lecuae You cut cheap, non-selling wouels thereby 


increasing ae ie of S ALES wonele: 
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CHAPTER XXXVI 
PLENTY OF WHITE SPACE 


Once upon a time, newspaper advertisers thot 
they had to fill ALL white space with words, cram 
in every corner, leave narrow borders, if any. 
NOW they advise “leave plenty of white space.” 


Once upon a time, merchants thot they had 
to jam every possible inch of window space with 
articles; ceiling to floor: front to rear: side to side. 
TODAY successful stores put in three or four ob- 


jects, and leave “plenty of white space.” 


Once upon a time, radio sponsors bought two 
minutes, and thot they had to squeeze in two hun- 
dred words per minute. NOW successful radio 
sponsors leave “plenty of white space’ for em- 
phasis, pauses, and getting over their idea. 


He who thinks by the inch and talks by the 
yard, will be kicked out by the foot. 


nt mt md 


ARE COPY WRITERS BORN OR MADE? 


The first copy chief 1 ever met made every 
young writer rewrile every single advertisement 
eight times. ... Possibly this copy chief had 
de Maupassant in mind. De Maupassant is 
said to have recopied in longhand—100 times— 
everything he wrote. No matter how well he 
liked the third draft, or the filtieth, every single 
thing he wrote was copied a total of 100 times. 

One copy writer | know recopies each ad- 
vertisement three times in long-hand—after he 
has a draft which he KNOWS he likes. He 
says he does this to be sure he still likes it. 
(Printer's Ink, December 15, 1944) 


INCONSISTENCIES IN COPY 


“Those Vita pak boys ARE RIGHT ON 
HAND...” Could they be LEFT ON FOOT? 
“, «and as soon as I get out of the way here 
...” He should apologize for being IN THE, 
WAY] 
“,.. these Vita pak boys are getting mighty 


impatient... I agree, after A LONG com- 
mercial. 


“Now let us ask this.” Instead of wasting 
time, ask. 


“If you could find out FOR SURE...” “If 


you could find” is a finished statement. “FOR 
SURE” sounds like kid stuff. 


“Now I won't read any more...” 


reads 1536 MORE words] 


And then 


“We just mention here that...” AFTER 
WHICH he MENTIONS it. 

“Now how about it... Here's what you 
do.” Words without meaning. 

“Then copy it down with pen or pencil on any 
kind of paper...’ Can it be copied WITHOUT 
“pen or pencil’? He could have ALSO sug- 
gested LEAD in pencil or INK on pen. Can it 
be copied without “any kind of paper’? Are 
listeners babies? 

“You know, ladies, 1 HONESTLY DON'T 
THINK .. ."” Copy PROVES IT! 

‘As a matter of fact, ...” Then follows THE 
FACT. Why preface it? FACT speaks for it- 
self. 


“You don’t have to be a high pressure sales- 
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Commercial was ALL “high 


° . 
pressure, proving HE was wrong. 


man to sell...” 


“Now listen carefully.” After listening to a 
300-word commercial, how can one? 

“In thousands upon thousands of homes . . .” 
How MANY is “thousands”? How many more 
is “upon thousands’? WORDSI 

“AMAZING food news! A_ breakfast 
THRILL so SENSATIONALLY different...” 
Wasted superlatives! 

Delicious toasted-malt flavor everybody 
LOVES...” How can one “LOVE” taste? 
WHO wrote copy? 

"Friends, there's NOTHING quite so con- 
vincing as actual facts, and here are some facts 
you CANNOT overlook!” And THEN states 
them. A useless NEGATIVE wordy lead-in. 
Stronger without. 

“In a few minutes we will tell you about real 
money-saving advantages and success-building in- 
formation.” It IS apparent WHEN it IS said. 

“Please get a pencil and piece of paper right 
now... Listener certainly has that much sense. 

“Some folks tie strings around their fingers to 
I sug- 
gest onel This copy-writer ties a string around 
HIS finger to OMIT THIS! 

“But I will tell you this..." Why say you 
are GOING TO tell WHEN you DO tell? 

“Well, ladies, it's a BRAND new year...” 
What's the difference between “new year” and 
“BRAND new year’? 

“That's all there is to it~no red tape of any 
kind...” If copy is clear, THAT should be ap- 
parent. Why waste expensive time saying so? 
Let copy speak for itself. 

"Well, you'll probably take a good tip, too. 
So take a tip...” If it IS a “good tip” it will 
speak. Agency-seller writes like he believes 


remind them of things they ought to do.” 


listener-buyers ARE morons. Could reverse be 


true? 
“And now here's an important announcement 
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for all you farmers who raise livestock.” If it IS, 

let it speak. 

Could go on endlessly. Copy-writers NEED 
revising COPY MANY TIMES TO ELIMI- 
NATE WASTEFUL TIME. 

Every quotation used was extracted from com- 
mercials submitted to or was used on WOC or 
WHO. 

WHY NOT pick up a handful of Dutch Masters 
—(WOR 2/21/44) 

PICK UP a handful of Dutch Masters] 

WHY NOT drop in again—(Dutch Masters— 
WOR 2/21/44) 

DROP in again! 

WHY NOT prepare for that first sniffle~(Penatro 
Drops~WOR 2/21/44) 

PREPARE for that first snifflel 

NOW, WHY NOT let the American man ~ 
(Mennen’s—~WEAF 2/21/44) 

LET the American man— 

WHY NOT follow the lead — (Mennen’s ~ 
WEAF 2/2/44) 

FOLLOW THE LEAD! 

WHY NOT settle the whole matter by settling on 
both (Sweetheart Soap —~ WOR 2/22/44 
1:45 p.m.) 

SETTLE the whole matter. . .] 

WHY NOT make it a rule on meatless days—~ 
(Baker's Chocolate-WEAF 2/22/44) 

MAKE it a rule.. .! 

WHY NOT change to Postum (Joyce Jordan 
WABC 2/23/44) 

CHANGE to POSTUMI 

“Why don’t you send for a box of .. .?” 

The psychology of words is to transplant thot 
from YOUR mind to that of LISTENER. 

Break down psychology of above, and here's 
what one has: 

“WHY ... send for a box of . . .?” 

“DON'T YOU—send for a box of .. .” 


In these re-arranged set-ups, one suggests 


“WHY” do the thing. Other suggests “DON'T 
YOU” do the thing. 


SEND for a box... 

WRITE for a box... 

ASK for a box... 

As corrected, this could be a command, sug- 
gestion, request, etc., depending upon HOW 
said, emphasized, and paused. 


We suggest: “Settle the WHOLE matter 
ee: ee 


If there is a desire to remove the commenda- 


tory suggestion, say: 


PLEASE send ... TODAY ... for a box 
of . 


ANOTHER SAMPLE! 
“DON'T WANT TO MISS .. .” (WEAF— 
Feb. 19, 1944. 1:00 p.m.) 
Three negatives—don’t 
“don’t want 


** want to miss.” 


“REMEMBER ...” would be positive 


Grammarians say: “Two negatives make one 
Positive.” 


THREE negatives make ONE POSITIVE 
negative] 

Remember { 

Remember J 

REMEMBER tf 

REMESIBER !f 

Remember ! 

Remember ! 

REMEMBER ! 


REMEMBER ! 
Remember ! 
Remember ! 
REMEMBER ! 
REMEMBER ! 

WHY repeat? To remind radio commercial 
copy-writers and radio announcers that RE- 
MEMBER is more practical MEMORY TRAIN- 
ING SALESMANSHIP than is “Don’t forget.” 

Every radio copy-writer AND every announcer 
who constantly keeps hammering away on: 

“DON'T FORGET”~and other negatives 
is building A FAILURE STATE OF MIND 
within himself and his public who listen! 


Kadio oninaselel copy proves that ninely per cent 


of nae samen copy-writers hives ttl, 


if anything, about any fundamental 
successful rites of 5a esmanship. 
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CHAPTER XXXVII 
EXAMPLES OF BRIEFING 


AS 

G OMMERCIALS are Each fifteen-minute commercial has two “‘sales” 
written with MANY wasted words. Reproduction talks which contain language which UN-sells its 
of THE CROWN LIFE INSURANCE COM- product. Each short one can be cut eight to ten 
PANY is a sample. One hundred and twelve words: each long one fifty, sixty, or one hundred 


words cut. Purpose is strengthened. Its lang- and twelve words. 
uage is NOW positive, pungent, and forceful, 
W O Cc Advertiser _____--CROSN_LIFE INSURANCE €O. 


To be run on jn NOON Ee 


CONTINUITY 


By. 2» NO... Dates es 


ANNCR: THE CROWN LIFE INSURANCE CQ!PANY presents THE CROWN 
RANCH BOYS! 

THEME: "Roll on Little Dogie" (Ranch Boys) #328-E 

ANNCR: (put ‘er on thick) Howdy ther neighbors, howdy! 

Reckon you've been feeling right chipper hex6 the last two 

days whet with the sun shinin’ so bright mdall! Guessda- 

yet of you fellows tave been able to get gut’ in the corn fields 
after a delay of some two weeks or more. Yet kpet, Speaking 

of that delay due to bad weatler, makes me think of ganfe of 
the storms we run up against in our om Lives! We go along 
singin' a song thinking a Ce ae eyer happtn te our famtly 
when BINGO..,.the props are knocked cleef out from under 

our feet. Tate for ins tan€e, Mhen a loved one passes away, 

and you haven't ga spare cash on tnd. It's tough theff, 

all right, and it's a hardship that san pe pla avoidedy 
X yoti pate @ CROWN LIFE nsuaavee pouigh protect ing’ all the” 
members of your family. You never teve toAprry ubat such 
things. This policy furnistes funds when you need them most. 
It only costs & $1 a month..jyst 10 dimes to cover everyone 

at home...up to 10 persons to’ pe exact, ranging from 1 to 

75 years of age, TeX) yor whet yet de. Write te~Crom Insurance 
this mrning. Jet Send a post card with your name and address 
gn}, no money yott understand, ed I'll see Lovie papectially 


that you get complete information on this jim dandy Crown 
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Advertiser ..____.CROWN_ LIFE INSURANCE CQ. 
Bs O Cc To be run on NOV. 14/4) 


A Se eS o 


Insurance. Think this suggéstion over while the boys ngfe 
play “WHEN THE BLOOM IS ON THE SAGE." 

MUSIC: "WHEN THE BLOOM IS ON THE SAGE." 310 F 

ANNCR:, Nice goin’ thefe boys, nice mint. White XY jpst 

dgx*t recollect when it's roundup time in Texas, I gure er 
know when it's time to take out a Crown Life Insurance 
policy...and that's rjefit now. The reason I'm ge’sold on 
Crown Insurance is because it's with a company where every 
policy holder is protected by ay insyrdnce corporation 

which deposits with the State Department a lezal reserve in 
trust to cover each policy. Yes, forks, Zhe only risk you 
take is THAT OF DELAY! Instead of waiting until misfortune 
strikes kr pe hefie, beat OLD MAN TROUBLE to the draw by 
applying for your Crow Policy pronto. dust rite te 

CROWN INSURANCE, caré of WOC, DAVENPORT. )e~and the beys 

ye spd thst vot are sorft phd details concerning this 
policy. 

THEME: “ROLL ON LITTLE DOGIE" (Ranch boys) #328 E 

CLOSE: Wet1, x guess Fo'11 be rollin’ along, friends. Glad 
to have had this little talk with you though, and 4 hore 

yor comé pack grt join us in another fipesTde chat/this sane 
time tomorrow. Until then, remember: CROWN LIFE INSURANCE is a 
GROUP POLICY which protects your entire family for grfy $l a 
month and pays px $1,000 in case of natural death, $2,000 for death 
due to auto accident, $3,000 in case of travel accident. 
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Continuity on Pages 154 and 155 Briefed and Made Positive 


Advertiser—Crown Life Insurance Company 
To be run on—November 14, 1941 
By~(ho)—Date—(Nov. 14, 1941) 
- short pause 
KEY: -- longer pause 
CAPS emphasize 

ANNCR: THE CROWN LIFE INSUR- 
ANCE COMPANY presents THE CROWN 
RANCH BOYS. 

THEME: “Roll on Little Dogie” 
(Ranch Boys) No. 328-E. 

ANNCR.: (put ‘er on thick) Howdy, neigh- 
hors, howdy! Reckon you've been feeling right 
chipper - the ast two days - with the sun shinin’ 
so bright] Many of you fellows have been able 
to get in the corn fields alter a delay of some two 
weeks or more. Speaking of delay - due to bad 
weather - makes me think of the storms we run 
up against in OUR lives] We go along - singin’ 
a song - thinking catastrophies will go around 
OUR family - - when BINGO - - the props are 
knocked from under OUR feet. When a loved 
one passes away-and you need spare cash on 
hand - it’s tough - and it's a hardship that CAN 
AND SHOULD BE avoided. A CROWN 
LIFE INSURANCE POLICY protects ALL 
members of your family. You can then be opti- 
mistic - about such things. This policy furnishes 
funds - WHEN you need them. It only costs $1 
a month - - 10 dimes - to cover EVERYONE at 
home - up to TEN persons, ranging from 1 to 75 
years of age. Write Crown Insurance this morn- 
ing. Send a post card with your name and ad- 
dress - no money - you'll get complete information 
on this Crown Insurance. Think this over while 
the boys play “WHEN THE BLOOM IS ON 
THE SAGE.” 

MUSIC: (Ranch Boys “WHEN THE 
BLOOM IS ON THE SAGE,” No. 310-F 
(1:06). 
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ANNCR: Nice goin’s boys, nice goin’. | 
recollect - when it's “round-up time in Texas” - 
and I know when it's time to take out a Crown 
Life Insurance policy - and that’s NOW. The 
reason I'm sold on Crown Insurance is - because 
it's witha company where EVERY policy holder 
is protected - by a corporation - which deposits 
with the State Department - a legal reserve - a 
trust - to cover each policy. The only risk YOU 
take is THAT OF DELAY! Beat OLD MAN 
TROUBLE to the draw by applying for Crown 
Policy pronto. Write CROWN INSURANCE 
- WOC, Davenport. You'll get all details con- 
cerning this policy. 

THEME: “ROLL ON LITTLE DOGIE” 
(Ranch Boys) No. 328-E. 

CLOSE: We'll be rollin’ along, friends. 
Glad to have had this talk with you. Join us in 
another chat - at same time tomorrow. Until 
then, remember: - - CROWN LIFE INSUR- 
ANCE is a GROUP POLICY which protects 
your ENTIRE family for $1 a month and pays 
$1,000 in case of natural death, $2,000 for death 
due to auto accident, $3,000 in case of a travel 


accident. 


115 words cut 

13 supplied 

102 words saved ~ 
commercial shortened 
copy “sweetened” 
1 MINUTE, 10 SECONDS SAVED 
LISTENER UNDERSTANDS MORE 
MORE INQUIRIES RECEIVED 
MORE INSURANCE SOLD 


NOTE TO AGENCIES: 

Actual radio commercials herein are used 
ONLY as examples to show WHY, HOW 
and WHERE, in AUTHOR'S opinion, im- 
provement can be made. Criticism is direct 
TO LENGTHY NEGATIVE WORDAGE. 


That alone is considered. 


If premise of this book is sound, our sugges- 
tions WILL AID agencies, HELP agency copy- 
writers, IMPROVE, their commercial copy, IN- 
CREASE listener audience, HOLD listener in- 
terest, create MORE and BETTER radio sales- 
manship, inducing MORE sponsors to employ 
agencies, buy MORE radio time, thereby 
SELLING MORE insurance, coffee, soap, or 


what have youl 


COMMERCIALS BREAK-DOWN 


Cross-section of 160 radio commercials, picked 
at random from files of WHO, covering 1941- 
42, consisting of subjects listed in rear of this 
book, gives following over-all gross data: 

Total words in 160 radio commercials: 34,075. 

Total words eliminated in first briefing: 10,119. 

This is a 29.7 per cent REDUCTION, with 
a 20.7 per cent SAVING of air time, with a 29.7 
per cent STEP UP in listening-audience appre- 
ciation, a 29.7 per cent DECREASING of listen- 
ers’ repugnance, delivering AN INCREASED 
PROFIT of 29.7 per cent to sponsor. 


A second or third time over elimination of 
more ‘poison prefixes” and “injudicious repeti- 
tions’ could have topped it another 10 per cent. 
Successful business BEGINS with FIRST orders 
but LIVES on REPEAT orders. THAT is based 
on A PLEASED customer to buy FIRST time. 
later learning that article equals advertisement 
and advertisement equals article. 

It IS worth while to increase an audience 29.7 
per cent. 

—to increase audience listening value 29.7 per 

cent. 
--to increase audience participation in sales 
29.7 per cent. 

—to declare 29.7 per cent profit in sales 

—to prove to sponsors radio broadcasting CAN 
increase its business by 29.7 per cent with 
things HE can do, WITHOUT additional 
cost to him OR ourselves. 


(For list of commercials and each reduction 
in figures, see P. 346). 


Many badlin copy-writers Peat) no more Scie an bots 


Poe | a typewriter. 


a? a pinch many of Eh sien gel along with the typewriter. 
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Another example of briefing commercial. 


Sorensen & Company 
Chicago, Illinois 
SUNWAY VITAMIN CONPANY 
Seript Noe 102 


ANNOUNCER: 
"You're looking mighty fine todays" How long has it been since saneane said that 


to you? WgeXS? Moptisr Yearsr A’aipele phyate = "YoptFe logktfig matty tine 
aya = yl mae ope pe pel pa 80 ie reopen Vita 
Concentrated mf earn oomplinents fof yet every day « that Vitexin BeComplex may 
work astonishing - ya, miraculous improvements in your appearance? Millions, yf 
millitas st people, are taking concentrated VITAMINS to help mak gnf“koop them 
healthy = nor VIGOROUB, and looking YEARS YOUNGER. ATT Jhese remiriable effects = 
ox yurr upat f are credited to B-Complex Vitamins by lged{ng hospitals, physioians 
and solentistse YEARS have been spent in research, and MIILIGHS of dollars, work= 
ing with VITAMINS so that you = yet, x00 300’ = gay be helped by those mipacilous 
wonder workerse FR 1g yp gk yal tte =Arat would epefi good looks man to AY- 
Py Daiyys accompanied by nervousness and irritable disposition? Here aro Se 
facts about judt one off teé BaCouplex Vitanins, the tromendously important nerve 


Vitamin Bel, (or Thiamin)» Ina test mde ina deloading Minnesota hospital, 


. 


® group of healthy people were given every food element necessary to health = exe 
cept Vitamin Bel, Kept on this diet lacking Vitamin Bel, they became depressed and 
discouragede They complained of'digry spells. They developed neuritis-like peins, 
back-aches, sore musoles, and spent slecpless nightse They lost appetite, and bee 
cams nervous and quarrelsom. Tpifie pf thats A group of healthy, happy people 
Decame old-looking, run=dowmn and nervous bsoause of lack of $he single Vitamin Bele 
But when those same people were again given enough Vitamin Bel, all quickly ro~ 
gained FULL HEALTH and VrcR. gx6 Rosurte of this test with Vitamin Bez; eoomed 60 
remarkable, so wibelievable, that another test was mde, this time with a larger 


groups x6 Rosulte wore IDENTICALE Yow triefts, QBEKT DOCTORS have said that 
B-Complex deficiency 18 WIDESPREAD in $6 United States, guftt my be that 107 700 


are suffering from @ lack of thit pafo Vitamin Bel and othor BeConplex Vitaminse 
pG Ghie may bo the ronson why YOUR mirror reflects a YOU that is old and baggard- 
looking instead of $h6 attractive person YoU used to bet Why you aro depressed and 
WERVOUS and go without sleep NIGHT after HIGHT, ruining pe appearance and you 
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ach hte: 
dispositions yet, trisaty, de you coulé Gad) gut Bom sya in opky seven sbeft days 
- end at NO COST AT ALL Gf)norvos, and appearance are yo improved = wpekttatt you, 
DO SOMETHING ABOUT IT, and DO IT QUIcKLYY! teh HER Je Mat you'DOT send no 
money’ Jud Sond yoof name and address to SUIMAY © S-U-H-W-AcT = in care of (station, 
City) to order $x6 me-dollar bottle of SUNMAY VITAMINS, acd you will be mailed a 
generous supply of SUNMAY Vitemin B-Complex Capsulose os y Capsutts cone 
tain powerful quantities of pet onYy nerve Vitenin B-) Sut ale Vitamin B-2 (the 
“peauty” Vitamin) = Be-6 (another Nerve Vitamin) = Pantathenlo (called the "acid of 
life"), and OTHER necessary health-piving Viteninge Tpes epessel . BConpiex Vitestin 
torrie Je“obtatiiable jaf nd other ways snd folxé, ropeniier $tst Many people maf 
$6 mi stake off thinking that getting out of doors in this warm weather increases 
thetr iteaxin B-Complex supplye This is gutte incorrect = $x sumshine and outeofe 
doors bas abssittely Gothing) to do with your B Vitamin supply. You’need the alle 
important health end energy giving B-Complex Vitamins eyerf bit’seEuch. Renpxtier, 

pen is gety one way you oan get the special Sunray BeComplex forms. SOlisee 
oargecfixt simply Sond @ pemy postcard--cr a letterr-wi yout nane 4 poses to 
SURMAY © spelled 8<U-I-We-a-¥ = care of (Station, City) and you will the 
dollar bottle of those SUNNAY BeComplex Vitamin Capsulese When it arrivos, give the 
postman ene dollar, plus sa tow cents postagee spetidey SUNMAY Vitacius pot SEVER 
DAYS under tho“ famous Sunway money-back guaranteet after seven days, if you are(Zot) 
entirely satisfied in EVERY way=~if NERVOUSNESS, FAGGED-OUT FEELING, POOR APPEARANCE, 
and OTHER symptoms which may be due to Vitamin lack are(not)improved—without DEUGS 
or MEDICINE of any kind@-SEND BACK thé remaining Supmy Vitamin Capsules and you 
will receive doptle = oe DOUBLE your money back—-for the“askiig. sunt po-Tioey? 
Your dollar bottle of SUNWAY B-Complex Vitamins will be miled C.0.D. Se TODAY == 
WO—befdte you forght--aend your order—youk WANS and ADDHESS a prpemy postecard, 
or in plettormto sUNMAT=-care of (Station, City)e Tht’ spmeitt--s-1-eai-r — 


opr gt (Stobtin, Offs Thi great Viseatn ofter git! yo Feb Sh Goo 


Sunway Vitamins Copy “sweetened” 
822 words in original copy. Listener more pleased 
189 words cut. Ill-will decreased 
8 words supplied. Good-will increased 
179 words saved. Message strengthened 
Commercial shortened MORE SUNWAY VITAMINS SOLD 


2 minutes commercial time saved 
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14:9:44 


Bo/rs RADIO PROGRAMME 


McCONNELL, EASTMAN & COMPANY 


LIMITED 


Client orp Top TAILORS LIMITED 


Plan and Merchandising Board 


Cob’ Spor ANNOUNCEMENT # 9 


@ Station CKSO, Sudbury Date Time 5:35 p.m. 


ANNOUNCER: I honestly can't give you any unusual reasons why 
Tg pre er a IS EB TT TA ET NET ETE D 


one hundred sixty 


thousunds of men prefer Tip Top tailored-to-measure 
a a TTT 


clothes above all others. But I dé think it's 
Bipfly this: thése men have found epee Tip Top 
raifors i the SOUNDEST clothing investment they 
can make, Tip Top clothes are always being 
improved - th value made greater. Only the finest 
British fabrics at the price are sought es bought; 
advancements +8/styling: afe constantly created. 
ThyYs if fre Tip Top way of doing things - the 
reason why the Canadian man's sense of "good value™ 
has made Tip Top jfle leader in tailored-to-mea sure 
Clothes and kept it there, Visit ypir Tip Top 
stfre today afa judge for yourself. ala renember 


~- it's always good style to go Tip Top Tailor-ed! 


FO 
Visit your ingles! Tip Top roe gen} street, Fal 


sudfury e 


SUBMITTED COPY AS BRIEFED: 
~ ANNOUNCER: 
why men prefer Tip Top _tailored-to-measure 
clothes. Tip Top is SOUNDEST clothing in- 
vestment they can make. Tip Top clothes are im- 
proved—values made greater. Finest British fab- 
tics are sought and bought—styling advancements 
are constantly created. This is why the Cana- 
dian’s sense of values have made Tip Top leaders 
in tailored-to-measure clothes. Visit Tip Top and 
judge for yourself. It’s always good style to go 
Tip Top tailor-ed at 30 Elm Street, East. 


—_——— 


DAMNABLE COMMERCIAL: 
That first sentence asserts “HONESTLY,” 


I can give many reasons 


then proceeds to prove himself DIS-“HONEST” 
by stating “reasons why”. 

He asserts “CAN'T give you,” then proceeds 
to give some. 

He suggests he “CAN'T give you any UN- 
USUAL reasons,” then states “USUAL” ones. 

The writer of THAT commercial proves him- 
self a dishonestly negative liar! 

That opening statement would drive customers 
FROM buying. 

As revised, it is re-stated IN THE POSI- 
TIVE. creating sales! 

Copy has been cut from 140 words to 84, 
saving 56 words; cutting time from 134 minutes 
to 1 minute, at 80 w.p.m. 


_Average ee LS capable of absorbing Buel digesting 
SO simple won per minute. 
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Kadio 


Client 


THE WEATHER MAN 


Product 
WEATHER PROPHET 
Station 
WHO 


City 
DES MOINES 


Remarks 
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ROBERT KAHN € ASSCCIATES 
Advertising 


430 North Michigan Avenue a Chicago, Iilinols 


ole 


Foruse SATURDAY, APRIL 18, 1942. 


ANNOUNCER: 
Fests, You've been without newspaper and radio weather 


forooasts long enough to know trait you miss them more than 


you thought, yoo woud. bes yowr%e probably said to your- 
asxt, "Yel, Puereti Snthing oan do. abptt ye." put tkére 
siaehdguah wai some sat 
arf gir oan be his owfi weather prophet when he owns tho 
angzthely acourate Weather House. It tells yet from eight 
to twenty-four hours in advance jyst what thé weather will 


be. Furthefnore th® Woather House is equippod with pf 


thermometer so thet you have an easy-to-read temperature 


gauge as well as x weather indioator. 4rd watt uptLd yot 
geo $46 Wepther Houte. It's one pt the most attractive 


weather predictor that you have erér seen or heard about. 
Ith mpede $6 Look“iike a miniature Swiss cottage, It+t 
seven inohes high and five inohes wide, dBith itS green 
thatched roof and green shutters it's a quaint, delightful 
addition to any hone. Yow hopets $kO way tho Westhor Howse 
gives your weather forsdast. Inside the house is a little 


boy and girl and an old witoh. When $6 weather's potig 


AO So tine, $hO little boy and gir) oome out of $h@ houses 


but when bad woather is ahead, iS 1h ttre boy and girl 


stay inside and thé ola witoh oomes out. The Weather 


For use SATURDAY, APRIL 18, 19426 


House ig guaranteed 46 worl/an6 i does werk with amzing 
@couracye Folks the omc ope’ depend oer” 5A dgity. pdt. 
astonishing, frieids, how much peel difference 4¢ oaf mine’ 


to yoo health pawp2l pe fo your pocketbook to know in 
advence whether to prepare for good weather or bade gr 


Extra coat, «pair of rubbers, pe old hat instead of your 
best oneecssyou take these orginiry precautions on $x6 right 
days instead of guessing blindly. Jaf frisads, 16 epey 
Se opn’ ths wepttor Houses No tyet gaff bottler gtE)%6 to 
got one, yt styefy write yoxf name end address on @ pemy 
postal geffd to Weather Man, jx“care pf Station WH0e When 
ef postman are aee with your package, ajuply pay hin dae} ; 
and pfow cents postage. Thatts git thefe J to it. or 
you prefer, send Jsf$1.29 with your order and savo $hs~ 
postages got trsettte,(3e you aro Got)absphitely satisfied 
with tk€ Weathor House, return it within five days and your 
money will be refumdeds) YO ure yp $6 Gena Ax your order 
wE e When you order $#6 Weather House pranptly you 
receive as @ premium the rare Tropical Good Luck Leafe 
This leaf lives on air ahetio., 69 Miter or soil 1's necossarys 
$26 Greatest novelty plant ever disoovereds Tradition is = 
&® pergon owning one of these plants will have uch good 
luok and successe. Small baby plants sprout from the leaf 
and reach a height of frm two to three inches. She” 
Gprouts are planted in x pot or garden and soon produce 
beautiful colored blossomse Tie Good Luck Leaf is guare 
anteed to grow anywhere, po friefide, Gacr ode Weather 
House thre ae and receive Froo this Good Luck Leafs 
Mail. ypuf néme and address to Weather san jx care of this 
atatione When thé Weather House and thé Good Luck Leaf 
beth arrive, aifly pay tho postaan $1629 anda few cents 
postages But dont getay = Ybil your postoard todays 
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Continuity on Pages 162 and 163 Briefed and Made Positive 


For use SATURDAY, APRIL 18, 1942. 

ANNOUNCER: 

You've been without newspaper and radio 
weather forecasts long enough to know you miss 
them more than you thought. There IS something 
you can do. Every person can be his weather 
prophet when he owns the amazingly accurate 
Weather House. It tells from eight to twenty- 
four hours in advance what weather will be. 
Weather House is equipped with thermometer so 
you have an easy-to-read temperature gauge as 
well as weather indicator. It’s the most attractive 
weather predictor you have seen or heard about. 
Looks like a miniature Swiss cottage, seven inches 
high and five inches wide, with green thatched 
roof and green shutters. It's a quaint, delightful 
addition to any home. Inside the house are a little 
boy and girl and an old witch. When weather's 
fine, little boy and girl come out of house; but 
when bad weather is ahead, little boy and girl 
stay inside, and old witch comes out. 

Weather House is guaranteed. Works with 
amazing accuracy. It’s astonishing how much 
difference it makes to health and your pocket- 
book to know in advance whether to prepare for 
good weather or bad. Extra coat, pair of rubbers, 
old hat instead of your best one—you take these 
precautions on right days instead of guessing 
blindly. 

To get one, write name and address on a 
penny postal to Weather Man, Station WHO. 
When postman arrives with your package, pay 
him $1.29 and few cents postage. Should you pre- 
fer, send $1.29 with your order and save postage. 

When you are satisfied—when you do agree 
that Weather House is best weather indicator~ 
send another to some particular friend. Send your 
order at once. When you order Weather House 


promptly you receive as a premium the rare 
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Tropical Good Luck Leaf. This leaf lives on air. 
Water or soil is unnecessary. Greatest novelty 
plant discovered. Tradition isa person owning 
one of these plants will have good luck and suc- 
cess. Small baby plants sprout from leaf and 
reach a height of two to three inches. Sprouts are 
planted in pot or garden and soon produce beauti- 
ful colored blossoms. Good Luck Leaf is guaran- 
teed to grow anywhere. Order Weather House 
today and receive FREE this Good Luck Leaf. 
Mail name and address to Weather Man, Station 
WHO. When Weather House and Good Luck 
Leaf arrive, pay postman $1.29 and few cents 
postage. Mail your post card today. 


RESUME’ OF PREVIOUS COMMERCIAL: 
Total words TO BE READ in one 15 


minute commercial ......+sceeeeeseeers 566 
NOISE: antares cost doeeaatnee aes 175 
Words supplied ........-22seeeeeeeeeeee 8 
Words left TO BE SOLD ............-- 5909 

7 min 


Original READING time, at 80 wpm .... 
Final SALES time, at 8 wpm ... 4 min., 45 sec. 


TIME SAVED 2.00 520¢.0c%e -. 20+ seen 
TWO MINUTES, FIFTEEN SECONDS 


=— commercial shortened 
copy “sweetened” 


EVERY LISTENER PLEASED 


Second commercial suggests: “If you are 
NOT absolutely satisfied with the Weather 
House, RETURN IT within five days AND 
YOUR MONEY WILL BE REFUNDED". 
THAT SALES ARGUMENT IS NEGATIVE. 
DESTRUCTIVE, TEARS DOWN SALES 
ONCE MADE, SUGGESTING YOU WON'T 
BE SATISFIED! Climax, final build-up, proves 
a dud. It UNSELLS sale. 

Suggested BETTER sales philosophy: 

“When you ARE satisfied—when you DO 
agree that Weather House is BEST Weather in- 


dicator—send another to some particular friend.” 


McCANN-ERICKSON nc: 


ADVERTISING (AR 
\AELY gto SOUTH MICHIGAN AVENUE - CHICAGO. 


April 25, 1946 


Mr. Harold Fair 
Radio Station WHO 
Des Moines, Iowa 


Dear Hal: 


Have a little job to do of analyzing the Standard 011 
commercials we are using on all stations, In order to 
do this I would like to get a letter from Colonel 

B. Je Palmer giving me his opinion of the taste we are 
using and the commercial appeal to our plugs. He is 
wolllmown to the Standard 011 Company and respected 
by them, He is also well identified with the radio in-= 
dustry as a whole and his opinion will be worth much. 


Can you personally tell him of our request and get us 
a reply at his earliest convenience? 


The commercials you have on hand are all representative, 
Use any one or any group you desire. It will be most 
appreciated. 


Very best regards. 


Sincerely yours, 


McC ANN-ERI 


Radio Director 


Kenneth Craig/am 


IN THE UNITED STATES: NEW YORK, CLEVELAND, DETROIT, CHICAGO, ATLANTA, DALLAS, DENVER, SAN FRANCISCO, LOS ANGELES, SEATTLE, PORTLAND, ORE. 
CANADA: MONTREAL, TORONTO, WINNIPEG, VANCOUVER. EUROPE: LONDON, PARIS, FRANKFORT, 0. M. SOUTH AMERICA: BUENOS AIRES, lO de JANETRO, $40 PACLO 
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STANDARD MELODY PARADE #859-860 
APRIL 22, 1946 


ANNCRs 


MUSIC: 
ANNCR: 


MUSIC: 
ANNCR: 


MUSIC: 
ANNCR: 


LUCIA: 
ANNCR: 


one hundred sixty-six 


The Standard O11 Company, on behalf of its agents and 
dealers, presents..eees 
SINGING THEME TO HUM 
With Lucia Thorne, the Songfeliows, and Austin and 
Scofield 
SINGING THEME TO CLOSE 
Lucia and the Songfellows open the program singing AH 
‘YES, THERE'S GOOD BLUES TONIGHT, 
AH YES, THERE'S GOOD BLUES TONIGHT 

() Ab, Spring - 4¢ onty¥ takes Gne bright sumy day to make 
you forget atf the gloomy wet days,.decan4-4t, Lucia? 
And vice versa. 

(7) Unfopbutiately right. fre may have some cold, wet unpleasant 
(3) days before sumner pts reaiTy | here 1(i WetT, yor cantt de much’ 
avert fhe wecthon, “bu but you can get your car set for warm 
woather driving i(S)ves, Aow is the right time to drive in 

at the Sign of Standard Service for a famous Ten Star 

Spring Tonic! This over-all treatment for a road-weary 
(L)car gives your pat the benefit of TEN necessary services.++es 
(7) performed with the professional skill for which your 

Standard 011 Dealer is well-knownl(f)Eor instance, the 

lubrication job that is so essential, is one of the ten 


items included in a Ten Star Spring Tonic 1/7] and #ihen 
your Standard 011 Dealer lubricates your car, he gives it 


the kind of lubrication that reatTy protects. 


ANNCR (CONT'D) He uses the right amount of the right libricant in the 
right places. He follows a factory approved plan set 
Go)» vy the manufacturer of your car./i/Reenter pogak for.a 
Ten Star Spring Tonic and you'Tl fend 1t will help keep 


your car running stronger... chingen sg 


MUSIC: SET SENTIMENTAL JOURNEY 

ANNCR: Is this a personal pilgrimage the Songfellows are making, 
or can anyone go? 

LUCIA: I think it's wide open, Barry. Do you want to join then? 

ANNCR: I should say (?)It's She kind of trip that appeals to me. 

LUCIA: (73) You have s“Let_ef company - the song led the hit parade 
for «let of weeks. 

ANNCR: (4) They're welcome to come alerg. Ant bho train's just 
leaving = All aboard for SENTIMENTAL JOURNEY. 

MUSIC : SENTIMENTAL JOURNEY 

ANNCR: Aren't Bill and Eddie a little behind time? This dance 
is 102 years old. 

LUCIA: The schottische? 

ANNCR: Sure, it was introduced in 1844, 

LUCIA: Ah, but you should see what a hundred and two years have 
done to it. 

ANNCR: It's changed? 

LUCIA$ And how it's changed. Bill and Eddie will give you some 
idea - this is SCHOTTISCHE AT SUNRISE, 

MUSIC : SCHOTTISCHE AT SUNRISE 

MUSIC s SPORTS THEME 

ANNOR: SPORTS 
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MUSIC: 
ANNCR: 


MUSIC: 
ANNCR: 


MUSIC: 
MUSIC: 


SPORTS THEME 
Finale time brings the song of the single track mind = 
which is of course, that of someone in love, 
ae Are you satisfied with the way your car is running?//Sfiext, 
wbettior the answer is yes or no, Mow is the time for a Ten 
Star Spring To tA your car is going alout smoothly, a 
(17)Ten Star Spring Tonic will hetp to°-keep it that way ... and 
whe it isn't running at its best, a Ten Star Spring Tonic will 
help to oorreot the faults that are causing the trouble. Here 
(J is a list of the services that a Ten Star Spring Tonic includes 
eee &@ check-up on tires, battery, cooling system, o11 filter, 
repacking the front wheels, inspection of the spark plugs, air 
cleaner, exhaust system, a complete Standard 011 Dealer 
lubrication job and an ofl change. Ask your Standard 011 
(4) dealer to drain out the oid winter-grade o11 while it is hot. 
This helps to clear out the sludge and varnish that have 
accumulated. Then he'll refill the crankcase with fresh, 
fast-action Iso-Vis. Iso-Vis is the motor oil that is 
(7}dependable and long-lasting. It resists ths formation of 
harmful sludge and carbon (Alves, Tso-Vis 1s a top quality 
motor o11. Remember, a Ten Star Spring Tonic will help 
you keep your car ruming Stronger oo. donger i 
SET ALL THROUGH THE DAY gan 
Lucia and the Songfellows sing of love that holds first place 
in all thoughts, ALL THROUGH THE DAY. 
ALL THROUGH THE DAY 
SEGUE TO SONG IS ENDED THEME TO FADE 
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ANNCRs This has been the Standard Melody Parade, sent to you by 
the Standard 011 Company, on behalf of its agents and 
dealers, This is Barry Lake, speaking for Lucia Thorne, 
the Songfellows, and Austin and Scofield, inviting you to 
join us tomorrow at six. 

MUSIC : THE SONG IS ENDED THEME TO CLOSE 

ANNCR: THE STANDARD MELODY PARADE is produced in the studios 
of WHO, Des Moines, 


Total words in original: 558 
Words deleted: 48 
Percentage deleted: 8.6 per cent 


Disgusted ledaner — the forgotton man — 
on, bis scl 
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$0,000 WATTS @ CLEAR CHANNEL @ NBC NETWORK 
| DES MOINES,7IOWA 


April 26, 1946 


Mr, Kenneth Craig APR 9g Ered 


McCann-Erickson Inc, 
910 South Michigan Avenus 
Chicago, Illinois 


Dear Mr, Craig: 


Appreciate your letter of April 25 in asking me to criticize tho Standard 
copy of April 22, 1946. In criticizing the“copy, which I do at tke request of 
yourself as well as Harold Fair, I do so with several objectives. 


First, t@ purpose of any commercial copy is to get an idea over and into 
mind of tue listener in ti most emphatic and positive manner to have last— 


ing effect and repeated purchases now and in the future. 


Second, je more words used, the“more it dilutes thought and $u€ less likely 
thO listener is to remember thf objective and purpose of a sentence in question, 
Especially ia this true of foreign words which are not directly applicable to 
je@ selling value in tee” sentence. 


Third, brief copy demands special thinking and expression on tke part of 
Ske anncuncer, This is brought about by proper pausing between positive state- 


ments. 


Fourth, you can always test the’value of a statement by using its opposite 
term and seeing what tkeeffect is. I believe in making positive statements 
dDecause it sells better, 


(1) "It only takes" has no value to tu sales of the statement which 
follows. It dilutes. Start your positive statement with "One bright sunny 
day" and fre word "will" is positive. The WOrd "all" adde no strength and 
weakens, "Days" should end the sentence. You close this sentence with a 
negative "doesn't it". Change that to put in the word "Aight" and when the~ 
ry a ee voice and tke inflection is raised, it comes as & question 
o Lucia. 


(2) Ifa statement is right, it cannot be ‘unfortunate. Your term “un- 
fortunately right" is scontradiction of language. It is equivalent to saying 
"the tall short man", Cut "unfortunately right", Start pot sentence with 
what follows, 


(3) "Really" adds no strength to your statement. To say "Summer is here" 
is a positive statement. 
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Mr. Kenneth Craig 
April 26, 1946 
page 2 


(4) More I hav® omitted six words containing one negative. Start with 
Prdofinite statement in $he next sentence. 


(5) You have a tendency in this copy to inject fee word "yes", It adds 
no strength. Start you? statement with the positive language and let it read 
"Now is the time". 


(6) Avoid repetitions, 


(7) There are tines and places where the word "the" must be are but 
wherever it can be eliminated it tends to strengthen tke language and Solari 


Seedilution of thought in jee mind of the listener, se“you witT nose Qeveral 
places I have eliminated that pre objectionable word. 


(8) "For instance" adds no strength to yed¥ copy and again dilutes think- 
ing. _BorSivery unnecessary word used in commercial copy must be interpretted 
in the mind of $he listener and insofar as he interprets unnecessary language 
it takes bint away fret tee things you want to-say thet you want him to get, 
jSkat you want him to remember. Start the“sentence "The lubrication job that 
is essential", Note I have omitted the word "so" for the same reason. 


(9) mite Wora Nand" pis ae“objectionable in opening 2’sentence as is the 
word "yes", Tho pokes, Oe, has been omitted here, snd for tee sane reason we 
pave omitted tke word "really". You Statement is gorf positive when you say 
“The kind of lubrication that protects", 


(10) Test this sentence by insertin JATt ovposite tera, , Instead of saying 
"up" say "down". IJn-Gther words, the tory does not set’ ‘uD a plan any more 


than it sets down u plan. It is better to say"approved plan set by the manu~ 
facturer', 


(11) Omit first two words; start with epositive statement “sk for". 


Oait "You'll find", so your statement should read "ask for a Ten Star Spring 
Tonic and it will helo, etc!!, 


t “ 
(12) Omit "the kind of". “It's the trip that appeals to me. 


(13) What do you mean yhef yor sey “a lot of company" and “a lot of 
weeks"? How much4company does it take to make a 8 lot, how many weeks are 
necessary to make a lot of weeks? pat what difference does it make thether 


it's a whole lot or a little lot? Let the sentence read "You have company ==" 
for weeks", 


(14) molhra "along" has no value. Again we omit tke objectionable 
word "and", Your statement starts "Fhe train's just leaving". 


(15) Again we have another objoctionable word that opens thé sentence 
"Well". Qmit "Well, whether", Start in with yout statement "The answer is 


yes or no." Jee Shorter you can make yout sentences tho better it is to the 
listener. 
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Mr, Kenneth Craig 
April 26, 1946 
page 3 


(16) nb Word "1f" aleve implies doubt, I prefer x“word which expresses 
ja time element such as "when", Tut/ford "along" adds nothing and ie elimi- 
nated. It strengthens yeuF statement to say "Your car is going emoothly" or 


even better "is running smoothly", 


(17) To tee end of keeping owt language positive, I woxtf object to Ane 
lenguage “help to", but I oetf understand tht tee Federal Commnications Com 
mission might think the® you should modify that positive statement. If 80, 


you may be compelled to leave "help to" in, 


(18) mie pdorda "the" and "that" are fearfully overworked in commereial 
copy. Nine tiw€s out of ten they can be omitted succgesYilly and here is a 
good instance, It reads more positive without using, 


} 

(19) If you drain the ofl, you can't drain it"out’ or dn. There's your 
test of the opposite word. If it is suo Ginter gerade oil! then it is auto- 
matically old and why say it? Let yout sentence read "Ask your Standard 011 
dealer to drain {x6 winter grade ofl, etc!, 


(20) again tuo unnecessary, "the", 
(21) Unnecessary "yes" to open the sentence, 


Herold Fair telle me thet you have a copy of Radio Salesmanship. We are 
now setting yer tke composition of the’ Sixth edition which will more than 
double the size of the’ Fifth edition in copy. It will probably be two or three 
monthe before 141s printed, but i4“goes into more suggestions of corrections 
for improvement of radio commercial copy. It might be of interest te~yet to 
know thet at the’ present time theFifth edition is used as a text in 162 
United States colleges and universities, 


I am directly concerned, out of a long memory of service that Standard 
Oil rendered to us years ago, sad, therefore, I am partioutarly interested in 
wanting to see Standard 011 do a superlative job of salesmanship over WHO, and 
for that reason have taken a delight in going over pre copy with jue hope that 
it will improve 447 I know thet you will take py“criticiams in a constructive 
sense and if I can be of ony further service te’you' at any fusure time, please 
call on me, 


Sincerely yours, 


WHO = DES MOINES 
— 


Total words in original: 1096 
Words deleted: 139 
Percentage deleted: 12.6 per cent 
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McCANN-ERICKSON rnc: 
ADVERTISING 
72 0 


April 30, 1946 


QIO SOUTH MICHIGAN AVENUE : CHICAGO. 


Colonel Be Je Palmer 
Radio Station WHO. 
Des Moines, Iowa 
Dear Colonel Palmer: 


Thank you for your letter of April 26th and your attached 
criticiams of the Standard 011 (Indiana) copy currently 
being used on WHO. We appreciate your prompt reply. 

I have read your book Radio Salesmanship with interest 
and value many of your theories. Therefore it is a real 
privilege to view your Suggestions with our own Standard 
O11 copy used as the example. 


T have had the attached copy transcribed with suggestions 
noted and will keep it in our files for future reference. 


Again thank you for the speed in which you enswered our 
requeste 


Yours very truly, 


McCANN-BRICKSON 
Radio Director 7 ; 


Kenneth Craig/am 


IN THE UNITED STATES: NEW YORK, CLEVELAND, DETROIT, CHICAGO, ATLANTA, DALLAS, DENVER, SAN FRANCISCO, LOS ANGELES, SEATTLE, PORTLAND, ORE. 
CANADA: MONTREAL, TORONTO, WINNIPEG, VANCOUVER. EUROPE: LONDON, PARIS, FRANKFORT, oM. SOUTH AMERIC4: BUENOS AIRES, RIO de JANEIRO, SAO PALLO 
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Original Idea and Seript by 


Martha Miokel, 
WWD C= Washington, De Ceo 


"SHORT SNORTERS" (All names and personal are 
fioticious - exception are 
names of countries.) 


ANNCR: "LEWIS PRESENTS...."THE SHORT SNORTERS" AUDITION SCRIPT ONLY 
THEME; "FLYING HIGH"...UP FULL FOR THIRTY SECONDS 


AUSTAD: Welcome to "SHORT SNORTERS" 3 


Ppfl yo gx eas ohsit ye fotn us for thirty minutes of tall tales 


told by those who have journeyed across the seas and have come back 


to tell pf their adventures. tpahy He present three adventureres 


who have oome back with whoppers. Each man will tell his story and 


you x6 listexrs will be the judgey’ gf 6 whose "SHORT SNORTER" is 
ty6 best. Late gh we'l tell you how you can vote for your favorite 
whefper but Weg listen $e thpSe tefl tales of ty6 pey-schere 

is Jimmy Simpson wth sole detn-p0-the eptth fects. 

SIMPSON: pet, Ne aX Imow it's superior design..-brilliant construction 
that goes into ot American fighting planes that makes them the best je 
ty woes eseeopatihtts the same %h clothing. JS oxpert fitting, 
styling and quality construction sO apc olg#ifing that has earned 
the LEWIS CLOTHING COMPANY, 1122 J Street, N.W. the reputation for 
being outfitters for particular men in Washingtoneeeefor selling 
ihe clothes of "poise and assurance." 

WA) tefl ypt more abatit tho wonderful va}a6s yg fjxtl x 
LpWtS ye tirgl hey6's Moy Augifd. 
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(2) 


AUSTAD; Thgethes , Jj. yer ors get on with our first "SHORT SNORTER" 
teaty. Welcome Corporal Henry B. Smith, Tail-Gunner of $6 
"HAPPY DAYS" 2.08 B-24 that wreacked havoc on the Japanese in Malaya 
and then wort ph $6 file HUMP to strange peril and excitement. 
Here yo# is Cpl. Henry B. Smith to tell you bit stefy of bitter 
Himalayan coldeseseAN AIRPLANE ¢...6eSEVEN MEN.J ...AND DANGER 2 

SMITH: wert, Monk, Moon I joined the Army Air Corps a couple of years 
before the war I had no idea thet I would ever fly over the Him- 
alayas and into an adventure that alpest seems impossible now 


that I gil peel eff remember it. Here's what happened. 


MUSIC : UP FAST TO SUIT LOCALE AND STORY UNDER AND OUT 


AUSTAD: Smith that was one of the most thrilling adventures I've erér heard 
come out the skies. You cerjeinly have lived an adventure that makes your 
presence here toaay sed almost a miracle... Thanks for being with 
us topdy. 

SLuPson: 19, ig Snot’ s an experience I'd jpef as soon not have. it 
men can have sn experience in good grooming if You'll go agth to 
the Lewis Clothing Company, 1122 J Street, N.W....and see their complete 
stock of suits, overcoats and topcoats. 

To insure the men of Washington ty best in style....tailoringse. 


and material, LEWIS have obtained the exclusive rights in Washington 
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(3) 


T0 SELL the famous KUPPENHEIMER line pf ment wast....tho favorite 
of discriminating men af over the country. 

KUPPENHEIMER suits are tailored by master craftsmen with years of 
experience in designing and styling $e olothes worn by men of 
distinction 44 a}f works of lyfe. 

For business or leisures+. Sef evening or sportswear,e.eTHE LEWIS 
CLOTHING COMPANY can supply your clothing nests in a manner that 
will mark you 9a man of good taste. Whether you gr short or 
tall, slender or stout, yor fitting problems oan be solved by 
ye expert tailoring you'll find in tee suite, overooats, and 
topcoats sold by LEWIS. 

AUSTAD: Yor kyem, thd’ npffe “SHORT SNORTER" signifies ope’ pf that legion 
of daring men who have risen into x6 skies from somewhere within 
the Continental limits of the United States to fly across pe 
oceans» Associated with thé founding of this club, fifteen 
years, was Clyde Pangborn, of Pan American Airlines. It's orig 
inal members were a group of barnstorming pilots who met one day 
to swap yarns and talk shop...They decided during one pf thes? 
gab fest# to form @ Clubess.and when they tyied sorarhe up @ 
suitable membership card they found tpet the only bit of paper 


any of them carried was a dollar bill. 
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So thf dolar bet] became both initiation fee and membership card 
of this unique organization. Each man present signed his name 
on every other pilots bill and so the olub was born. 
pkad’ se the “SHORT SNORTERS" have been subject to mich 
variation since that nee meetings «byt OA pinially they were 


simply eee a man mst fly from the United States to some fore 


iegn country....and be inducted by a "SHORT SNORTER" who was to 


write his name and $6 country where theapplicant landed on 


his membership card...the dollar bill. 

Whenever, a "SHORT SNORTER" is challanged by another member he mst 
produce his bill or pay a forfeit one dollar to every member of 
the club present. The bill oarried by "SHORT SNORTER" Franklin D. 


Roosevelt, for instance, is so covered by so many signatures that 


scarcely any wt the name can be read. 

That is the story of the "SHORT SNORTERS" and alefig with it 
goes a tradition of tall tales of adventure inthe skies. It is 
to bring you some of the best of these stories, based upon real 


experience and told by tet men who actully lived them, that we 


bring you this series of programs. 
THEME: UP FULL FOR THIRTY SECONDS AND UNDER FOR TEN AND OUT FOR: 
AUSTAD : yet Hore is our second "SHORT SNORTER"..A man with a story of 
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adventure that surpasses even the most fantastio At fiction 
vsean adventure that almost oost him his life and has been 
costing him money ever since because through it he lost his 
"SHORT SNORTER" bill. Here is Sgt. Harry Blackman with a 
story that will make tee chills run up your spine and hope 
with all your might that such an experience never happens 
to you. 


BLACKMAN: pi Mgr 4 


MARK: Sgt. Blackman, I'v heard plenty of stories before that I've 
been sot of sceptical about...but yours is certsitly one of the 
weirdest I have ever heard. Suppose you let our radio audience 


in on it. 


BLACKMAN: A a6 wt, Meth. It happened when I was flying for Uncle 


Sam and was helping establish an air route..(Begin studio fade)ee. 
for flying raw rubber out of the interior of Brazil. 

MUSIC: BRAZIL....UP FOR THIRTY SECONDS AND OUT FOR: 

AUSTAD: Yeti, Hgrfy, Br FEM befete, I've heard a lot of unbelievable 
stories but that ore corts#ily ee Ae prize for sheer drama and 
mystery. 

What do you think, Jim? 


SIMPSON: That was a grand "SHORT SNORTER" tale, Sgt. Bla okman..-.-and 
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corsethly an interesting one. I've been sitting on the edge of 
my chair oyee since you sterted. 

put...1 have a story of my own to tell. A story about the values 
in mens clothing po pO foynt in Washington. These clothes are 
sold at the LEWIS CLOTHING COMPANY , 1122 J Street, NW.,.and are 
tops for their style, comfort, and durability.....and that's what 
we want in these war times when we're ot trying to get the most 
for our money. 

wie | Giothing you'll fina at the LEWIS CLOTHING COMPANY are 
famous for thitr sturdy construction. ..gxf long-wearing ability. 
The careful tailoring and expert workmanship that goes into the 
suits sold at LEWIS enable you to wear them season after season 
ese with assurance of perfect fit and style. 

yStAs War Bonds are the best investment you can make fof you 
coyttryes+ethé values you'll find at LEWIS are the best invest- 


ment for your clothing dollar. eooe 


re ng Mark, how about introducing us to "SHORT SNORTER" number 
three? 
AUSTAD: Right you are, Jim, and here's the setting. The invasion of 
France had begun......Thousands wu thoupdode of ships ferried 


men, ammunition and equipment to the French Coast.. across the 
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channel. 


Protecting these vessels with their precious oargo, an armada of 


fighting planes darkened the skies over Normandy to beat back 


the frantic Luftwaffe. 


From this band of courageous pilots, here is the story of one 
daring man and his P=47. Ladies and gentlemen... meet Lt. Jerry 
Wade, of the United States Air Forces. 

WADE: Thpethe pr. 

AUSTAD: Youtfe welptho, JAS Hyd. +egx pled tp hax6 you Wah pS ye 
hep you stop apt nal anf listetiore ape goitie bo Pa 
intergSting. «$6 suppése yo, 4 right ahead and tell us about 


the part you and your airplane had in cracking Hitlers 
"Impregnable” Atlantic Wall. 
WADE: Qed xO York, pct shy. it yoo orf sued p *spatit SNORTER" wht 
doseti't wgxt pO tg abpaé hye flytig expeptonces.. duet etl 
PE IAPS yonge thet pal 
But Here's what happened $6 pes... 


MUSIC: "ARMY AIR FORCES"...UP FOR THIRTY SECONDS...OUT FOR: 


AUSTAD: Thank You, Lt. Wade, for that story of how you and your buddies 


made the Invasion of Europe possible. Say, Jim, Coy ow think 


it's time we tell our listeners how they can vote 
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for their favorite "SHORT SNORTER" 
e 


SIMPSON: Ryett Mgr. .++Eotks le you've enjoyed this program and have one 
particular story that is your favorite, just wyicfe yea letter or 
postcard and tell us your preference. Address yout lsetér t0~ 

"SHORT SNORTERS", care of this station. 

pet Moon all the letters are in we'll tell you next week whose 


"SHORT SNORTER" was chosen as "The Tall Tale of the Week." 
AUSTAD : Reenter, if’S imporfant. Write pf gud tekf ys which oxé 1” 
your favortte. Ronpuer ,Sits youf thé listeners, who make the 


choice. dw Jimmy, how about a final word about the people who 


make this program possible. 

SIMPSON: Fic, Mock apd I'l pe 4 short and supet. 
Yet, ‘ve been talking about clothes of "poise and assurance" 
eeethe motto of pe LEWIS CLOTHING COMPANY, lize J Street, N.W. 
whether you have a date with an important client, or ol 
girlese.it's 5 E clothes that determines the impression you wr 

wt ard 

makee You afford to be seed pt car 


that's where LEWIS comes in. They mi give yod ne clothes that 


makes you stand outescethat distinguish you as an individual. 


dressed and 


Go to the LEWIS CLOTHING COMPANY, 1122 J Street, N.W....and make 
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your start towards becoming an agressive dominating leader.eee 
That's the LEWIS CLOTHING COMPANY, 1122 J Street, N.W. Washington, 
D. C. 


THEME: UP FULL THIRTY SECONDS FADE UNDER FOR 


AUSTAD: Thpxks fot being With yao TAS Yo Tap “huste spoeiting extt 
wpe ngat ph.» 80 Lone for nat. 
SIMPSON: The LEWIS CLOTHING COMPANY enjoyed bringinh you this program 


of "Tall Tales by Short Snorters" and hopes thet you wat find 


it enjoyable listening. Be with us agéin next Sunday when your 
"SHORT SNORTER" Program will present three more men with their 
stories of adventure in the clouds. SO Citi next Sunday ye 
sey "Goodbye"...and invite you to join us again foresee. 

AUSTAD: “THE SHORT SNORTERS 2: " 

THEME: UP FULL AND OUT 

SIMPSON: All music on the” preceding program was recorded 
and transcribed and all tho names used were ficticious. 

Total words in saci 1705 


Words deleted: 323 
Percentage deleted: 18.9 per cent 
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ANNOUNCER s 


ANNOUNCER : 


ANNOUNCER: 


COMMUNITY AND WAR FUND 
CHAIN BREAKS 


FOR USE FROM NOVEMBER 15 THROUGH NOVEMBER 28 


il ° jolted 


Chicago will meet its Community and War Fund gonol oy if every person 
givos from the bottom of hh hott apt tpl” boom of his pocketbook. 


We still have o million dollars to givo. Have you done your Z 


shero? The aged, the sick, the young=--9¥f oydr tf worfa---Look 
to us for help. WS cot Ik thf dow. We must mect our goal. 


Give to tho Community and War Fund now. 


{2 


Millions of voices ery if: Yrypgkse"....Please givo to the Community 
and War Fund: The voicos oro those of starving children, sick and 
wounded men of off allied forces, their families, our of noighbors 
hoe at home...the old, the sick, ond the young. SOLD 9h 
ansy6t thgtr ope, We must meot our Community and War Fund Gocl. 


Chicago spit has & million dollars to give. Be sure to do your 
share, NOW! ! ! Pleaso! 


db 2 


A million dollars to go! A million dollers to GIVE, That's the way 
Chicago stands in tho Community ond War Fund Campaigns Chicago still 
has a fyf1 million dollars to give to this campaign. Have you given 


ALL YOU POS@TRLY CAN? Remomber...the nocd is great. 
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mCP Dp) wouldyYt let you say cua ae child. That's why 


you 6anyh Cfo to the Community ond A Fund. There aro millions 


of children who bencrit from your contributions. Moen, women, and 


childron, pO world over, nood ye help. JA cnicngo oy has a 


million dollars to give, We must meet our goal. Give NOW to the 


Community end Wer Fund, 


lt 


if0e 
ANNOUNCER: losis workers in to Community and ft Fund Campaign still 


have o million dollars to raiso I fo fh ive your swe ---yfir 
FULL shere. We ose oath 5 allies and our oh boys and 
girls in uniform. wiv gh ur neighbors yk neod our help hghe at 


home. Give all you can to the Community ond War Funds 


if6- 
ANNOUNCER : Hig poe tet Chicago s}¥T1 has o million dollars to give 


ANNOUNCER : 


to the Community and War Fund Campaign, That npetby is for our boys 
and girls in uniform, for our fighting cllies who neod help to carry 
on and build BOY peace to como, and for our neighbors noe in Chicago- 
land. We must moet our goal. Give more than ge before to the 


Community and War Fund. Please! 


a Lj4 
Chicago say fos the s@orving children of Europe, and Chindeee 


to oh fighting allies of the Philippines who need our holp 96 dosper- 


ately. wo te say gee to our oft boys and girls in wiform who 


look to the USO for their "homo away from home". That's why we must 
givo more than gf before to the Community and War Fund, Chicago 


vas has a million dollars to give. We MUST moet our goal. 
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COMMUNITY AND “AR FUND 


“i. 
ONE MINUTE SPOT 


FOR USE FROM NOVEMBER 26 THROUGH DECENBER 15 


ANNOUNCER : 


Fr ee dollar we give to our Community and War Fund is an 


investment in happiness w.happifens for others pO At covers dozens 


of different activities, JF instgethe, Hone and overseas entertain- 
ments for our boys in ty services, such as USO-Camp Shows. pode 
you've e had a letter from one of $e boys about those Camp Shows, 
you KNOW what pleasure they bring. But in addition to USO, “ar Prisoner 
Aid, and other foreign services, your dollars help pt rorks right here 
in our gf noighborhood. You oan s$efl contribute by mail in time to 
help Chicago pf over the top. Send cash or # check now to pe 


Community and “ar Fund, Chioego 2, Illinois Put your contribution--- 


as large off as possible---into the meil.ri t yh, PLEASE, .,the 


need is great. 


Vot eit Lith, for hati wich 
[Sut how much for how littl 
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COLMEUITY AND “WAR FUND 
ONE TMINUTE SPOT 


FOR USE FROM NOVEMBER 15 THROUGH NOVEMBER 28 


ee SP SS SS 


ANHOUNCER: Listen to part of a letter from a G.I. in France, He says: “I found 
myself part of the invasiones.sliving inside a foxholees not washings ove 
and not getting out of my clothes for days at a time. The only thing 
that got me was the deadly monotony...not knowing what day it was or 
even what month---I was ready to blow my top. Last night I saw a USO- 
Camp Showe A guy by the name of Willie Shore and two dames. It took him 
about half an hour to get the fellows loosened up enough to laugh. It's 

funny, but you seem to forget how to laugh. But he finally broke through! 

Lord, it was wonderful to be able to get a good belly laugh. The whole 

thing was like a steak dinner...and Buddy, I sure would enjoy a steak 

dinner. I bet there were ten thousand G.I,'s in that field who felt that 
they had a month's vacation as a result of that little USO show last 
night." (PAUSE) 

Folks..syour contributions to the Community and War Fund make USO-Camp 

Shows possible for our boys. So doy yet teh agutf. Chicago wi has 


a million dollars to give. Please,.,the neod is greate 
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ONE MINUTE SPOT 


FOR USE FROM NOVEMBER 15 THROUGH NOVEMBER 28 


ANNOUNCER: When American airmen are shot down over enemy territory and taken as 
prisoners-of-war, they need ot help. These men behind barbed wire 4 
live the same, empty life. There is nothing for them rs 4 but waitee- 
waiteeeand try to hold on to thpir sanity while they wait. That's why 
we have War Prisoner's Aid. It provides our boys with ye things that 
wis help them 6 hold on during vnyhe empty days of waiting. Books. 
Games. Athletic equipment. Make-up kits for amateur theatricals, 
Musical instruments, (PAUSE) It takes money to buy these things. 

More and more money as more and more of our mon wind up in prison camps, 
i fn0 way that we can help tif is by giving that money to War Prisoner’ 
Aid through our Community and War Fund. JO cpe“t st ttm dg. Those 
boys are counting on US to bring them back Sa tps coustry in good mental 
end physical condition. pbx all you can to the Community and War 


Fund. Chicago still has a million dollars to raise?! We MUST reach our 


goal. 
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COMMUNITY AND WaR FUND 
ONE MINUTE SPOT 


FOR USE FROM NOVEWBER 15 THROUGH NOVEMBER 28 


Se rec re ere ne ee en = ED 


ARNOUNCER: 1% mijWion doffars A million dollars can bring food 
yA gol pai hon doytire got 


and medicine to millions of Europe's starved and oppressed peoples 
J on aopatrs can bring the USO and USO-Camp Shows to millions 


of our gf boys and girls in uni formg Joye dopsets can provide 


child care, hospitalization, homes for ty aged, and hundreds of 
other yf services for thousends of Chicago's of toni lies f 
ni yon doljérs can help to re-build the health and morale of oer 
nations who will sit with us et the peace table. These are just 
a few ft yf reasons why Chicago must give another one-million- 


dollars to the Community and ‘ar Fund. ED Io teen aghh. 


Each of us must give to the limit. Every dollar of our Community 


and War Fund goal is bagty needed. ff this wen spfad, MA need 


another million dollars 3 oper to go over the top. Our boys 
have gone “over the top" for us time and tye again. We MUST go 
over the top for then. fd hj, CAN, if every person gives more 


ty oer bepore to the Commmity and War Fund. Pleasett! 
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COMMUNITY AND WaR FUND 
ONE MINUTE SPOT 


FOR USE FROM NOVENBER 15 THROUGH NOVEMBER 28 


_ Se ony 


We ar (pe) fighting this war Plone. Ve willgf)make tpe peace 


alptfe. yg hives of otf sons and brothers are dependent upon t 
skill, tp bravery, $y faithfulness, of our ellies, who live in 
pe YA fic A war-shattered Europe .- «97/4 Chira,..and the 
Philippines. pheMen, tp wonen, anc eyfn Pad chilcren of these 
countries have known disasters which have never touched we hp 

J Chicagoland. Their homes have been wrecked, thpfr cities 
bombed, thetr farm lands laid waste, tbefr transportation disrupted, 
theft water supplies cut off or polluted, theft food contaminated. 


We cans share their tragedies dinsetty, Dy canton tip by 


giving to our Community and War Fund Campaign. Chicago still ,. 
needs a million dollars to go ovor the top. We éa (iter 
fighting allies, jt our oyfi men in uniform, Or our neighbors 
who need of help hel at home. We must dig gh deeper to raise 
another million dollars. The need bef norer bof greatpts When 


a solicitor oalls of give all you can to the Commmity and 
War Fund.. Please. 
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COMMUNITY AND WAR FUND 
ONE MINUTE SPOT 


FOR USE FROM NOVEMBER 15 THROUGH MOVEMBER 28 


ANNOUNCER: There are 92,000 volunteer workers in Chicago's Community and War 
Fund Campaign of 1944, Every one pf theft is giving frptly pA his 


time aaa efforts. i vesjfes ty, Every one 9 thf is making 


a finanoial contribution. pero must do your party $e, if 
Chicago is to reach its goal of almost 13 million dollars. We 


still have a million dollars to 60, jf thy camp gn When a 


volunteer worker solicits yt oe your contribution, nS 
x give we generously, of yo poss#bly ok. Our fighting allies 


on two sides of the wor lfefe coMting A yr Our boys and girls 


in uniform are counting on us. pO Go are ty young end tpS old, 


y6 sick and of crippled iit hg in Chicagoland. Poot 


if tha. We must raise another million dollars to go over the 


top. op if thofe anf ot. Your money is opty neoded. «NO. 
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COMSUNITY AND WAR FUND 
ONE MINUTS SPOT 


FOR USE FROM NOVEMBER 15 THROUGH NOVEMBER 28 


ANNOUNCER: The USO is a combination Fas lps of little things which make for 

ry vn big thing called morale. aA friendly omete for of coffee, 
game of ping pong. These are some po things a serviceman 

enjoys in a USO club or lounge, TpeSo ye thites which mean »o& 
much $f hy when he's off duty and has time to miss #6 nice things 
of life t he left behind when he went pote fight for Uncle 
Som. sf frigdds..7fhe USO is you. It's ono million Americans 
volunteering thefr time in ty6 3,000 USO Conters. POTE's pl 
millions of dollars pret fmericans everywhere are giving to their 
or Community and War Fund to keep the USO going. He Tn 
Chicagoland, where our goal is elmost 13 million dollars, we still 


have ¥- million dollars to raise. The USQ,jé coupwing gxysl Jeo 


millions of men and women who use the USO, are counting on us. We 
must reach thet, goal. iG) igh gh tht "woe sof." 
Thoy're giving more than anyone expects of USe We must give 
like we've never given before. ‘hen a Community and ‘er Fund 


solicitor calls of yA, make your contribution equal the sacrifice 
of our boys who Ss fightémm oversoas. 1X6 Abst you can give is 


pe least you can do. 
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COMMUNITY AND WAR FUND 


#2. 
ONE MINUTE SPOT 


FOR USE FROM NOVEMBER 26 THROUGH DECEMBER 15 


ANNOUNCER: 


The Community and War Fund needs every dollar vou c give. Chice go 
must raise its 13 million-dollar-goal, yO nfier yes Ee e wort 
cause! It covers dozens of diffefent activities here and abroad, It 
helps te crippled and te poor right in our, of community, It brings 
clothing and food to t} under-privileged, medicine to al siok, and 
hope to is Siek-at-heart, , This is where your dollars go in our gh 


Community and “ar Fund, @ volunteer for the Community and “ar Fund _ 


hag yf oh at your home, Jo vk eontpibution nof. It's a 
gift to gut fighting men and our allies, 4 git to our of neighbors--- 


and git to all humanity. Send cash or & check to ye Community and 
War Fund, Chicago 2, Illinois. With tf solid support of eyory person 


in Chicagoland, we oan and yond put our city over the top. 
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COnsUNITY & WAR FOND -- 1 ALNUTE SPOT 


#3 ( 
Yar is hellt ... poe pe on the battlefield, pet ejgiit here in 


out of comnunity. Tyfe0 Kiss bsck of the railroad tracks whose 
nothers work in war plants ... the 1 e crippled boy corn the street 
whose Ded is a peratrooper somewhere in the Pacific eee thut old wen 
in the next block who needs medical care, whose son is fighting the 
Japs. These are the people MM Ig ov nelghbysfiood your dollers help 
in the Community and Wer Fund. Your dollars also help 25,000 Chincse 
wae orphans, 5,000 homeless children in Greece. They bring USO 
entertainnent to pe fighting wen ... hopg to Americens in Nazi 
concentration camps, through War Prisoners! Aid. Your Comamity 


and Yar Fund serves 137 home front health and relfare agencies. 


Tyst's yr Your donation ty y fr aust ve as large as possible wee 


PLEASE! 
Total words in original (10 commercials): 1837 
Words deleted: 325 
Percentage deleted: 17.6 per cent 


Pp ath of bait resistance 1 what maies 


rivers ope men aap laa: 
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520 NORTH MICHIGAN AVENUE, CHICAGO 11 » SUPERIOR 3000 


John Morrell & Company Red Heart 
3-14-45 dr Alex Drier 
NBC = April 14 R-1119-16 


PRENTISS: Alex Dreier's “Weekly News Analysis !" 


ORGAN: FIRST FOUR BARS, "Whistler" ... THEN FADE ... OUT BY END OF 12TH BAR 


FRENTISS: Alex Dreier, tpe noted NBC commentator, is presented by John Morrell & 
Company, packers of quality meats for 118 years, and makers of New 5-Flavor 
Red Heart. New Red Heart, tp6 TASTE-tested food that your dog will enjoy -= 


ty HEALTH-tested good that will keep him in shapes Ask now for New 5-Flavor 


Red Heart 
ORGAN: LAST LIGHT BARS, "WHISTLER" 


FRENTISS: Radio and press bulletins hyo brought ye tho news during the past seven 
days. And NOW, Alex Dreier's Weekly News Analysis" gives yok a 
clear, concise picture of what that news MEANS. His guest today will be 


- (PAUSE) Here is Alex Dreier. 


Sh hon paella all day to he properly esipial 
hen the farmer comes once to gel the 2G. 
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MIDDLE COMMERICAL 


DREIER: Jet Iya pmo + I'll call in my guest, from 
e Rigi nh, here's yott fryénd, Ed Prentiss, with a 


word about Red Heart! 


PRENTISS 1 1% tox6, igittt so -- + Win yoshowitte tog your Haaencken of hy $a hywe 
his welfare 9 hogrt. - It's jyst a matter of knowing WHAT'S Sue best thiig to do 
for that dog! 55 pt fe ag 9/Gugetfon: What do you feed him? 


YOMAX : Worl, I'm a dog ower, Mr. Prentiss -~ 5S let me answer. I usugfy give Buster 


Whatever is left over from our maols. Isp that all right? 
PRENTISS: The trouble with table scrap feeding is that it's hit-or-miss.-“four dog 
G “Set a OOMPLETE diet geek yg Lot 506, Arias are five basio elements EVERY dog 


needs for rp heatlh -- to grow axhye“eho , to resist disease, to keep a 


healthy coat and teeth. 

WQIAN: How oan I be sure he gets gf those things? 

PREXTISS: By feeding hyet New $-Flavor Red Heart! pot New Red Heart is planned especfally 
to GIVE your dog EVERYTHING he needs for maximum nourishment -- OPTIMUM NUTRITION? 
ao He11 EAT New S-Flavor Red Heart with a honsSt-te~goodpers appetite -- for 
it comes in three delicious flavors dogs regity like. Feed them in rotation -- 
for variety thet will keep his appetite hearty! 

WOMAN: That's a GRAND idea, Mr. Prentiss’) Thanks for the geod advise 3 

PREBTISS : Yoyre welgome! It's advice thet thousands of wise dog omers have been followings 
forks. SS, He make sure YOUR dog has the complete diet he needs for sturdy health, 
get him New 5-Flavor Red Heart -= the food 94 dogs out of every hundred r y 
went for in a recent nation-wide surveys Red Heart has been granted the Good 
Housekeeping Seal! 6 ive your dog these 3 delicious Red Heart flavors -- beef 
(ORGAN CHIME), fish (ORGAN CHIME), and cheese (ORGAN CHIME) -- fed in rotation. 
(CHIME CHORD) All three contain the same nourjefing ingredients. Ask your 
dealer today for (DOG BARKS RED HEART) NEW RED HEART. tpit's 21 It's the TASTE- 
tested food tha€ your dog will enjoy ss. the HEALTH-tested food that will keep hin 


in shapes 
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PRENTISS : 


DREIER: Our guest next week will be 


ORGAN: 


CLOSING COMMERICAL _ B-1119-16 $3 


Alex Dreier will return  —n Ist apt, 9630 pt Mons that's 


interesting to every dog owner. Tomorrow marks the beginning of the week designated 


nationally $6 pé“to "Be Kind to Animals." Nn et 1y Gfaybody who owns a pet IS 
kind to the animal he owns -- week in, week out. pet Late event is a hsxfy 
romindery ht te 8 91h that gut pets have feelings, $e6t Ppl axpxte,fney 

have likes and dislikes when it comes to food. They get tired of a monotonous 
diet. ti Gneir appetites are better when they have VARIETY in their meals. 
gobe you own a DOG, it's the biggest break you can give him to see that he gets 
New 3-Flavor Red Heart regularly! Sof Yew Red Heart GIVES hy variety -- in those 
35 distinctive, delicious flavors that quit dogs enjoy! It gives hy the ooarse 
orunchiness he likes, $e! pa New S-Flavor Red Heart is ve GOOD for your dog == 
because it gives him maximum nourishment: OPTIMUM NUTRITION: Order all three 


Red Heart flavors -- today] 


= R-1119-16 <4 


po Mati next Saturday at the” same tine, gure Alex Dreier speaking for 


John Morrell & Company and wishing you, "Good Morning." 


IN ... FADE 


PRENTISS : (316 Baxers of Red Heart present Alex Dreier eaoh week over thee 126 


SOUND: 


stations of tx National Braodcasting Company.) Be sure to listen to 

Alex Dreier's "Weekly News Analysis" ageth next Saturday ... brought to you 
by eo (ORGAN OUT) 

DOG BARKS RED HEART 

New Red Heart 2 That's it New 3-Flavor Red Heart’ 


(hg) TS 6 ph Prpctfios 


Total words in original: 695 


Words 


deleted: 155 


Percentage deleted: 19.4 per cent 
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ROEN : 


DREIER 


ROEN : 


Skelley Oil Company Alex Dreier 

R-1111-146 
3/5/45 NBC = April 2 
From the NBC studios in Chicago, Skelly Oi] Company presents Alex Dreier, 


with the first network news commentary of the day. Higfe f Alex Dreiereece 


(COMMENTARY ON NEWS) 


whi, Zz sugtone Bavions has yostgfiay's April Fool jokes ott pt nye 
sysfom by this time -- 54 & can talk seriously about ty heavy work 
season for farm machinery that's right on top of use There's no fooling 
apbut 4 tgtt tat this year farmers will need every ott pf help they 

can got from their machinery. Byén Kes food has to be produced and 
shipped so you'll want to keep that farm equipment ot yfars hummings Sof, 
fn Boye af suggest that you give all yohr machinery a leht-njhite checkup 
jySt to be sure yoy/ve coveted everything. If you've missed ah rust 
spots, snd t of dofmn af paiht ‘em with Skeloo Farm Machinery Paints. x7 
Vs you've missed fy bearings, arms, joints or ay other moving parts 

give them a libéral treatment of Skelly Fortified Tagolene Oil or Grease. 
wa, Ls you've happéned if over ook anyyhing jh yar lubrication needs, 
remember your Skelly Tank Station Salesman or jobber will J gj4a to deliver 
what you need right to your farm without fuse or bother. yk "s Gheck yp 


again and make sure we're yf "Fortified in '45." 
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HENRI, HURST & MCDONALD, Inc, , P ff) | 
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Skelley Oil Company Alex Dreier 
R-1111-146 


3/5/45 NBC = April 2 
ROEN;: From she NBC studios in Chicago, Skelly Oil Company presents Alex Dreier, 


with the first network news commentary of the day. Hote if Alex Dreieres. 


DREIER: (COMMENTARY ON NEWS) 


ROEN: W 1, x eughose @roryone has yostghéay!s April Fool jokes of pf nfs 

sygfen by this time -- of @ can talk seriously about yb heavy work 

sien for farm machinery that's right on top of us. There's no fooling 
aybut 4 tobe tat this year farmers will need every ptt of help they 

can get from thgir machinery. Bybn Kee food has to be produced and 
shivped so you'll] want to keep that farm equipment pf yhars humminge Sj, 
fn go 6 suggest that you give all yor machinery a ight-njshite checkup 
jyst to be sure yoy/ve coveted everthing. If you've missed a rust 
spots, sph t ohh dgn af paiht 'em with Skelco Farm Machinery Paints. KS 
Qe you've missed fy bearings, arms, joints or ay other moving parts 

give them a libéral treatment of Skelly Fortified Tagolene Oil or Grease. 
fa, Ze you've happéned if overlook “anyWhing jé ysur lubrication needs, 
remember your Skelly Tank Station Salesman or jobber will Pad ga to deliver 
what you need right to your farm without fuse or bother. ig 's Gheck yp 


again and make sure we're pf "Fortified in '45," 
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Skelley Oil Company Skelgas Trailer 
R-1112-146 


3/5/45 mc NBC = April 2 
20EN: Alex Dreier will retugn with more news, in” p-foperit. (PAUSE) 

Cond u get a vit k gut of going through magazines and imagining your 
house full of gxf the“ propised new postwar devices? Sf coyhe dt may be 
some time before we have an airplane in every yard but it's going to be a 
protty wonderful world for all that. : TS tose Mew Skelgas ranges, 
refrigerators and water heaters twit are being planned for you right nOWe 
They're going to be apett the slickest, most beautiful appliances you ever 
saw. A Skelgas refrigerator will make frozen desserts, chill vegetables, 
or freeze ice cubes in papier of’ minutes. Your Pentess ange, with its 
automatic temperature control, will cook a ‘osinoian el pea 
sia yet, and without heating up the viele kitchen, to pata MK tn a Skelgas 


water heater you'll have all the hot water you'll erér need for cleaning, 


washing, bathing, laundering and ext other uses. Incidgafally, rieht Hon 
is a good time to plan Sor that Skelgas kitchen. Remember, the War Bonds 


you're buying and holding now will help yp pay for it. 


(CLOS ING) 
ROEN: Listen agen tomorrow morning as Skelly Oil Company brings yp! Alex Dreier 
and the first sa twork news analysis of the day -- same time <= same station. 
Total words in original: 433 


Words deleted 05 
Percentage deleted: 21.9 per cent 
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Ballard & Ballard Renfro Valley Folks 
3-28-45 dh CBS = Apr. 18 R-1104-186 


§ 


THEME: "TAKE ME BACK TQ RENFRO VALLEY" (INSTRUMENTAL) == 8 BARS AND FADE FOR eee 
MEEKER: Good morning, friends. Ballard & Ballard, makers of delicious OvenReady 
Biscuits, invite you to op wixh ps $e/ beautiful Renfro Valley, deep in the 
hills of Old Kentucky, to join John Lair and ot the Renfro Valley Folks. 
THEME: "TAKE ME BACK TO RENFRO VALLEY (VOCAL) -- UP AXD FADE FOR ... 
MESKER: How often do you serve biscuits ptyouf hose? Often enough that the time it 
takes BS 5X6 theft really counts yx, doesn't it? Wert, dnat's YOUR sue to 
gor inet $6 habit pf’ servierg Ballard's OvenReadies == the delicious buttermilk 
bisouits that cone #6 yotl gif ready to bake! sie Stic refi old-fashioned 
Southern biscuits, ant tty con é with all th mixing, rolling and cutting done. 
You sinpty whisk those OvenReadies from their spic-and-span red, white and 
blue package into a pan, and aes the hot oven! In spt a few minutes, it's 
serving time! Pt - family is sure to agree that these OvenReadies are 
the BEST biscuits they ever tasted! Yel $00, ur grocer keeps OvenReadies 
in his refrigerator -- to make sure theft you get them while they're fresh. 


Kolds a double guarantee, every package is dated. You sipely check the 
purchase date against pe package date! So a mechs erie Ballard's 


UvenReadies often. Ask your dealer jo théin today! If occas nal ly he runs 


short, pe stro fo ask again. OvenReadies are worth waiting for -- boptiae 
they're the BEST biscuits you ever tasted! 


THEME: UP AND OUT 
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R-1104-186 -2 
LAIR: (AD LIB OPENING AND PROGRAM) 
THEME: UP AND FADE TO BG FOR eee 
NMZEKER:Much of America's finest group singing is done in the South! Ay te 
Jisciewenes of oft old Southern folk tunes, spirituals and gospel songs grows 


with the years! Here's your chance to offer refl enjoyment to Set of forts 


4f you belong to an amateur quartet which sings such songs -~ KK Rat 
ft spth queFet! ier Ballard & Ballard are ageta sponsoring the vs Renfro 
Valley Gospel Quartet Contest this year, in co-operation with your radio 
station. Ap raat means every gospel quartet in the South is eligible to 
compete for rp prizes. Hop6' s what 3h Have your quartet get in touch 
with the radio station to which you are ne listening, ayf register for the 
local contest. If your group should win thefe, it will go to the bY final 
contest at Renfro Valley next August, with of expenses paid -- and the winner 
of the final contest will win the Southeastern championship title, as well as 
@ cash prize of $250! Seven other prizes, ranging from $50 up, will also be 
given, in addition to the preliminary prizes at your own local contest! ew 
hax mepefis Have your quartet enter NOW, to Compete in the sia so tes t! 
Entries will be open at your radio station till April 25th Mey a 
ee gx the big Renfro Valley Gospel Quartet Contest of 19453 

THEME: UP 5 SECONDS AND FADE FOR ... 

MEEKER: John Lair and the Renfro Valley Folks are brought to you five mornings each 
week by Ballard & Ballard, millers of famous Obelisk -- pe fastest selling 
fine flour in the South. Be with us again tomorrow morning for the big 
Renfro Valley Breakfast Party. Bejxér Gonsuit your local paper for thé time. 
These programs originate in Renfro Valley through thé facilities of HAS. 


Kerrfeth Yeoker spepiting. That 35 CBS, thes Columbia Broadcasting System. 


Total words in original: 528 
Words deleted: 101 
Percentage deleted: 19.1 per cent 
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CONTINUITY FOR 


RADIO DEPARTMENT cur... CHRs HANSEN'S LABORATORY, INCe 
Mi {c h e ] | = F aust NO. a siete DURATION oe —emnenem te mae 
A d ver I i 510 q C om p al y STATION. DAY UB ceccseeeecneeeccneeenereeenmemn co tere 


EGTABLIBHEO 1904 
Two HUNDREO THIRTY NORTH MICHIGAN AVE. 


CHICAGO 


DATE OF BROADCAST. PN a Riche UE RAUIR AER. Rg hale eS 


SUBJECT... unket" Rennet Tablets 
(Free Recipes and Trial Package) 


Pryshis, Joo cream days are alrgsdy here and lpx€ of” you homemakers are 
wondering how you're going to give year touts plenty of ice cream with- 
out straining yout precious sugar ration. , "The 'Junket' Folks" 
have en answer to that problem, yh I hp¥a Ly hpvid recipes that 

prove a ie are recipes for YO orsdn 5 smooth, sweet and flavor- 
rich ae oe nptfe «. yet they actyatly call for no suger.6 npn pf 
atl They*¥e beset spegifilly work6d out gt fot the very shoptige thet 

iphes yo nget ee axf "The ?Junket' Folks" want every one pt yeh to nate 
he chpfice 6 try them. That's why I opt offer to send you these grand 
supar-savirg ice cream recipes .. plus o. thers rigtt, pi) a free 
trial package conteining enough "Junket" Brand Rennet Tablets to make 
more than a quart of velvety-smooth, delicious ice oream! YeS, recipes 
of "Juyfet” Rephet Tablets apt your's! I yohafe 6 6 whet vpéfe 
6 sexi thom. aye Merte yh name and address on a postcard and mail 
ye to "The 'Junket' Folks," Station ° yg Moon you try one 
of these exojxing nytt recipes you'll discover they're made by & bysfid- 
new method. apne $wod that insures smoother, richer-tasting ioe cream 
oyen without sugar--eyeh with light oream--eyef in your automatic re- 
frigerator! I'm thinking particpfarly about the Mint Ioe Cream my 
femily went wild over last night...byf that's only one of the recipoe 
you'll get by sending me your name and address, rigitt aya. Spat Aaaress 


yout postcard to "The 'JunketY Folks," Station 


Total words in original: 267 
Words deleted: 82 
Percentage deleted: 50.7 per cent 
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CONTINUITY FOR 
RADIO DEPARTMENT 


curnt____.___ Chr. Sansen's Laboratory, Ino. 
Mi tc h eB li - F aust No, .4____senizs.__ = puraTion. 
Advertising Eompany es cieh as 
EBTABLIOHED 1904 
Twe HUNDRED THIRTY NaATH MIGHIGAN AVE. DATE OF BROADCAST... 
onicaaa "Junket" Rennet Tablets 


sussrcr_____ (Free tial Fke. and rocipes) 


Fofks, Will you try an amazingly simple way to make ice cream eif I 
send you absofately free the basic ingredient? Yoh, tyftts rifnt, f fo fn 
st Seite your name and address I'll send you absoytely free a trial pack- 
age of “Junket" Rennot Tablets for making ioe cream aa 1A ayo ofe f tyfe 
hapflest vigfan if tyfe wopla tht Z hofre tf prifilege of teifing yf tyAt wfth 
tle trfe trfel paoyfa ze of "Jupket" Renfiot Tapyfte, Brees ype a set of 
recipes for making ice cream that call for none of your profious rationed 
sugar. Y4s,As soon as the sugar shortage became apparent, "The 'Junket! 
Folks" set their exfas Home Economics Department to work, and developed & 
numer f brAnd new ice cream recipes that oall for absoldtely NO Sugare 

"The 'Junket' Folks" want your family to enjoy plodty f smooth, flavor rich 
ice cream tis sumfor - 96 nft only whi thfy sqhd ypu thfse marvfious suftr- 
sefing recyhes, vpft alfag wyhn opfch ha ovpry requfst thy wf sda FYSE, 
vps, absofutely ffeo, f triA1 pacfage ff "Juxet" Rerfot Tabfets. Belpove if 
& aft, enofzh fyfe "Junyet" Ronfot Tadjfots.fo nfrovoyer f fyli queft of vyt- 
voky smogth homfmade ife orfam, Soyhds to gpa th vf tyle, 7/ lafe, oft ofce 
yh 4 lifofime » fodks, of opporfunity f thfs kjfa oghes al ghz. sh pifase of 
sybe +f sox yobr nope ax adgfess. Juft write if of f penfy posfoard, af- 
ares ft 96 "THe ‘Junker! Foyks" hofe of Stofion sd fs ohn of you oh 
yor cofa wifh your nae axfi adaybss of 36 5A tye ml, wf wif sofa yg yyfr 
fee "Junket" Revho. Tadyots ahd recifes go thft ypu of sfe ng yfu, tho, ofn 
myke delicfous, satiftying ifs orsam absflutely t/ee of objeptionble icivess, 
afa yht nice ife orfan tht cays thr nf profious svar. Get your postcard in 
now, begduse Snrousends of listenérs are writing, every day, for these marvelous 


free recipes and the free trial package of "Junket" Rennet Tablets. Address 


"The 'Junket' Folks", Station today’ 
Total words in original: 347 
Words deleted: 219 
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CONTINUITY FOR 


RADIO DEPARTMENT eee PETER HAND BREWERY CO. 
Mitchell-Faust wo.150 __semes_b____purarion_Fif'teon Minutes 
Advertis in g Com pany starion..SGN nay Friday woyr_6245 = 7:00 P.Ms 
re Hunanes Tuny NoRTH MIOHICAN AVE. bare or sroancast___July 13, 1945 _— 
CHICAGO 


sumect____.___"Say It With Musio" 


OPENING COMMERCIAL 
AIXCR: Fopks, tyh J lope tife Richard Seibold hf wantBd to do something de vi 
to show his appreciation for making MEISTER BRAU the fastest selling beer 
in Chicago. 9 Ligken. He has arranged this ane Ang prephum offer. vfs, 
You can have your name and address printed on Ff tihe sft pf personal 
stationery! Yor Mame aya addfess printed at the top of 50 letterheads. 
Yes, 9. Yoyh mye afd addrfss printed on the baok flap of 25 envelopes. 
Yghr oyh persfnal lettgthead = yofr ow perfonal corresyfndence statfonery 
- ft tife-quylity Hammermill Bond paper - offered 6 yfu ata tremfadous 
bargain. ‘You ofn get this printed stationery which regulerly sells for 
$1.00 moybly by sending yf quarter afd faife - £ toyhi of only 35¢ - to 
ft yu sfnd right nf. 
Trft's oft yu hye tf uf. Thefo's noting 6 of. Thfs fs sonetifing 
everfone hfs wazted. THs jf ygfr opporfinity f bt yofr ofa perfonal 
prigkea stat ybnory wh yofr nye aft aagfess of doth paper afa envefopes 
- of tife-quayity Hamnbrmill Bafa - of of unhofrd-of 1dr acyial coft prife. 
ayfn thi 1g prjbe of S5f 46 myfle possfole solply boofuse uazgfar BIA 
hg arradged +p hafe f trenfndous quaytity of the sfts of prifited 
statiphory tfr isf trfends. Hofe's gh oppoxfunity fo arefs yp yofr lefter 
wifh yore offn pringed stationery afd tf haffe tife koa of stafionery thét 
thousfnds hay wahted afd hefe bgbn unghie f eft. Gon'digt thfs 
opportfinity paps. Thfs of for if strfctly limi thd. If you want 50 printed 
letterheads and 25 printed envelopes send right ayay. Sey onyh A quater 
add f ajo - dtgial of 39¢ - together with your name tea complete address 7 


eet. a yo if right nfm whye thts offer lptes 
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Page 2 
"DRUMMOND" 


FIRST BODY COMMERCIAL 


ANKCR: Fryefds == uapofen Bath coped by tp front mph 
ope oP” the mosaf sense onal office yet ayer inagtfed -- Listen, You can 
nof actually get a beautiful box fy of personalized stationery-- 
thpf's rift “- persorfalized statisnary -- 50 sheets and 25 matching 
envelopes of tye quatty, genythe Hammermill Bond paper apd el BO” 
shoes oP paper -- alt 28° onvolofes printed with your owt name and 
address. Cpe yor beMeve 261 Welt, Here's the reason Sof this“ ing 
of fér -- thousands of you w e known the satisfying enjoyment of 
extra delicate flavor have demanded, and insisted on MEISTAR BRAU -- 


THE Beer § eeilnan MEISTER BRAU wants to help you get the finest 


"hard-to-get" stationery at unheard of low prices. apd Jor “doy | poe 
36's otf op sipfle botfle-pop -- ox lapel! 5s ved, get tk6 genuine 
Hammermill Bond personalized stationery, just send your name and 
address-=together with 35¢ in coin--to "Bulldog Drummond," WGN, Chicago 

sa Tyst's exit Just uptte your nerf and addyets apa sent Le wien 

OL ix opi to MBulldog Drymtiond," WON, Chisago J<-gud' quiek-sa5e< 
Ie p Freee fyxt-pringtat prpcbos WAT epped yor’ sox of popstn- 
aljid stationery $oyous Wail you'sep-thet every sing!® shoot apd 
onypXipe janx ye Spx yout apn ena)Give yes. Api sho 3efl 

Ips, yor opr hax6 yout spf oP persefalized later papet - eni-ar tpaf 
addifienal soe 9 you likes-if Sxaptly 35f--9/ ayo ange quarter foF each 
sett Tht s rigt, just” 35¢" for cash sob Gr statfonery yet rpqtest. pot 
fxs, plexSe(don') hesitdte. Napafally, $h6 Supply of this paper is 
limited. Get YOUR order in Now--this offer is good only for two week-- 
it tye supply lasts. Renonber-~jy&% send your name--ystr street and number 
--and your town, apf state and zone number (if any). Send it to "Bulldog 


‘ 


Drummond," WGN, Chicago 11 with 35¢ in coin. Spx PBonight! 
Total words in original: 289 
Words deleted: 198 
Percentage deleted: 68.5 per cent two hundred five 


CHAPTER XXXVIII 
VERBOSE COPY KILLS SALES 


i \ 
§ OME cereal serial 


commercials ding-dong, hammer away, and repeat 
time and again, same statements, until they drive 
a listener nuts. Even kids are insulted, waiting 
for their heroes. The commercial starts cold, 
blows warm, gets hot, keeps blowing until fire 
goes out, continues blowing when cool, blows 
when cold; meanwhile, potential customer be- 
comes a grouch and refuses to buy. What some 
continuity writers say in three hundred words 
could be said effectively by a student of air sales- 
manship in fifty. WHEN permitted to say it and 
shut up while the sale is hot. Many a “salesman” 
has unsold his sale talking too much. Many a 
preacher has logically sold many a person to 
Heaven on a short sermon of well-chosen words, 
and many another has driven them thra Heaven 
direct to hell, because he didn’t know when to 
quit. Stomach takes food three times a day ~ 
and pauses between to digest and assimilate. 
Timing—pauses between ideas—permits each to 
reach the mind, be received and interpreted before 
next is thrown at it. Shoving food into stomach 
twenty-four hours a day would produce sour 
stomach and undigested food. Shoving ideas 
into brain. Gatling gun fast, second overlapping 
first, third over-lapping second, produces mental 
indigestion~all becomes so much water over the 
dam. If baseballs were pitched, one after an- 
other, catcher would catch first~after that, none. 
Pause, between pitches is necessary. 
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BOMBS THAT DUD 


Listen to too many over-stuffed radio commer- 
cials, Announcer is climbing heights of fantastic 
oratory leading to closing punch-line climax, hop- 
ing to produce a sale. YOU are ready TO BUY. 
Then he jumps the cliff, hits bottom, and struggles 
up again. He repeats AND repeats. Climbing 
AND dropping. Climaxes AND anti-climaxes. 
Satisfied? Commercial starts hammering OVER 
again. He scales cliff once more, “lay another 
egg”, time after time. Tiresome? Disgusting? 
Boresome? You wish he WOULD stop. Does 
he? He keeps on keeping on, driving you to 
distraction. Buy? You would walk a mile to 
avoid doing sol 

Many radio commercials are a tumorous mass 
of cancerous words, 


“TIME 
“The exact central standard time now is eight 
thirty P.M.” 
Why state the obvious? 
Brief to 
“The exact central standard time NOW is 
eight thirty. 
(2 words saved) 
Why state the obvious? 
Brief to 
“The exact CENTRAL standard time is eight 
thirty.” 
(4 words saved). 
Why state the obvious? 


Brief to 
“The exact STANDARD time is eight thirty.” 
(5 words saved) 
Why state the obvious? 
Brief to 
“The EXACT time is eight thirty.” 
(6 words saved) 
Why state the obvious? 
Brief to 
“THE time is eight thirty.” 
(7 words saved) 
Why state the obvious? 
Brief to 
“Time IS eight thirty.” 
(8 words saved) 
Why state the obvious? 
Brief to 
“Time, eight thirty.” 
(9 words saved) 


Since the advent of this book, with its con- 
demnation of prolonged misery of long commer- 
cials, with its suggestion that they be abbreviated 
to utmost brevity, some sponsors and copy-writers, 
desiring to avoid and evade the sting of pro- 
Jonged composition commercials, introduce TWO 
voices, thinking a switch of voices can decrease 
number of words and shorten time effect on minds 
of disgusted listeners. They think they deceive 
listener into thinking 500 words are 100, and 22 
minutes is ‘in a moment.” “Pigs is pigs” and 
words are words, no matter how many people 
say them. 

What can announcer do—it’s written in com- 
mercial and “it must be read as is.” Agency has 
said so, or else! One agency recently said, when 
these flagrancies were called to their attention: 
“No amount of NATIVE intelligence OR RA- 
DIO EXPERIENCE, alone, qualifies any one as 
an expert in these matters. * * * These things 
are being pointed out to you to explain why we 
must ask THAT YOU FOLLOW THE COM- 
MERCIALS JUST AS THEY ARE SENT 


FROM THIS AGENCY. Any departures from 
THE EXACT language, either by way of sub- 


stitution, addition, or subtraction, may cause 


trouble.” 


Indifference of movie producer to listen to 
“NATIVE intelligence” of movie fans, brot movie 
censorship. Movie producers said: “No amount 
of native intelligence,” THEY ALONE KNEW 
what THE PUBLIC would get. That “native 
intelligence” spoke WITH CENSORSHIP. Ra- 
dio agencies could advisedly get ears to ground 
AND LISTEN to “NATIVE INTELLIGENCE” 
providing they want to continue to sell goods, via 
air, five or ten years from now. 


Duplication, extravagant repetition — goes to 
root of COMMON SENSE. Listener-buyer has 
a right to a corner on SOME of that! There JS 
a difference between possible unfounded impos- 
sible medical claims which WWOULD lead to 
legal unfair practices trouble, AND HOW to say 
sales IN SENSIBLE language which CREATES 
favorable SALES values. 


“DREW PEARSON'S SPONSOR 
GUILTY OF FALSE ‘ADS’ 


“FTC Orders ‘Serutan’ to End Practice 


By Willard Edwards 


“Washington, D. C., Jan. 22—The manu- 
facturers and distributors of ‘Serutan,’ a laxa- 
tive, who sponsor the radio smear broadcasts of 
Drew Pearson, were found guilty today by the 
federal trade commission OF UNFAIR AND 
DECEPTIVE ADVERTISING PRAC- 
TICES WHICH INJURE THE PUBLIC. 

“The commission issued a cease and desist 
order requiring Health-aids, Inc., of New Jersey. 
TO STOP THE DISSEMINATION OF 
FALSE ADVERTISEMENTS which repre- 
sent ‘Serutan’ as a cure or remedy for constipa- 
tion. 


“Ends 4 Year Fight 


“Today's action was the climax of more 
than four years of effort by the commission TO 
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CURB LAW VIOLATIONS by the laxative 
manufacturing corporation .. .” 

“The use by respondents of the false, de- 
ceptive, and misleading representation with re- 
spect to the product “Serutan,"’ ’ the commission 
stated, ‘has the tendency and capacity to mis- 
lead and deceive a substantial portion of the 
purchasing public into the erroneous and mis- 
token belief that such false and misleading rep- 
resentations are true, and as a result the pur- 
chasing public is induced to purchase substan- 
tial quantities of such product. ...' "Chicago 
Daily Tribune, January 23, 1945, 

If permitted, some radio commercial agencies 
would squeeze in 150 words per minute, for fifteen 
minutes, filled with negatives, allowing announcer 
no time to catch his breath. Some sponsors won- 
der why radio advertising is an added expense in- 
stead of the profitable investment it has proved to 
be. 

Broadcasters make much of a Crosley, Hooper 
or Whan rating. 

This is an over-all cross-section quantity listen- 
ing valuation. 

It indicates how many people listen to certain 
SHOWS and whether they like or dislike them. 

From a financial view, it would be MORE 
vital IF we had a break-down analysis of: 

a. rating on how many listen TO commercial 

b. rating on how many concentrate or pay ANY 
attention fo that commercial 

c. rating on how many like the style and delivery 
of announcer to his commercial 

d. rating on how many are influenced to turn off 


their radio or tune off their ears because of 
commercial and/or announcer. 

e. rating on how many are influenced to buy or 
reject the article because of either or both. 


Of the three~show, commercial, announcer— 
first would frequently rate high (as IS evidenced 
by their ratings), and probability is (IF we HAD 
a rating) that second and third would be near 
bottom of scale. Ratings are high on first IN 
SPITE OF second and third, rather than BE- 
CAUSE of second and third: yet second and third 
MAKE FIRST POSSIBLE. 

IF we HAD this data, we would possess the 


key to commercial-financial listener-buyer success. 


SUGAR THE PILL 


For years, radio refused to air any drug. 
Gradually they sneaked up on our financial blind 
side. Today, radio is loaded. Physicians want 
them off. The A.M.A. battles them. Never mind 
why! The Food and Drug Act and The Federal 
Trade Commission prosecute when they canl 
Never mind why! Listeners hold their noses—and 
buy! Better mind why! That day is gone when 
a medical sponsor can berate an air audience to 
“Hold your nose and swallow regardless.” It be- 
hooves “patent medicine” sponsors to brief their 
copy, sugar coat commercials, sweeten listeners’ 
repugnance, make ear taking pleasant. DO this, 
and you'll prevent radio commercial drug censor- 


ship. 


SL yourself to yourself anal you ave 


automatically yine-tonths told, to shah 


two hundred eight 


CHAPTER XXXIX 


SCREECHING 


$e en TRY to sleep 


in wide open spaces with coyotes howling all 
night; TRY to sleep in jungles with monkeys 
chattering, cheechars gossiping or tom cats meow- 
ing on back fence, making night hideous with 
their howls? Ever TRY to listen to radio show 
and hear a heinous shrieking mob of hoodlums 
and jazz hounds shrilly whistling? Disgusting? 
IT DRIVES LISTENING AUDIENCES MAD 
WITH DISGUSTI 


One boy in ONE radio show, blasting FIVE 
shrill whistles, COULD BE an international code 
for espionage on an international net program. 
Whistles display themselves over and above all 
other sounds. This ALONE should FORCE 
radio broadcasters TO STOP WHISTLING TO 
PREVENT POSSIBLE ESPIONAGE COD- 
ING INFORMATION TO OUR ENEMIES. 

One network ENCOURAGES such. Three 
endeavor to eliminate, suppress, and tame it down. 
IT SHOULD BE CUT ENTIRELY. This type 
of jive rug-cutters, modern youths running wild 
without restraint, should be refused admission; 
and, if in, kicked out! EMPHATIC short talks 
SHOULD BE GIVEN IN ADVANCE regard- 
ing this offense to common decency. IF KIDS 
FORGET, MEN WHO RUN _ RADIO 
SHOWS SHOULD PROTECT THEIR AU- 
DIENCES TO PROTECT THEIR BUSI- 
NESSES. 


WHO supports commercial show? 20 howl- 
ing dervishers, 1500 in theatre, or 15,000,000 on 


GENUS SAPIENS 


ait; 20 in theater who go nuts-wild showing-off 
insane ability to scream air 20 ways, or people 
WHO BUY, that blow-off every time they hear 
fierce piercing of the air? 

Is there any more aggradamngusting form of 
“irration advertising” than ear-splitting whistling? 

ANYTHING WHICH BUILDS LISTEN- 
ER-AUDIENCE, SHOULD BE PERMA- 
NENTLY APPLIED. 

ANYTHING WHICH DESTROYS 
LISTENER-AUDIENCE, SHOULD BE IM- 
MEDIATELY STOPPED. 

WHISTLING IN STUDIOS IS IRRITA- 
TION TO LISTENER AT HOME. 

IGNORE STUDIO IRRITATION AND 
AIR-AUDIENCES WILL IGNORE PRO- 
DUCT YOU SELL 

ELIMINATE STUDIO WHISTLING 
PAYS DIVIDENDS WITH LISTENERS. 


HAND CLAPPING EXHIBITIONISTS 
Announcer holds up sign “APPLAUSE”, be- 


gins frantic waving of arms, begging, cajoling, and 
daring audience to keep on until he stops them. 
BEFORE act is finished, announcer, CLOSE TO 
MIKE, begins prolonged close-up hand-clapping. 
followed by audience in distance. Theatre or air- 
audience see thru this sham. THE DAY OF 
RADIO KID STUFF IS OVERI 


Announcer gives star build-up, then kids au- 
dience to blister their hands. Does this Hatter 
“the artist’? Reminds one of “legit” days when 
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free ducats were passed to ring-leaders of hood- 
lum gangs if “gallery gods” would stampede, 
shouting. yelling, and cat-calling to “knock ‘em 
cold”, “roll ‘em in the aisles”, and “raise the roof” 
when star made his appearance—all of which was 
to “prove how popular and great an actor was.” 

When a radio person is introduced to studio 
audience (more in some shows than others) emsee 
and announcer go into frantic appeal for vo- 
ciferous applause—except person in question 
(which would be bad form), nonetheless loving 
it. When THAT person announces some other 


THE HOME FRONT 


WORTH WHILE applause. Can shadow hand- 
clapping substitute substance appreciation? Do 
“hams” live long on artificialities? Do good acts 
NEED substitutes? 

Every person appreciates HONEST appre- 
ciation. When an act FIGHTS for stimulated 
and artificially-produced hand-clapping. it ceases 
to be HONESTLY expressed. Run in an Et: 
of mob psychology and save audience the bother. 
Three groups are involved in radio: 1. studio au- 
dience, 2. actor: 3. UNTOLD MILLIONS ON 
AIR. Third group is vital sustainer of radio 


(have in mind ONE particular person) he goes 
into ecstacy-dance-fits into a frantic build-up for 
OTHER fellow. Radio stars simulate a self-ad- 
ulation, mutual admiration, spotlight-loving em- 
brace. Listening-in-audiences are wise] Stuff- 
bluff builds disgusted resentment in thinking 
others think them chumps to fall for such gu. 
In “Tegit” days, when B.O. was low, mana- 
gers “papered the house’, spotted “plants” to 
“start clacking.” If these anti-tactics were omit- 
ted, in radio shows, audience would realize “stars” 
were “laying so many eggs” they would cease 
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broadcasting. Latter group IS DISGUSTED 
with forced exhibitionisms of gallery flattery. 
Authentic applause, coming spontaneously 
BECAUSE AUDIENCE WANTS TO SHOW 
appreciation, IS worth while. Certain acts BEG, 
TEASE, AND STEAL curtain bows, incited by 
“tricks of the stage” to force higher ratings with 
booking agencies. Eventually deceit deceives the 
deceiver. One five-second belly-laugh is worth 
twenty seconds of forced stimulated hand-clapping 
to make audience pay for seeing free show. The 
vain, self-glorified one, is THE one deceived. 


Broadcasters and listening public resent “‘irri- 
tation advertising’ originating with sponsors. 
FORCED HAND-CLAPPING is “irritation 
advertising’ ORIGINATING IN STUDIOS 
which CAN AND SHOULD BE controlled at 


source. 


“LESS APPLAUSE, MORE 
ENTERTAINMENT 


“COMPLETELY CONTRADICTING the 
long accepted belief that radio audience ap- 
plause drew out the performer and therefore 
produced a more lively stanza, some top rank- 
ing air artists ARE NOT QUESTIONING 
THE WISDOM OF HAVING THE 
SHOW'S CONTINUITY BROKEN UP 
VIA THE PALM-THUMPING ROUTINE. 

. Trend toward the ‘silent audience’ rou- 
tine and streamlining of applause in effect on 
two nighttime network shows, IS EXPECTED 
TO GATHER MOMENTUM particularly on 
the musical stanzas where the artists feel that 


THEIR TALENTS ARE MINIMIZED BY 


THE SHORTENED TIME AVAILABLE 
FOR ACTUAL PERFORMANCE. 


“Realization of the inroads on performance 
time was particularly pointed up during the 
election campaign period when those four and 
five-minute applause routines translated them- 
selves into plenty of dollars-and-cents value in 
time lost. And when you add those prolonged 
applause sequences TO THE MULTIPLE 
INTERRUPTIONS OCCASIONED BY 
THE COMMERCIALS, INTRODUC- 
TIONS, COWCATCHERS, HITCHHIKES, 
ET AL., some of the stars are beginning to 
feel that they're getting the short end on time 
allotment. 


“Bing Crosby, although yielding on per- 
mitting audiences, has nixed all applause EX- 
CEPT FOR THE TEEOFF AND FADE- 
OUT, while the Fred Waring Thursday night 
Blue network show is now limiting those 
demonstrations of appreciation to the two pe- 
riods IMMEDIATELY PRECEDING THE 
COMMERCIALS. .. ."—(Variety, November 
22, 1944). 


AN iliilies 15 doing the right thing without being told 
Mat next to doing the thing without being told is to ae 
it right ei Be once. 
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CHAPTER XL 


POSITIVE YOUR COPY 


Why Not 

Ho Need 

Stop You 
That Risk 
Don’t Let 
Don’t You 
Won't You 
Don’t Buy 
Don’t Go 
Can't Use 
Don’t Ask 
Don’t Go On 
Don’t You Do 
Don’t Think 
isn’t Going 
Couldn't You 
If You Don’t 
Why Don’t You 
Wouldn’t Ask 
Don’t—Fail 
Don’t—Wait 
Don’t—Miss 
Won’t—Stop 
Don’t—Stop 
Don’t—Fool 
Won't—Harm 
! Can't Think 
Never—Fails 
Don’'t—Waste 
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Majority of commercials are filled with “DON'TS”. Put ALL 
copy in positive. DO this—DO that. To DO commercial copy 
is also to brief it. It takes LESS words to say DO. Psychology 
of child is psychology of adult. Adult is grown-up child. Instead 
of telling child “DON'T do that” tell him “LET'S DO THIS”. 
When seller asks buyer “TO DO this” suggest REASON WHY. 
People LIKE TO KNOW WHY. They are entitled TO KNOW 
WHY when you ask a favor. When sales logic is SOUND. 
they'll follow your lead. Suggest “if you ARE NOT entirely 
satisfied, return the can and double your money back”, is quite 
different from “It's SO GOOD, YOU'LL WANT TO buy AN- 
OTHER can!” 


QUESTIONS are psychologically sound. They throw a chal- 
lenge to the listener TO ANSWER. Value of question over 
statement is, it gets re-action because it demands THINKING 
before re-action. When question is stated IN NEGATIVE. it 
plants NEGATIVE THOT, producing an answer IN THE 
NEGATIVE. When question is POSITIVE; such as “Will you 
tases ?” it nurses, [ WILL. 


NEGATIVE words can be positive BY NEGATION, or 
positive BY AFFIRMATION. When by negation, it is DON'T. 
When by affirmation, it is DO. Words PENETRATE THE 
MIND, PRODUCE THOTS. WE ACT AS WE THINK. 
When we THINK “DON'T”, then WE DON'T BUY! When 
we THINK “DO”, WE DO BUY! 


Words reach mind. Mind THINKS according to suggested 
words. Mind thinks DON’T if DON'T is suggested. Mind also 
thinks DO if DO is suggested. Words and/or language which 
suggests STOP, or STOPPING from DOING, are negative. 
Words and/or language which suggest DOING are positive. 
“DON'T” suggests DO NOT do—do not DO. “DON'T kills 
DO-MENTALLY kills action—mentally KILLS action—mentally 
kills ACTION. DO suggests DOING. Salesmanship is 


KNOWING HOW to use words to use THE LAW OF SUG- 
GESTION. If negatives are used, you have an accumulative 
DESTRUCTIVE survival value. If positives are used, you have 
an accumulative CONSTRUCTIVE survival value. The 
GREAT problem is HOW TO SUGGEST TO DO: therefore 
necessity is salesmanship for DO language. 

Negative statement secures negative re-action. Positive state- 
ment secures positive reaction. Chairman of meeting knows that 
how to put a motion is the way to pre-determine the group vote. 


It is easy to get a group to say “No,” when you make “No” easier 
to say. 


How negatives MEAN NO and POSITIVES YES, is aptly 
portrayed in this paragraph from “Honorable Mistake” (Reader's 
Digest, October 42). 


“A most annoying feature of Japanese is the method OF 
ANSWERING questions. Suppose you ask a Jap. “AREN'T 
you going to work today?’ He will say NO if he IS going and 
YES if he ISN'T. The LOGIC of this is that if he IS going 
to work and answers NO he means “The SUGGESTION IM- 
PLIED BY YOUR NEGATIVE question IS NOT correct. I 
AM going to work’. Or, in the case of A YES: ‘You HAVE 


SUS EEeD THAT I AM NOT going to work today. That 
is right.’ ”” 


—— 


AS SHE IS SPOKE 


English as she is rarely spoke by our British brethren but 
almost always by American soldiers stationed in England con- 
tinues to flabbergast the gentry there. This story, told by an 
American officer recently returned after an extensive stay in 
the British Isles, makes the point. 

An American soldier standing idly in a pub was invited by 
a retired British colonel to join him in a glass of Scotch. 

“Don't care if 1 do,” said the American in language as pure 
as was ever spoken by Shakespeare. 

“Well, if you don’t care, I certainly do,” said the Britisher, 
ordering one Scotch for himself. 


— pd 


“Tt is a positive fact that every idea we express through our 
spoken word leaves its impression on our subconscious mind. 
Show me a man who makes a habit of speaking weak, negative, 
and pessimistic words, and I'll show you a failure. If you want 
to be successful and happy, start right now to cultivate the good- 
words habit. Make it your business to speak only strong, posi- 
tive, and cheerful words. The quality of even your most casual 
words is woven into the very fiber of your being. 

“You and I are also sending out ‘copy’ every day, oral copy. 
What is the nature of our material? What kind of results are 


Don’t—Worry 
Can’t—Afford 

Stop To Think 
Doesn’t Agree 
Cannot—Fail 

Do Not—Won't 
Never—Forget 
Don’t—Forget 

1 Don’t Suppose 
Musn’t—Forget 
Can't Go Wrong 
Not Telling Truth 
Don’t—Upset You 
Do Not—Get Enuf 
Not Yet—Too Late 
Won't Want—Miss 
Wouldn’t Have To Do 
Don't—Be Without 
Don’t—Put It Off 


‘ Wouldn’t—Without 


Don’t—Throw Away 
Won't Want—Forget 
Don’t Fail—Miss It 
Don’t—Take Chances 
Don't Be—Unprepared 


Can’t Afford—To Miss 
Can’t Afford—Overlook 


Cannot Afford—Not To 


jrormred] Y/Y 


Cannot Afford—To Neglect 
Hardly Afford—Be Without It 
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Why Not 
No Need 
Stop You 
That Risk 
Don't Let 
Don’t You 
Won't You 
Don’t Buy 
Don’t Go 
Can't Use 
Don’t Ask 
Don’t Go On 


Don’t You Do 


Don’t Think 
Isn’t Going 

Couldn’t You 
If You Don't 


Why Don’t You 


Wouldn’t Ask 
Don’t—Fail 
Don’t—Walt 
Don’t—Miss 
Won’t—Stop 
Don’t—Stop 
Don’t—Fool 
Won't—Harm 
| Gan’t Think 
Never—Falls 
Don’t—Waste 
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we getting? Are things always going wrong for us? Do the 
people around us seem to be difficult to get along with? Better 
check up on our propaganda minister—our tongue] Sometimes 
we are unaware of our negative speech habits, but more often we 
are just too stubborn to admit that the things we say are being 
held against us. Let us face the issue squarely, acknowledge the 
part we are playing in shaping our own destiny, and then start 
doing something about it. 


“Why NOT give this thing a trial? Two weeks will do it. 
For the next fourteen days strike every negative word out of your 
vocabulary. Do NOT permit yourself to utter a single word that 
expresses any of these qualities: condemnation, fear, hate, envy, 
jealousy, bitterness. In place of such expressions keep your con- 
versation filled with words of confidence, cheerfulness, courage. 
kindliness, tolerance, praise, and all the other qualities so char- 
acteristic of a happy, successful person. Be diligent in your 
efforts, and when the two weeks are up, you will be amazed an 
so overjoyed with the results of your experiment that you will 
want to continue it for the rest of your life.” — (WEEKLY 
UNITY, Kansas City, Missouri, January 23, 1943). 


Author's note: “For the next fourteen days strike every nega- 
tive word out of your vocabulary.” Note the second sentence 
immediately preceding and following this—“Why not” and “Do 
not.” I suggest he practice what he preaches. 


“WHY DON'T YOU buy a package of Wheaties today?” 

“WHY NOT phone your grocer right now?” 

Radio commercial copy works both negatives to death! 

Start with: “BUY a package of Wheaties today!" “PHONE 
your grocer now!” 

“BUY” and “PHONE” are POSITIVE suggestions FOR 
ACTIONI 
“WON'T YOU listen to the story of Mary Marlin Tomorrow?” 
“Listen to the story of Mary Marlin tomorrow!""—two words saved; 


one negative eliminated. 


ad 


“WHY DON'T YOU do as thousands of others have done?” 


“DO as thousands have done!” —five words saved; one negative 


out. 
“There is NO NEED to think ........ ‘i Why should 1? 
“You SHOULD think ........ ” is better.~3 words saved. 


“So, why DON’T you do ......+- ri 

“You SHOULD do ........ " is better.—2 words saved. 
“DON'T FAIL to join us tomorrow.” 

“BE SURE to join us tomorrow.’~made positive. 


— el 


“DON'T THINK there is NOTHING you can do about it.” 
“There IS something you CAN and SHOULD do."~2 words 


saved. 

“You CAN'T AFFORD to run THAT RISK.” 

“You CAN afford it!’~3 words saved. 

eee NEVER FAILS to please ....-+++ 

Yeates ALWAYS pleases.” 

“WON'T YOU try Wonder Bread?” 

“EAT Wonder Breadl—2 words saved: one negative changed 
to positive. 


“You CANNOT AFFORD NOT TO join the 10% club ..... 
“You CAN afford ...... "2 words saved. Converted to positive. 


——— 


“Following the program, WHY DON'T YOU go to the nearest 
store and get Walt Disney's new Dumbo book?” 

“Following the program, GO TO the nearest store ........ ‘—_ 
three words saved; one negative omitted. 


— et pod 


“DON'T LET that STOP YOU from taking advantage 
(Alka Seltzer). 


“TAKE advantage...... ” 6 words saved. Negative converted to 
positive. 


——— 


“DON’T MISS IT on David Harum tomorrow.” 
“HEAR IT on David Harum tomorrow.” 
Positivel 


One word saved. 


“Try our product, WON'T YOU?” 
“BUY our productl”—two words saved; one positive inserted. 


ee 


“DON’T FORGET that can of Velvet.” 
“REMEMBER that can of Velvet.”—one word saved; now 


positive. 


Don't—Worry 
Can't—Afford 

Stop To Think 
Doesn’t Agree 
Cannot—Fail 

Do Not—Won't 
Never—Forget 
Don't—Forget 

1 Don't Suppose 
Musn’t—Forget 
Can't Go Wrong 
Not Telling Truth 
Don't—Upset You 
Do Not—Get Enuf 
Not Yet—Too Late 
Won’t Want—Miss 
Wouldn't Have To Do 
Don’t—Be Without 
Don’t—Put It Off 
Wouldn’t—Without 
Don’t—Throw Away 
Won't Want—Forget 
Don’t Fail—Miss It 
Don't—Take Chances 


Don’t Be—Unprepared 


Can’t Afford—To Miss 


Can’t Afford—Overlook 
Cannot Afford—Not To 
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Cannot Afford—To Neglect 
Hardly Afford—Be Without It 
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Apind Vlegatives Out! es 


Why Not 

No Need 
Stop You 
That Risk 
Don’t Let 
Don’t You 
Won't You 
Don't Buy 
Don’t Go 
Can't Use 
Don’t Ask 
Don’t Go On 
Don’t You Do 
Don’t Think 
Isn't Going 
Couldn’t You 
If You Don’t 
Why Don’t You 
Wouldn’t Ask 
Don’t—Fail 
Don’t—Wait 
Don’t—Miss 
Won’t—Stop 
Don’t—Stop 
Don’t—Fool 
Won’t—Harm 
I Can’t Think 
Never—Fails 
Don’t—Waste 
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“DON'T THROW AWAY old discarded tubes ......-- f 

“SAVE empty tubes.” 3 words saved. Negative turned to 
positive. 

“YOU CAN'T AFFORD TO NEGLECT your appearance.” 

“You CAN afford to protect your appearance. ~now positive 
statement. 

“DON'T WAIT to try this improved Dreen.” 

“TRY this improved Dreen NOW."~2 words saved: now sug- 
gests immediate action. 


— 


“DON'T let anything STOP you...” (Aldrich Family) 
"GE. 


~5 words saved, 2 negatives eliminated. 


— 


“DON'T DELAY to take advantage ......-.. 
“ACT NOW!” “TAKE advantage .......- "1 word saved. 


1 negative out. 


“See if you DON'T agree ........ * 


sd 


“WHY DON'T YOU try Crisco and see if I'm NOT RIGHT.” 

“TRY CRISCO and PROVE ME right!" 5 words saved. 

“DON'T let NEAR-SIGHTEDNESS hurt your business vision.” 
(Blue Net Work Ad in ADVERTISER, July ‘42). 

“LET LONG VISION HELP your business eye-sightI” Same 
number of words but changed to a positive. 


rad 


“DON'T THROW AWAY A SINGLE drop of kitchen fat.” 


“SAVE every drop........ "8 words saved—stated in the 
positive. 

“DON'T BUY your furniture until you get Nelson Brothers’ 
prices.” 


“BUY furniture AFTER you get Nelson Brothers’ Prices.” ~two 


words saved. 


—— 


“Here's something you JUST CAN'T AFFORD TO MISS.” 

“Here's something you CAN afford to buy.” positive! 

“_and see if we're NOT telling you the truth.” (Duncan Coffee 
Co. WFAA, Dallas). 

“and you'll see WE ARE stating the truth.” 


Pete sito CANNOT fail to win ........ ” (Post Bran Flakes) Don’t—Worry 
CAN win. Is better! 
ial Can’t—Afford 
“Did you ever STOP to think?” Stop To Think 
Must one STOP ........ to think? 
When one STOPS sce re CAN HE think? Doesn't Agree 
ameass Cannot—Fail 
Announcer: “Bing Crosby will be back on the ‘Kraft Music Hall’ Do Not—Won't 
tonight. DON'T FAIL TO MISS IT.” (Clarence E. Man- 
ning, Wilmington, Delaware, Sept. 24th. Station WDEL). Never—Foreet 
-—— ; 
Retain is no man SHOULD FAIL TO MISS ........ : Donat —eokget 
(Noxema, WBBM, October 26, 1942). 1 Don’t Suppose 
Every man should get ......... Musn’t—Foreet 
ene you CAN'T AFFORD TO OVERLOOK ........ “ Can't Go Wreng 
(Kolynos, NBC, Nov. 18, 1942. 6:45 P.M.) Not Telling Truth 
You CAN afford ooeevcene 


fais Don’t—Upset You 
“I DON'T suppose you ever think ........ ",  (Postum, NBC Do Not—Get Enuf 
Nov. 18, 1942. 8:00 P.M.) 
paneree Not Yet—Too Laie 
Why buy time to tell us? ‘ 
nee you WON'T WANT TO MISS ........ soucaa Mont. Wani—=es 
Dec. 18, 1942). Wouldn't Have To Do 
You WILL want to hear J 


en Don’*t—Be Without 


“If you do, YOU WON'T WANT TO MISS ‘Sonia Party’ heard Don’t—Put It Off 


tonight over KGO at 8:30 p.m.” (San Francisco Chronicle. Wouldn’t—Without 
Dec. 10, 1942). 


ag | 7 ‘py anyyobal 


~. 
nin Don’t—Throw Away =. 
“Ask your doctor. See if he DOESN'T agree! (WBBM, Jan. 1, ’ = S 
1943), oa Won't are sie ig 
DON'T FORGET to buy. Don’t Fail—Miss It 
DON’T ee o buy. Don’t—Take Chances 
ee RGET to buy. 
. aan Don’t Be—Unprepared 
DON'T FAIL TO MISS that Can't Afford—To Miss 
DONT sises cok MISS that. : 
Seisicate MISS that. Gan’t Afford—Overlook 
tiie mes FAIL to MISS that. Cannot Afford—Not To 


———_— 


WHY NOT see your Ford dealer tomorrow. (See the World Go Cannot Afford—To Neglect 
By. Jan. 20, 1945) Hardly Afford—Be Without It 
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So oie ‘ii Destroy Salat 


Why Not 

No Need 
Stop You 
That Risk 
Don’t Let 
Don’t You 
Won't You 
Don’t Buy 
Don’t Go 
Can't Use 
Don’t Ask 
Don’t Go On 
Don’t You Do 
Don’t Think 
isn’t Going 
Couldn’t You 
If You Don't 


Why Don't You 


Wouldn't Ask 
Don’t—Fail 
Don’t—Wait 
Don't—Miss 
Won’t—Stop 
Don’t—Stop 
Don’t—Fool 
Won’t—Harm 
! Can’t Think 


Never—Fails 
Don't—Waste 
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Here's something you WON’T WANT TO FORGET. (Alka- 
Seltzer—Blue Net Jan. 20, 1943). 

WON'T YOU plan to tune in next week? (Manhattan at Mid- 
night. Energine Jan. 20, 1943). 

DON’T DELAY in getting yours. (Evans Fur. WBBM Jan. 22, 
1943). 
DOIN TE sesgccasics cons get .... yours, 


DON'T WASTE the midnight oil. (\WBBM Jan. 24, 1943) 
DOIN faster say midnight oil. 
spss WASTE the midnight oil. 

DON'T MISS out on this. (Planters Peanuts. WBBM Jan. 24, 
1943) 


S oonedeeioneell 


DON’T MISS what Brenda does eres (WBBM Jan. 25, 


1943) 
DON'T estes. 
Oe tomorrow. 
eer MISS what Brenda does tomorrow. 
See if you CAN'T use ........ (Bab-o Jan. 15, 1943) 


DON'T you take chances. (Smith Bros) WBBM Jan. 27, 43) 
We must NEVER FORGET ........ (WBBM, Squib. Jan. 27, 
1943) 
We must NEVER ........ 
We must ........ FORGET. 


— 


Hear us again, WON'T you? (Chesterfield. Columbia Net. 


Jan. 27, 1943) 
That CANNOT FAIL to win. (Post Bran Flakes. Red Net. 
Jan. 27, 1943) 
That CANNOT ........ win. 
4 ce PANS sas corer 


——_—— 


WHY NOT remind him. (Post Bran Flakes. Red. Net. Jan. 
27, 1943) 


I WOULDN'T be WITHOUT it. 
43) 


(Rinso. Red Net. Jan. 27, 


All too many of us DO NOT GET ENUF of these. (One-a- 
Day Complex Vitamins. Blue Net. Jan. 27, 1943) 

You can HARDLY AFFORD to be WITHOUT it. (Energine. 
Blue Net. Jan. 27, 1943) 

You WOULDN'T HAVE TO DO either if you had Energine. 
(Energine. Blue Net. Jan. 27, 1943) 

DON'T WORRY. (Rit Dye. “This is Mutual”. Jan. 29, 43) 

DON'T be caught UNprepared. (Sloan's Liniment. Blue Net. 
Jan. 29, 1943) 


DON'T WASTE a minute's time. (4-way Cold Tablets. WHO. 
Jan. 30, 1943) 

Why DON'T you start right away? (Abie’s Irish Rose. Special 
Dreen. Red Net. Jan. 30, 1943) 

DON'T GO ON washing your hair as before. (Abie’s Irish Rose. 
Special Dreen. Red Net. Jan. 30, 1943) 

DON'T MISS it. (Ad of WMAQ. Radio Guide. Jan. 31, '43) 

We MUSN'T FORGET to fill UP our stamp books. 
Heidt. Blue Net. Jan. 31, 1943) 


DON’T put it off. (Carter's Little Liver Pills. WHO. Feb. 1, 
1943) 


(Horace 


a ee med 


But DON'T let that UPSET YOU. (Rit Dye. Mutual. Feb. 1, 
1943). 

You CAN'T GO WRONG with a dozen models. (Model To- 

bacco. Columbia. Feb. 1, 1943). 


ee 


I'm sure you WON'T WANT TO MISS. (Royal Gelatine. Red 
Net. Feb. 2, 1943) 


—— 


COULDN'T you use $10.00? 


Don’t—Worry 
Can't—Afford 

Stop To Think 
Doesn’t Agree 
Cannot—Fail 

Do Not—Won't 
Never—Forget 
Don’t—Forget 

| Don’t Suppose 
Musn’t—Forget 

Can’t Go Wrong 

Not Telling Truth 
Don’t—Upset You 
Do Not—Get Enuf 
Not Yet—Tco Late 
Won't Want—Miss 
Wouldn't Have To Do 
Don’t—Be Without 
Don’t—Put It Off 
Wouldn’t—Without 
Don’t—Throw Away 
Won't Want—Forget 
Don’t Fail—Miss It 
Don’t—Take Chances 
Don’t Be—Unprepared 


Can't Afford—To Miss 
Can’t Afford—Overlook 
Cannot Afford—Not To 
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Cannot Afford—To Neglect 
Hardly Afford—Be Without It 
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Why Not 
No Need 
Stop You 
That Risk 
Don’t Let 
Don’t You 
Won't You 
Don’t Buy 
Don’t Go 
Can’t Use 
Don’t Ask 
Don’t Go On 
Don’t You Do 
Don’t Think 
Isn’t Going 
Couldn't You 
If You Don’t 


Why Don’t You 


Wouldn’t Ask 
Don’t—Fail 
Don't—Wait 
Don'i—Miss 
Won’t—Stop 
Don't—Stop 
Don’t—Fool 
Won’t—Harm 
I Can't Think 
Never—Fails 
Don’t—Waste 
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So, DON'T just ask for cleanser. (Old Dutch Cleanser. Red 
Net. Feb. 2, 1943) 

DON'T FORGET to listen. (Ivory Soap P & G Feb. 2, 1943) 

And DON'T FORGET to send for the Planter’s Peanuts book. 
(WBBM. Feb. 2, 1943) 

WHY NOT get three packages today? (Betty Crocker. Red 
Net. Feb. 3, 1943) 

Listen in again, WON'T you? (Chesterfield. WBBM. Feb. 
3, 1943) 


einen 


DON'T FORGET Rinso white. (E.T. WHO Feb. 3, 1943) 


ee 


WHY NOT enjoy a quick and comfortable shave? (Molle Shave. 
Blue Net. Feb. 3, 1943) 


imped 


1 CAN'T THINK of a greater fragrance. (Folgers Coffee. Feb. 
8, 1945) 


DON'T FOOL around with a sluggish feeling. (WHO E.T. 
Carter's Little Liver Pills. Feb. 7, 1943) 


== 


DON'T TAKE CHANCES. (Rit Dye. Mutual. Feb. 7, 1945) 


pt pet peat 


You WOULDN'T ASK if you were a doctor. (True or False. 
Feb. 7, 1943) 


— pot 


If the first few tablets DO NOT give you relief, you WON'T 
Shien (Red Net. Anacin Feb. 9, 1945) 


eT lol 


I's NOT YET TOO LATE. (Bandaid. Columbia Net. Feb. 
9, 1943) 


ai pet mt 


See IF YOU DON'T feel better faster. (Sal Hepatica. Blue Net. 
Feb. 9, 1943) 


poe prsead pl 


Minit Rub WON'T HARM clothes. (Duffy's. Blue Net. Feb. 
9, 1943) 


And DON’T FORGET Alka Seltzer is good. (Alka Seltzer. 
Blue Net. Feb. 10, 1943) 


DON'T BLAME your dealer. (Energine. Blue Net. Feb. 10, 
1943) 

So DON'T GO ALONG suffering. 
E.T. WHO. Feb. 11, 1943) 

DON'T THINK your grocer ISN'T GOING TO GET Postum. 
(Aldrich Family. Feb. 11, 1943) 


(Carter's Little Liver Pills. 


DON’T be WITHOUT P&G. (Snow Village. Red Net. Feb. 
13, 1943) 

You CAN'T GO WRONG 
WBBM. Feb. 13, 1943) 


(Armstrong Linoleum. 


You NOT only look better, but feel better 
Grape Juice. Feb. 13, 1943) 

You CANNOT AFFORD to RUN THE RISK 
minous Insurance. WHBF. Feb. 18, 1943) 


ns 


See if YOU DON'T agree .......- 
Feb. 18, 1943) 


(Welch 


(Harvester Cigar. WMAQ 


ee ae re ee 


Reproduced from page ad in THE GLOBE AND MAIL. 
Toronto, Ontario, Tuesday, September 28, 1942. 
The heading was “SUPPOSE NOBODY CARED!” 
DON'T YOU HEAR ? 
DON'T you hear that plaintive cry rising from hundreds of little 
babies who didn’t choose illegitimate parents~but have them? 
DON'T you hear the discordant music coming from boys and 
girls who have been imbibing the heady wine of new and 
undisciplined freedom? 
DON'T you hear the broken notes from the aged men and women 
who feel unwanted? 
DON'T you hear the sounds carrying messages from our fighting 
men overseas: “For God's sake, look after our people’? 
DON’T you hear the challenge to demonstrate an effective united 
front to the enemies of the good life? 

Listen to the cry that rises from humanity in need—and you will 
give generously when the canvasser from the United Welfare 
Fund calls on you. 


Don’t—Worry 
Can’t—Afford 

Stop To Think 
Doesn't Agree 
Cannot—Fail 

Do Not—Won’t 
Never—Forget 
Don't—Forget 

1 Don’t Suppose 
Musn’t—Forget 
Gan’t Go Wrong 
Not Telling Truth 
Don’t—Upset You 
Do Not—Get Enuf 
Not Yet—Too Late 
Won't Want—Miss 
Wouldn’t Have To Do 
Don’t—Be Without 
Don’t—Put it Off 
Wouldn’t—Without 
Don’t—Throw Away 
Won't Want—Forget 
Don’t Fail—Miss It 
Don’t—Take Chances 


Don’t Be—Unprepared 


Can’t Afford—To Miss 
Can't Afford—Overlook 
Cannot Afford—Not To 


[rnd FY 


Cannot Afford—To Neglect 
Hardly Afford—Be Without It 
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Why Not 

No Need 
Stop You 
That Risk 
Don’t Let 
Don't You 
Won't You 
Don’t Buy 
Don't Go 
Can't Use 
Don’t Ask 
Don’t Go On 
Don’t You Do 
Don’t Think 
Isn't Golng 
Couldn’t You 
If You Don't 


Why Don’t You 


Wouldn't Ask 
Don’t—Fail 
Don’t—Wait 
Don’t—Miss 
Won’t—Stop 


Don't—Stop 
Don't—Fool 


Won't—Harm 
I Can't Think 
Never—Fails 
Don’t—Waste 
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And if by chance NOBODY calls on you, mail your gift directly 
to the Campaign Headquarters at the King Edward Hotel. 
“It is the usual experience of advertising practitioners that 


careful review of copy will disclose some words that could and 
should be eliminated. Such review will often indicate sub- 


sage. y don't you try ........ is not so impelling as 
Buy a package today.’ Contrast “Why not tune in tomorrow 
Siguiente with ‘Tune in tomorrow ........' and ‘Don’t forget 


(RADIO ADVERTISING FOR RETAILERS. C. H. San- 
dage. Harvard University Press, Cambridge, Mass.) 
TWO negatives make ONE positive. This makes it a POSITIVE 
negativel 
REMEMBER to buy. DO that! 
What you WANTED to impress HAS BEEN impressed! 

One could fill a book with negative quotations from radio 
commercials, from one station, IN ONE DAY. There IS needed 
correction. 

These are a FEW samples of commercials Joaded with 
“DON'T!” Run the gauntlet of your dial and listen to the 
“DON'T parade. Be assured, when SELLER encourages 
“DON'T!", BUYER obligingly “WON'T!” 


EXAMPLES IN CONTRASTS, COMMONLY USED. 
8 8 oe eo do not, don't 
GAN i. ve cape: cannot, can’t cain't 
ro]. i Ee ie shall not, shan’t 
WEE adsenenessoinis a will not, won't 
REMEMBER........ forget 
ED cctessirre nine miss 
2: Oe eee stop 
BO) Virereisssc ea. 24 try | 
SATISFIED......... dissatisfied 
PS Vesssstiassciarecatesae cs must not, mustn't 
SHOULD paaticeenhe should not, shouldn't 


Throw in two, three, or four negatives, in one 
commercial each fifteen minutes, and you add 
6 words each fifteen minutes, or 
24 words each hour, or 
432 words each eighteen hours, or 
4 minutes more wasted time, added to pre- 
vious figures. 


WHEN SPACE IS BOUGHT BY LINES ~ 
words eat newspaper space! 

WHEN TIME IS BOUGHT BY SECONDS— 
words eat radio time] 

Space and Time cost money! 

Save Words! Save Time! Save Money! 
Sell More ! 


White copy in plain, simple terms. 


Objective: o get it | 
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CHAPTER XLI 


Sustained Confidence Increases Sales 


ie A MOMENT we 


will continue with the second act ........ 
“There's just A MOMENT now before we con- 
tinue ........ ".  (Energine Snow White) 
One show goes so far as to say “In ONE mo- 
ment” and steals 70 seconds. The intent of 
“MOMENT" is a subterfuge to hold listener 
for A MINUTE or more where “A MO- 
MENT” is dragged to 60 or 120 moments. 
“Moment: A minute portion of time; AN IN- 
STANT."~(Webster). 


CONFIDENCE between buyer and seller 
is NINE-TENTHS of any sale. Destroy 
THAT and you've LOST nine-tenths of first 
or repeat sales. Nine-tenths of average radio 
commercial is injudicious repetition build-up of 
inferential misrepresentations TO STIMU- 
LATE forced sale. It takes TREMENDOUS 
hammering to overcome handicap of THAT 
nine-tenths to make it appear like one-tenth 
sprinkled thru copy. Say one-tenth of average 
radio copy HONESTLY, BUILDING CON- 
FIDENCE, and nine-tenths of commercial 
COULD BE eliminated. 

SUBTLE INFERENCES INTENTION- 
ALLY DESIGNED TO PRODUCE 
WRONG THINKING BRING SHARP 
PRACTICES, WHICH PRODUCE LOST 
CONFIDENCE, WHICH DESTROYS 
SALES, WHICH REDUCES RETURN 
AND REPEAT BUSINESS SOONER 
THAN LATER. 


rod 


INNOCENT LYING IS A MALICIOUS ART 
Radio commercial copy-writer 

and 
Radio commercial announcer 


who continue: 
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“IN A MOMENT we'll look into tomorrow's 


chapter ......... "(Portia Faces Life. 
NBC. Post’s Bran Flakes. George Putman, 
Announcer. March 21, '44) 


“IN A MOMENT we'll Iook ahead to tomorrow, 


but first ......... "(When a Girl Marries. 
NBC. Baker's Chocolate. Charles Stark, 
Announcer. March 21, 1944) 


ee 


“Mr. and Mrs. North will return IN A MO- 


MENT.” (Woodbury’s Facial Soap. April 
25, 1944) 


“We'll return to Andreas Reynolds IN JUST A 


MOMENT.” (Post's Bran Flakes, Feb. 30, 
1944) 


“Alex Dreier will retumn IN JUST A MO- 
MENT.” 
(NBC April 29, 1944) 

“Back to the climax of our mystery IN JUST 
AMOMENT.” (Bulldog Drummond. Mu- 
tual. April 31, 1944) 


——— 


“More news IN A MOMENT.” (Evaporated 


Milk. NBC. April 31, 1944) 


a 


“IN A MOMENT we'll look ahead to tomor- 


row.” (When a Girl Marries. Calumet 
Baking Powder. NBC. May 1, 1944) 


“We'll retum IN A MOMENT for the climax 
of today's episode.” (Kellogg's Pep. Mu- 
tual. May 2, 1944) 

"Back to Mr. Harding, Counter Spy, IN JUST 
A MOMENT.” (Counter Spy. May 23, 
1944) 

“T'll be back IN A MOMENT with more news.” 
(Robert Hurley. BBM. May 3, 1944) 

“I'll have the weather report for you IN JUST 
A MOMENT, but first ......... . (Marvel 
Cigarettes. WBBM. May 3, 1944) 

“IN JUST A MOMENT we'll be back with our 
star.” (Skippy. NBC. May 12, 1944) 
“The news with D. Hollenbeck will follow IN 

A MOMENT.” (WEAF. May 16, 1944) 

“Ladies and Gentlemen: May I have A MO- 
MENT of your time?” (Wrigley’s. 
WEAF. May 17, 1944) 

“IN A MOMENT we will return to Steve and 
Lorelei.” (Big Town. CBS. May 25, '44) 


Y ed aed eel 


“IN A MOMENT we'll return to the payoff.” 
(Big Town. CBS. May 25, 1944) 

“IN A MOMENT we will follow Papa and Pee 
Wee.” (Mutual. May 28, 1944) 

“IN A MOMENT we'll return to Dick Tracy.” 
(Dick Tracy. Blue Net. May 30, 1944) 

“I'll be back IN JUST ONE MOMENT with 
more news, with Ed Roberts.” (John Her- 
rington. WBBM May 31, 1944) 


——— 


“IN JUST A MOMENT we'll know y 


eeseeceene 


(Bulldog Drummond. Mutual. June 5, '44) 


“More about Andrea Reynolds IN JUST A MO- 
MENT.” (Post's Bran Flakes. NBC. June 
6, 1944) 


eel 


noses ad infinitum 
26:8, el enenede ad nauseum 


_——— 


“MOMENT. 1. A minute portion of time; a 
point of time. AN INSTANT.” 

“INSTANT. 1. A point in duration; a moment: 

esp. A PORTION OF TIME TOO SHORT 

TO BE ESTIMATED.” (Webster's New 

International Dictionary. 2nd Edition, Un- 

abridged. 1939) 

A financier died and went to heaven. He 
asked St. Peter: “How much is a dollar up here?” 
St. Peter replied: “One dollar here is like a million 
dollars on earth.” 

The financier further said: “How much is A 
MOMENT up here?” St. Peter replied: “ONE 
MOMENT up here is like a million years on 
earth.” 

To this, the financer said: “Please give me 
ONE dollar.” To which St. Peter replied: “I 
will in ONE MOMENT.” 


—— 


Quotations prove somebody is slipping IN 
HONESTY because they STEAL seventy-five 
“moments. 
~slipping because they DESTROY CONFI- 
DENCE in their product 

slipping WITHIN THEMSELVES be- 
cause they develop themselves INTO 
CHRONIC LIARS. 

CHECK—AND DOUBLE CHECK! 

Cecil B. DeMille (Lux Toilet Soap) says 
“ONE MINUTE” and holds to that. HE 
SPEAKS TRUTH about time so HE MUST 
TELL TRUTH ABOUT HIS PRODUCT. 
THIS BUILDS CONFIDENCE. CONFI- 
DENCE BUILDS SALES, or, Clifton Fadiman 
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who ties in time of commercial—56 seconds—and 
compliments announcer for brevity. There's some- 
thing wrong about radio commercials when they 
are SO LONG, an announcer is forced to infer 
A LIE to hold an audience. 

Radio announcing is frequently like sideshow 
ballyhoo. More words, evasive innuendos, broken 
confidences, and buying consumers pass by. 
Study psychology of a side-show bally. A crowd 
of 300 in front; barker ballies the show, 10 follow 
shill in, 290 pass by. Why? ‘He starts with a 
deceptive trick. The beautiful half-dressed girl is 
blind-folded, tied to the post. He promises au- 
dience to finsh the trick. He starts, slides off trick 


to selling his show, never finishes trick—~audience 
realizes it was THEY who WERE tricked. DE- 
STROYED CONFIDENCE drove 290 on. All 
side-shows do same. In self-defense, carnivals 
were forced to charge 10 cents at gate because 
many came and “saw shows from the front’’ but 


refused to spend money at B.O. DECEPTIVE 
BALLY KILLED SALES. He repeats this 
“trick” 3 times before he gets a crowd inside his 
tent to let show go on. ONCE should have been 
sufficient. 

Soap-box radio opera-orators spiel same de- 


structive psychology. Our sponsors then won- 


der WHY radio sales are limited! 


Kt steals smal 15 usually a sal chin of eee 
seanils 50 arvanged Bed. spoken that it Pld hohe a 


maximum time to pass a given point. 
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CHAPTER XLII 


“WHAT 


“I want cigarettes!” 


“WHAT KIND?” 


Customer: 


Clerk: 


Customer: 


Clerk: 


“IT want soap!” 


“WHAT KIND?” 


Customer: 


Clerk: 


“I want a bottle of cough medicinel” 


“WHAT KIND?” 


Customer: 


Clerk: 


“IT want tooth paste!” 
“WHAT KIND?” 


Customer: 


Clerk: 


“I want a package of cereal!” 


“WHAT KIND?” 


Customer: 


Clerk: 


“T want a pound of coffee!” 


“WHAT KIND?” 
And so on, ad infinitum! 


Does customer: 


1. Go to store WITH a pre-determined, 
FIXED knowledge of WHAT he or she wants, 
with LOGICAL REASONS WHY he or she 
WANTS it, AND ASK FOR IT BY NAME, or 


2. Go “henning” around store, department to 
department, trying on this or that, pick up and 
feel, go up and down each counter, fuss and stew, 
look the line over, smell this and that; buy on 
looks, size, shape, color, odor, or price, all because 
of INDECISION PREVIOUS TO ENTERING 
STORE, or 


3. Let clerk shove off something they are over- 
stocked in that line, it is a slow-moving number, 
customer is an “easy mark’, or because there's 
more ‘spif” in it for clerk—all because of INDE- 
CISION PREVIOUS TO ENTERING 
STORE? 


KIND?” 


If FIRST is what happens, SALE WAS 
MADE by copy-writer, radio announcer, all of 
which HAVE DONE A GOOD JOB OF 
RADIO SALESMANSHIP! 

Out of a multiplicity of similar articles offered 
over our air, such as cigarettes, soaps, cough medi- 
cines, tooth pastes, cereals, coffees, or what have 
you, each with many conflicting and contradictory 
claims to superiority, ONE which WILL outsell 
all others consistently and permanently is one 
which IS presented clearest, makes deepest im- 
pression, establishes lasting memory, which pre- 
sented factual and honest logical reasons for its 
purchase, which FIXES ITSELF mentally in hi- 
atus between broadcast AND purchase. 
WHOSE JOB IS THAT? Copy-writer AND 
announcer! 

Buying BEGINS with copy-writer, carries on 
thru announcer and “shopping” IS COMPLET- 
ED AT HOME, IN FRONT OF RECEIVING 
SET when customer-shopper-buyer is convinced 
WHAT SHE WANTS BEFORE she goes TO 
store. Nine-tenths of sale is mental WHEN 
KNOWLEDGE IS CONVINCED AND 
CONFIDENCE IS ESTABLSHED. 

Many radio commercials COMPLETELY 
overlook ear-air-radio-salesmanship. What can 
one expect when mind OF COPY-WRITER is 
undecided, writes it in his copy; mind OF AN- 
NOUNCER is unsettled, announcing so ex- 
presses, following which we broadcasters, in 
some unknown way, PRE-SUPPOSE AND 
EXPECT befuddled listener to secure a clear, 
concise desire to buy ONE article. We in some 
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manner UNKNOWN hope that, out of muddle 
that comes out of loud speaker, will come a 
transference into mind of listener of sparkling, 
pure radio salesmanship. 

Fundamental of ALL radio advertising is to 
REDUCE shopping time in store to minimum, 
to prepare, convince, and sell the mind AT 
HOME, so IT KNOWS, when it goes INTO A 
STORE, exactly what it wants, asks for it BY 
NAME, gets it, saves a maximum of time on part 
of all concerned, and returns home with maxi- 
mum of satisfaction of having completed a deal 
to agreement of ALL minds and pocket-book. 

Ultimate SELLING objective of sponsor, ulti- 
mate objective of ALL advertising SHOULD BE 
to bring to the INSTANT-TIP-OF-TONGUE, 
QUICK - AS - A- FLASH, SPONTANEOUS 
MENTAL REACTION, INDELIBLY _ IN- 
DENTED, UNERASABLE, BURNED-IN 
NAME of article desired to answer, quickly but 
firmly, “WHAT KIND?” 

Test EVERY WORD in radio commercial 
for EAR value to impress NAME AND 
QUALITY in mind of listener to secure customer- 
participation at store. 

Short, simple, easy-to-say, easy-to-remember, 
easy-to-answer “WHAT KIND?” is what sells 
over air, to store, to customer, 

CUT all language out of commercial which 

—~(1) detracts from name or quality-conscious 

building 

—~(2) detracts from logical reasons WHY 

THAT NAME is THE name to ask for 


in store 


Write ALL radio commercials to emphasize 
THAT objective so listener-customer will MEN- 
TALLY FIX name at home and VERBALLY 
MENTION NAME in sstore, answering 
“WHAT KIND?” All words, sentences, phrases, 
repetitions which side-track minds of purchasers 


FROM that objective ARE WASTED. 
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PAUSE COPY. Pauses say more than 
words. Verbose copy compels fast reading, which 
runs words together and blurs salesmanship. 
Average listening mind retains few words. Fewer 
the better. It’s ear punctuation. 

In music, movies, or shows, it is “timing.” 
When you HAVE it, it will come forth naturally. 
When it is absent, can it be taught, squeezed in, 
or pulled out under pressure? 

Sit, look, and listen. Watch and study me- 
chanics of sales conversation BETWEEN TWO 
people—grasp effectiveness of pauses which come 
naturally. Sit, look, and listen. Watch and 
study mechanics of sales conversation between 
ONE salesman AND A GROUP OF BUYERS 
~he allows LONGER pauses, permitting 
SLOWEST mind to absorb and interpret. Every- 
body detests “salesman” who “button-holes’ a 
customer, talks right into your face, rattles off his 
lingo without pause. 

What about many radio commercials? It is 
an electrical barrage, rapid-fire words one stam- 
pede on top of another. Why verbally flood fer- | 
tile soil and drown sales crops? 

BRIEFING COPY makes it POSITIVE and 
permits more, longer, and better-spaced PAUSES! 

EMPHASIZE COPY. “Soft” means SOFT 
then say it “s-o-o-o-f-t"; “smooth” means 
SMOOTH~then say it “s-m-o-o-o-t-h”; “tall” 
means TALL—then say it “t-a-a-a-l-I", with in- 
flection. Descriptive words should describe and 
speak that description — that's why they are in 


copy. 


——— 


CONVERSATION COPY. Customer enters 
store to buy. Clerk sells. A CONVERSATION 
occurs, between, over the counter. Announcer 
should conversation, same way, to thousands on 
air. READING copy loses personal contact and 
direct, pungent sales value. 

Talking INTO a microphone is talking con- 


versation TO another person, where two people 
are multiplied, space between amplified, where an 
announcer is endeavoring to get sponsors SALES 
idea TO a buyer. CONVERSATION 
SHOULD BE PREGNANT with pauses allow- 
ing absorption and interpretation to reach its 


mental base BEFORE bombarding it with more. 
CONVERSATION makes PERSONAL in- 


creasing pull appeal between Station and custom- 
er. 


“The most important thing to remember 
about broadcasting is to BE COMPLETELY 
NATURAL, RELAXED, and informal. Let 
SIMPLICITY be your guide. Forget that you 
are speech-making and try not to soun AS 
THOUGH YOU WERE READING. Don't 
merely SAY WORDS. SPEAK MEANING 
into every line. Sustain your own interest in 
what you say if you would instill it in those who 

ear you. To speak sincerely and convincingly, 
YOU YOURSELF MUST FIRST BELIEVE 
what you say.” P. 118. 

“Try TO PACE YOUR TALK as you 
would IN A FACE-TO-FACE conversation. 
Follow THE MEANING of your remarks 
rather than the actual commas and periods.” 
P. 119 

“So, nervous speaker, aim your talk AT 
ONE PERSON ... SPEAK CONVER- 
SATIONALLY AND NATURALLY.” P. 
119 


“po 


“Select subject that is timely, interesting, and 
important. 

“Speak from prepared script. 

“Carefully time script in advance of broadcast. 

“Write AS YOU TALK. 

“Use VIVID, meaty phrases. 

“Make TALK ALIVE with things of HOME- 
LY interest. 

“Use SIMPLE, READILY UNDERSTOOD 
vocabulary. 

“Use short sentences and concise statements. 

“Speak in CONVERSATIONAL tones. 

“BELIEVE IN WHAT YOU SAY. 


“Sustain interest, 
“Stop before they want you to.” P. 137-138 


“The LISTENER prefers a SIMPLE 
READILY UNDERSTOOD vocabulary. 


English as it is spoken in well-bred groups 
everywhere is the most acceptable and is much 
more effective than formal, academic speech. 
... Short sentences and concise statements are 
more acceptable than long. pedantic speeches. 
Many speakers limit their sentences to twenty 
words and exceed this only when a longer sen- 
tence seems to make their meaning clearer. 
Terse SIMPLICITY AND CLARITY should 
be THE foundation of every address. P. 140 

“Some speakers find it helpful to set AN 
ARBITRARY NUMBER OF WORDS for 
their scripts. Of course, this will differ accord- 
ing TO THE RAPIDITY WITH WHICH 
THE INDIVIDUAL TALKS. Some deliver 
AS FEW AS one hundred and twenty-five 
words a minute and others as many as two 
hundred and fifty. A DELIVERY THAT IS 
TOO SLOW MAY MAKE AN AUDIENCE 
RESTIVE. TOO FAST A DELIVERY 
MAY BE DIFFICULT TO FOLLOW. P. 
141. (MIKES DON'T BITE. by Helen Sious- 
sat, Department of Radio Talks, Columbia 
Broadcasting System, New York. L. B. Fischer. 
New York City, Publisher.) 


You might be called to the microphone al- 
most any time these days. Hearing what Mr. 
and Mrs. John Q. Public and family have to 


‘The Timid Scul 


:, — 
Oo Ir Aol pole 


PUT IT OFF UNTILL 
To-mMoRROw! 
To-moRRow May 
‘BE Téo LATE! 


! 
: 
,MELOUETOAST FOS Merten ey 1) 
ty PREDICAMENT ti | if ue 
QURING A CoMmeRcAL BROADEST! |i fu’ Ty 
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say is an important part of our government's 
plan to maintain national morale. With that 
fact in mind, I have picked up professional tips 
for you from a lady whose business it is to guide 
radio amateurs. She is lovely Madonna-eyed 
Helen Sioussat, one of the prettiest women I 
know, and one of the smartest. Helen directs 
the Department of Radio Talks for Columbia 
Broadcasting. 


She says: “All the people who hear you 
over the air ought to feel that they're listening 
to a friend. ... Rehearse your radio talk at 
home. Cut it short when they begin to wriggle 
in their chairs. If you bore folks who love you, 
you will bore the public quicker.” ...Usea 
stop watch to time yourself, if you can afford 
one. Good stop watches cost from about $12 to 
about $25. ... Try to talk intimately. Talk 
into the mike as though you were talking to a 
close pal over the phone. Don't put on company 
airs. Try not to weave back and forth. Stand 
still in front of the mike. Take deep, quiet 
breaths. Never get excited. However passion- 
ate you may feel about your subject, do not 
permit yourself to get hot and bothered. You'll 
lose audience sympathy if you do. The home 
folks will say, “My stars, what a tantrum she's 
in] —and they'll forget what you're talking 
about.—(TO THE LADIES. Princess Alex- 
andra Kropotkin. LIBERTY, June 27, 1942). 


“IMPORTANCE OF ANNOUNCER 


“The manner in which the commercial is 
spoken is exceedingly important. Good com- 
mercials can be spoiled by poor announcers. 


“The ideal announcer, however, will have 
more than just a pleasing voice. He will have 
a quality of tone and inflection which denotes 
sincerity. This quality goes much deeper than 
voice tone. To sound sincere, one must feel 
sincerity. Few, if any, can voice confidence 
and sincerity unless these qualities are felt. A 
good announcer must thus feel and believe the 
claims of the commercial. He can gain help in 
this connection from familiarity with the pro- 
ducts advertised and the services rendered by 
the sponsor. Sincerity gives life and personality 
as well as conviction to the advertising message. 
The good actor is one who forgets self and in 
fact becomes the character in person. A good 
actor is therefore not an actor but the living 
incarnation of the character portrayed. In like 
fashion, a good announcer is not an announcer 
but the personified product or service speaking 
with deep-seated conviction to the thousands of 
listeners who can find satisfaction in its use. — 
(RADIO ADVERTISING FOR RETAIL- 
ERS. C. H. Sandage. Harvard University 
Press, Cambridge, Mass.) 


a Many witli copy-wrilers il ee announcers 


oi their tongues to tile 3,000 rpms 
while their badtns are set at nedbeal 
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CHAPTER XLII 


INQUIRY AND ANSWER 


aS 

C7] AVE you evidence 
that the briefer, lower-pressure (certainly less ob- 
noxious) commercial sells more merchandise than 


the other kind?” 

WHAT IS “evidence’? WHOSE word 
constitutes “evidence’? “Evidence” is COM- 
MON SENSE of one or more persons. 

You say “lower-pressure’” is “(certainly less 
obnoxious)”. ‘THAT is your common sense 
“Less obnoxious’ means more, 
better, and more pleased listener-buyers. That, 
TOO, is common-sense “evidence”. 

“High-pressure”, WITHOUT logic and rea- 
son, IS obnoxious. 

“Low-pressure’, WITHOUT logic and rea- 


son, is failure to sell. 


“evidence. 


“High-pressure”, WITH logic and reason, is 
STILL high-pressure. 

“Low-pressure’, WITH logic and reason, is 
“(certainly less obnoxious)” and means success 
in salesmanship. 

What do we mean by “logic and reason’? 
Sound, practical REASONS WHY listener 
should buy, truthfully, tersely suggested. 

Majority of commercial copy IS “high-pres- 
sure’ WITHOUT logic or reason. THAT'S 
WHY IT IS “high-pressure”. “High-pressure” 
order-takers use it because they think it is a good 
SUBSTITUTE for logic and reason. 


Introduce LOGIC AND REASON, WHY 
listener SHOULD buy, and he'll SELL HIM- 


SELF TO BUY-~and it can be briefly told 
WITHOUT “high-pressure.” 


nee 


PERSONALIZE OR DRAMATIZE COPY 


Average announcer blurs verbose commercial 
copy into a hasty, monotonous sing-song voice. 


Inject and project PERSONALITY AND 
DRAMA into copy. 


SHOWMANSHIP COPY 


Commercials spend thousands to build “a 
show on the air.” Station furnishes ORDINARY 
copy reader announcer to sell product. Announ- 
cers commercial copy IS as much A PART of 
that show as are actors and actresses. He 
SHOULD BE an actor and SHOULD ACT 
copy. 


SMILE YOUR VOICE 
Average announcer’s voice is dull, listless, life- 
less, humdrum. Make it SMILE. Pat in a 
sparkle. It pays dividends to commercial, to sta- 
tion, and, in return, TO HIM. 
Remember Graham McNamee! 


PRONUNCIATION 


Announcers should check correct pronuncia- 
tion. If in doubt, refer to Webster. Especially 
does this apply to overchure, literachure, and to 
proper nouns. (See following table). 
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SELL COPY 


Balance these items and commercial will sell 
goods, because announcer HELPS sell, and com- 
mercial will renew for another twenty-six or fifty- 
two weeks. 


To guide announcers on HOW to sell sales 


copy. I suggest following method for continuity 
writers, of rebuilding PLAIN type-written copy 
into SALES copy. 


Key: CAPITAL words, for emphasis. 
Underlined words, for dramatizing. 
aewteeet between words, for pauses. 


Who shall set a limit to the influence of radio? 
How far is its voice heard? Sheu it to many millions 
What word, what act is it that goes on? 

erepore we doula bo careful what we say, what we 


de before iho 
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CHAPTER XLIV 


Common Rule for East, Near East and 
Far Eastern Pronunciation 


iis E 
eis A 

a is ah 

u is short oo 


wis v 


y is generally i therefore E 


ei is eye 
ie is E 
ai is eye 
ia is A 


aye—as tho ai—is eye 


Hawaii is Hah-vah-ee-ee 
Honolulu is Hoh-no-loo-loo 


Tokyo is Toh-key-o 


sporadic—spo-rad’ ik 
catapult—~kat’ a-pult 
expertly—eks purt-ly 


miscellaneous—mis cel Ia’ ne-ous 


pianist—pi-an’ ist 
coupon—koo’ pon 
infamous~in’ fa mus 
Greenwich—grin‘ij 
nationally—nash’ on-al-ly 
arraignment—a ran’ ment 
lisle—Iil 

indicted—in dit’ ed 
matinee—mat i na’ 
naturally—nat’ u ral-ly 
plummeted—plum’ it-ed 
exquisitely~eks’ kwi-zit-ly 


Peiping is Pay-ee-peeng 
Libya is Leeb-yah 
or, as in Kandy (Ceylon) 
therefore “Kan-dEE” 
Constantinople is Con-stahn-tee-no-pul 
Kiang - - - is Kee-ahng 
Ouled-nail is oo-lay nah-ee 
In all Russian names, THIRD syllable is 
usually one emphasized ~ such as Sebastopol— 
Seb-bahs toap’-ahl. 
Indian names are mostly soft such as Missis- 
sippi, Minnesota, Montana, Minnehaha. 
However “k” often hardens some such as 


DaKota. 


COMMON WORDS MISPRONOUNCED 


illegitimate—il e jit i-mut 
unprecedented—un pres’ e dent ed ° 
debacle—de bak’ | 
camera—kam’ er a 
stabilize—stab’ i liz 
surveillance—sur-val’ yans 
Thames—temz 

aviator—a vi a’ ter 
government—guv’ ern-ment 
temperature—tem’ per a tur 
atoll~a-toll’ 
extraordinary—eks tror’ di neri 
photographer—fo tog’ ra fer 
hypnosis—hip no’ sis 
precipitate—pre-sip’ i tate 
Washington—wosh’ ing tun 
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columnist—kol’ um ist 
instead—in sted’ 
compilation—kom pi la’ tion 
strafed—strafed 

err—ur 

melodic—me lod’ ik 
piquant—pe’ kant 
combatants—kom’ bat ants 
predecessor—~pred e ses’ ef 
mooring—moor’ ing 
circulating—sur’ ku la ting 
unanimously~yu nan’ i mus-ly 
hallowed—hal’ od 
mediator—me’ di a tor 
finale—fi na’ le 

alledged—a lejd’ 

expert (adjective) ~eks purt’ 
located—lo’ kat-ed 
literature—lit’ er a tur 
amateur—am’ a-toor 
digest~di’ gest 

paprika—pa pree’ ka 


Odyssey~od’ ee-see 
salient~say'lee-ent 
guarantee—gar an tee’ 
cameo—kam’ ee oh 
economists—e-kon’ o mists 
scape goats—skap goats 
medium—me’ dee um 
diverted—di’ vurt-ed 
retroactive—ret-ro-ac’ tiv 
adherence—ad her’ ens 
hurricane—hur’ i kan 
legume~leg’ um 
tapestry—tap’ es tri 
occasional—a ka’ zhun al 
annihilation—an ni’ ila’ shun 
deal—def 

waning—wan’ ing 
detail—de tail’ 
impetus—im’ pe tus 
admirable~ad’ mi-ra ble 


absenteeism—ab sen tee’ ism 


COMMON WAR NAMES PRONOUNCED 


Bizerte—Bee zairt 

Tabarka—Tah bar’ kah 

Souk El Arba—Sook El Ahr’ bah 
Hammamet—Hah mah’ met 
Gabes—Gah’ bess 

EI Agheila~EI Ah-zhee’ lah 
Lyautey—Lee oh tay 

Safi~Saff fee 

Fort Despagne—Dess pahn’ yuh 
Fort Lagoulet—Lah goo lay 
Tuapse~Too-ahp’ suh 
Batum—Bah toom 
Voronezh—Vohr-oh-naiz 
Lae—Lah’ ee 

Salamaua—Sal uh mow’ ua 
Nalchik~NahI-cheek 
Novorossisk—Nohv-oh-roh-seesk 


Ordzhonikidze—Or jon ee keed’ zuh 
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Oivi—Wee-vee 
Buna~Boo-na 
Buin—Boo inn 
Magwe—Maa gway 


Davenport—Dayv en port 
Mozdok~Moz dok’ 


Novo Sokolniki~No vo So kol’ nee kee 
Velikie Luki—~Ve-lee kee’-yeh Loo kee 


Rostov—Ros tof’ 
Rzhev—Rih zhef’ 
Vitebsk—Veet’ ehbsk 


Sousee—Soos 


Sfax—S-fox 


Jean Marie Bergeret—Jo-n Ma ree Bear jer ay 


Chatel~Sha-tell 
Millerovo—Meel-er-ovo 


Alagir~Ahl agh’ eer 


Kotelnikovski—Koh tel nik off’ skee 


Elista~Yehl ees’ tah 
Rathedaung—Rath downg 
Voroshilovgrad—~Vor osh eel’ ov grahd 
Toungoo—Tow ngoo 
Kamensk—Kahm’ yehnsk 


Buerat El Hsun—Boy’ er raht ell Huss’ son 


Bei el Chebir—Bay el gay beer’ 
Akyab—Ahk yahb’ 

Poltava—Pol tahv’ ah 
Kramatorsk—Krah mat orsk 

: Koepang—Kuh pahng 

Bou Arada—Boo’ ah-rah-dah 
Feriano—Fairy ah’-nah 
Sbeitla—S-bay eet’ Jah 
Upolu—Ooco po’ [oo 
Kolombangara—Koh-lum-ban’-guh-ruh 
Wewak—Wee’ wahk 
Gafsa—Gahf’ sa 

Sbiba—S-beeb’ ah 
Bataisk—Ba-tysk’ 
Kupyansk—Koop-yahnsk’ 
Yeisk—Yah’ eessk 
Voronezh—Vor on’ yesh 
Staro-Minskaya—Staro-o-mins kah’ ya 
Faid—Fah-eed 

Sened—Sen-id’ 
Ousseltia—Ow-sell-tee’ ah 
Homs—Homes 

Kharkov—Khar’ kov 

Beni Oulid—Ban-ee Wah-leed 
Schluesselburg—Shlis’ sil-berg 
Volkhov—Volkh’ of 

Toungoo—T ow-ngoo 
Maymyo—May’ myo 
Monyuwa—Mone’ yoo-wah 
Rathedaung—Rah’ the-downg 
Kropotkin—Kroh-poht’ kin 
Maknassy—Mak nas’ see 
Kokumbona—Koh-kum-bohn’ ah 
Kolombangara~—Ko-lum-ban’ guh-ruh 
Shwebo—Shway-bo 

Yves Chatel—Eev shah tel 


Dnieper—Dnychp’' r 
Medenine—Mah-dee-nuhn’ 
Slavyansk~Slahv yansk 
Sverdlovsk—Svyehrd-lovsk/ 
Bogo-Dukhov—Bog-od-ookh’ of 
Zmiey—Sme-ev 
Manych—Mahn-eetch 
Armavir—Ahrm-uh-veer’ 

Beni Oulid~Ben-ee Wah-leed 
Maymyo—May’ myo 
Monyuma—Mone’ yoo-wah 
Nevinnomissk—Nyey een’ o-meesk 
Proletarskaya~Pro’ let-tar-skah-yah 
Kupyansk—~Koop-yahnsk’ 

Pont du Fahs—Pohn doo fahz 
Mikoyan Shakhar~Mee-koy-ahn-shah-kar 
Tikhoretsk~Teek-hor-etsk 

Ben Gardani~Ben Gar-dah-nee 
Robaa—Rohb-aa 

Celebes—sel’ e beez 
Gireaud—Zhe-ro 

Vichy—Vee’ she 

Canberra—Kan’ ber a 
Thailand—Ti land 

New Guinea—Nzu gin’ i 
Lancaster—lang’ ka stir 
Lyons—Le on’ 


——— 


Pronunciation — in majority, follows COMI- 
MON RULE, P. 233. 
(Compiled from UNITED PRESS news re- 


lease). 


et 


TAKE MY WORD FOR IT 
By Frank Colby 


WORDS TO WATCH 
A pronouncing peculiarity frequently heard on 
the airways, and from the lecture platform and 
pulpit, is the sound of “ore” in the last syllable 
of such words as factor, sector, ambassador, legis- 


lator. 
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Broadcasters occasionally carry the “ore” af- 
fectation to fantastic extremes. One recently re- 
ferred to himself as a “commenta-tore,” and spoke 
of his “‘sponsore’! If he has a son, I suppose he 
calls him “juniore.” I say “I suppose,” for it may 
be that the commenta-tore is a bachelore. 


If we consult any good dictionary, we find that 
the suffixes -or and -er are identical in pronuncia- 
tion and meaning. Both indicate “an agent or 
doer.” Both should be pronounced “er,” as in 
maker, speaker, teacher. The only difference be- 
tween -or and -er is that -or usually is appended 
to words of Latin or Romance origin, and -er is 


used with non-Latin words. 


“Factore, sectore, ambassadore, legislatore’ are 
fallacious, and strike the ear as unpleasantly as 
would “tailore, sailore, razore, doctore, tractore, 
labore.” 

Any day we may expect to hear, “And now, 
our tenore will sing the Peanut Vendore? And 
of course, with typical American zeal, we all will 
soon be doing it. Newspapers will have editores, 
street railway systems will be advertising for con- 
ductores, the filling station attendant will fill up 
our radiatores, we'll be dunned by bill collectores, 
and the perky miss who whisks us up to our offices 
will style herself an elevatore operatore. 


Am I being an exaggeratore? Wait and see. 


My notes reveal that these are the 10 most fre- 
quently mispronounced words on the air. Pub- 
lic speakers and especially broadcasters, will find 
these good words to watch. 
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Schedule. The mispronunciation “SKEH-joo- 
ull” is amazingly hard to put down. It results 
from false association with such -ual words as 
gradual, mutual. But schedule has only two 
syllables, thus SKEH-jool. 

Envoy. Caution. This word is not French, 
and it should never rhyme with “convoy.” Pro- 
nounce it as it is spelled: EN-voy. 


Cerebral. No dictionary known to me sanc- 
tions or lists “suh-REE-brual.” Accent the first 
syllable and rhyme it with “air, pair.” Say: 
SAIR-ee-brul, 

Posthumous. Do not thyme with “roast Du- 
mas.” Accent the first syllable which rhymes with 
“joss,” thus: POSS-choo-muss. 

Aerial. Not “ay-AlR-ce-ull.” When the 
word is given the four-syllable accent the second 
syllable should rhyme with “ear, fear,” thus: ay- 
EAR-ee-ull. However, the logical and more cus- 
tomary American pronunciation is: Air-ee-ull. 

Official. Please, not “oh-ficial.” And occa- 
sion and offensive are not “oh-casion, oh-fensive.’ 
Likewise, efficient, effective, and essential are not 
“ee-ficient, ee-fective, ee-sential.” Say: uh-ficial, 
uh-casion, uh-fensive; eh-ficent, eh-fective, eh- 
sential. 

Sacrifice. Never “SAK-ri-fiss.” The third 
syllable in both noun and verb should rhyme with 
“ice, mice,” exactly as it is spelled. 

Program. The erroneous “progrum”’ is still 
heard on the air, but the experienced broadcasters 
thyme the second syllable with “ham, Sam.” 


CHAPTER XLV 


LOSS 


SA, 
( N AVERAGE % 


hour WOC time, 1942, 250-time rate card, based 
on all classification average of time-value, is 


$87.00. Or, $31,755 per 365 days, per year. 


An average %4 hour, WHO time, 1942, 250- 
time rate card, based on all classification average 
of time value, is $261.88. Or, $95,586.20 per 365 
days, per year. 

Add WOC and WHO, and our announcers 
thotlessly and carelessly waste $127,341.20 of po- 
tential saleable time. 

In addition to OUR Ioss, WE cheat sponsors, 
agencies, representatives, copywriters of sales in- 
comes. 

There IS a necessity for US to conserve OUR 
loss and produce increased sales for buyers of our 
time. 

Effectiveness of announcers’ spoken words, and 
returns therefrom, determine WHERE advertisers’ 
dollars will be spent—radio, printed advertise- 
ments, newspapers, magazines, direct mail, bill- 
boards. Which returns GREATEST RESULTS 
PER DOLLAR INVESTED, pre-determines big- 
gest appropriation. When radio increases sales 
more than other means, our time increases in val- 
ue; our time will be more in demand; you will be 
worth more to us; our profits increase and your 
annual bonus steps up accordingly. 

As Executives of Radio Stations, you have the 
problem in common with all Radio Stations—AN 
ANNOUNCER CAN MAKE OR BREAK 
SALES. We should score-value announcers 
FOR SALESMANSHIP ABILITY, by success- 


GOES MANY WAYS 


ful salesmanship analytical tests, thereby eliminate 
weak acts, keep strong ones, stepping up potential 
service into MORE BUSINESS for buyer of our 
time. We do it in other departments. Let’s PRO- 
TECT this IMPORTANT onel 


Our greatest need is to instill desire, develop 
will power to improve, prod ourselves from within 
every time we are before a mike. When each 
understands WHAT is to be done and WHY 
and HOW to do it, and WORKS HARD to 


bring it about, we can accomplish miracles. 


“The Best Announcer-SALESMEN on the 
air, with EVERY announcer on our Staff” should 


be our goal. 


SPEND EXPENSIVE WORDS WISELY 


Sponsor buys radio time to sell products. 
Commercial is limited by NAB code, to a limited 
time. Number of words in that time depends 
upon value of each. Radio words cost and are 
worth money. Each word must return investment 
plus. Each costs from 3¢ to $77. $77 words 
should be carefully picked and wisely used. 
Cheap copy-writers throw in hundreds of 5¢ 
words. Salesmen copy-writers use $77 words. 
What determines word value? RETURNS 
FROM USE. Spend $77 words and get $200 
returns and radio will make you rich. Copy- 
writer should WRITE and announcer should 
SPEAK money-words economically. When it 
was HIS money. HE WOULD. A few $77 


words are better than a mess and mass of 3¢ ones. 
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“COMMERCIAL PROGRAMS AND LENGTH 
OF COMMERCIAL COPY 


“Acceptance of programs and announce- 
ments shall be limited to products and services 
offered by individuals and firms engaged in 
legitimate commerce; whose products, services, 
radio advertising, testimonials and other state- 
ments, comply with pertinent legal requirements, 
fair trade practices and acceptable standards of 
good taste. 

“Brief handling of commercial copy is recom- 
mended procedure. 

“Member stations shall hold the length of 
commercial copy, including that devoted to con- 
tests and offers, to the following number of 
minutes and seconds: 


Daytime 
Five-minute programs ......... 2:00 min. 
*Five minute news programs ....1.45 
Ten-minute programs ..........2:30 
Fifteen-minute programs ....... 3:15 


Twenty-five-minute programs ...4:15 
Thirty-minute programs ........4:30 


Sixty-minute programs ......... 9:00 
Nighttime 
Five-minute programs ......... 1:45 min. 
*Five-minute news programs ....1:30 
Ten-minute programs ..........2:00 
Filteen-minute programs ....... 2:30 


Twenty-five-minute programs ...2:45 
Thirty-minute programs ........3:00 
Sixty-minute programs .........6:00 


—— 


* Farther restriction by individual stations is 
recommended, 


(From The NAB Code, page 906 
RADIO ANNUAL~1943) 


Regulations for Broadcasting Stations, Made 
Under The Canadian Broadcasting Act, 1936, 
as Amended up to March, 1941, has following re 
commercial time for commercial programs. (Since 
above, this schedule has been broken down and 
more latitude allowed.) It does prove direction of 
brevity of commercials. 


“These regulations are designed to main- 
tain and improve the standard of broadcasting 


in Canada . . .” (P. 3) 
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“No one shall broadcast (k) advertising con- 
tent in the body of a news broadcast.” (P. 9) 

“9. The advertising content of any pro- 
gram shall not exceed in time ten per cent of 
any program period.” 

742) Notwithstanding the provisions of sub- 
section (1) any station shall upon instructions 
in writing from the Corporation reduce the 
total daily advertising content of its programs 
if the said total advertising content in the 
opinion of the Corporation occupies an undue 
proportion of the daily broadcast time.” 

(3) Upon notice in writing from the Cor- 
poration any station shall change the quality 
or nature of its advertising broadcasts.” (P. 10) 

“11. (1) ‘Spot’ announcements shall not 
exceed two minutes for each broadcasting hour, 
subject always to the provisions of subsection 
(2) of this regulation. 

“One ‘spot’ announcement before and one 
‘spot’ announcement after a news bulletin, but 
in no way whatsoever associated with the spon- 
sorship of such news bulletin.” (P. 12) 

“Washington: Shorter commercials on day- 
time radio programs are urged by the National 
Association of Broadcasters. 

“NAB, in a revised code of practices for 
broadcasting, recommends that commercials 
used in the daytime be cut to the same length 
as those on night programs. 

“Tt suggests these standards for daytime 
commercials: one-minute-forty-five-seconds on 
a five-minute broadcast; one-and-one-half min- 
utes on a five-minute news broadcast; two-and- 
one-half minutes on a fifteen-minute program; 
three-minutes on a half-hour; and six-minutes 
on a full-hour program. 

“The revised code of broadcasting practices 
was adopted by the NAB Board of Directors 
Tuesday upon recommendation of the code 
committee, headed by Lee Wailes, Manager 
of the Westinghouse Radio Stations. 

“NAB President, J. Harold Ryan, says the 
changes provide ‘a strong safe-guard of free 
radio in America.’ 

“This new code also recommends that po- 
litical broadcasts and those dealing with public 
questions ‘be confined to straightforward state- 
ments appealing to intelligence and reason.’ 

“Other revisions recommended that news 
broadcasts be presented with fairness and ac- 
curacy; children’s programs be based upon 


sound social concepts; and that broadcasters 
should search for improving applications of the 
radio as a medium of education.” — AP Dis- 
patch, August 10, 1945. 


—— 


Y% hr. allots 2:30-minute commercial 
80 wpm would be 200 words 
At $9.45, each word would cost 4¢ 


5 min. allots 1:45-minute commercial 


Examples of What Radio Words Cost: At $3.15, each word would cost 2c 
(Station rates quoted from actual station rate 


cards) (Exclusive of talent): 


deeded 


Local station. 


100 watter, word-value ex- 


Power Yo hr. % he. aimin. ample: 
50,000 $330.00 pe ag Y hr. allots 3-minute commercial 
5,000 180.00 nee aan 80 wpm would be 240 words 
250 17.35 . : At $17.50, each word would cost 7¢ 
100 17.50 10.00 5.50 


Clear channel station word-value example: 
Y% hr. allots 3-minute commercial 
80 wpm would be 240 words 

(See p. 146 for author's reason for 80 wpm) 
At $330, each word would cost $1.37 


Y% hr. allots 2:30-minute commercial 
80 wpm would be 200 words 
At $190, each word would cost 95¢ 


5 min. allots 1:45-minute commercial 
80 wpm would be 140 words 
At $120, each word would cost 86¢ 


——- 


Regional channel station word-value example: 
Ya hr. allots 3-minute commercial 

80 wpm would be 240 words 

At $180, each word would cost 75¢ 

VY, hr. allots 2:30-minute commercial 

80 wpm would be 200 words 

At $120, each word would cost 60¢ 


§ min. allots 1:45-minute commercial 
80 wpm would be 140 words 
At $72, each word would cost 51¢ 


_——— 


Local station, 250 watter, word-value ex- 


ample: 


Yq hr. allots 53-minute commercial 
80 wpm would be 240 words 
At $17.35, each word would cost 7¢ 


Y, hy. allots 2:30-min. commercial 
80 wpm would be 200 words 
At $10, each word would cost 5¢ 


5 min. allots 1:45-minute commercial 
80 wpm would be 140 words 
At $5.50, each word would cost 3/2¢ 


Above station time-cost figures are station 
time only, exclusive of talent. 

National net, including station time AND 
talent, would average an approximate cost of 
$18,500 


Y% hr. allots 3 minutes, or 240 words at 80 
wpm 
Each word would cost $77.07 


Y hr. national net, including station time 
AND talent, would average an approxi- 
mate $10,400 


Y, hr. allots 2:30-minutes commercial, or 200 
words at 80 wpm 
Each word would cost $52.00. 


——— 


What value is commercial copy when copy- 
writer USES $77 words and announcer SPEAKS 
them with 3¢ interpretation? 


What value is commercial copy when copy- 
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writer WRITES 3¢ words and announcer AT- 
TEMPTS to speak them with $77 interpretation? 


What value is commercial copy when copy- 
writer and announcer both use 3¢ words on a 


$77 program? 

When copy-writer, or announcer, SPENDS 
$77 to BUY words, he demands more returns 
than from 3¢ words he frequently writes or speaks. 


When copy-writer cuts commercial from 240 
te 120 words, he DOUBLES value of each word 
used. 

When words cost 50¢, and 5¢ words are used, 
there is 9 SALES LOSS of 45¢ per word. When 
words cost 50¢, and $1.00 words are used, there is 


a SALES GAIN of 50¢ per word used. 


Unnecessary words used, having no DIRECT 
impact TO SALES of articles, reduce value of 
those used TO direct sales. Each word is worth 
what it tells, helps, induces, ow DOES TO SELL. 
Each word OUTSIDE that objective cheapens 
each word which does. 


Comparative to power, day and nighttime 
audience coverage, rates, etc., difference between 
50,000-watt and 100-watt stations, a $77 word 
may be equal in value to a 3¢ word. A 3¢ word 
on a 100-watter might be the equivalent to a 
$77 word in a national net program. Even so, 
why use 5¢ words on a 100-watter or $5 words 
on a national net? It is possible, nevertheless, for 
a $77 word to replace a 3¢ word, or vice versa, 
on either or both. $77 words CAN BE used on a 
100-watter and 3¢ words CAN BE used on a 50,- 
000-watter. 


EXAMPLE | 


We reproduce original FIRST ANNOUNCE- 
MENT and FINAL ANNOUNCEMENT, as 
submitted. We reproduce it first as is; second, 
briefed; third, stating reasons for elimination of 
certain words; fourth, valuing it in word cost. 
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Original announcement as submitted: 


WHO BARN DANCE FROLIC 
SATURDAY, JUNE 12, 1943 
ADVERTISERS ciccnn, <ewaiees 195 
AGENCY: ......... Advertising Agency. 
Chicago, Illinois. 


FIRST ANNOUNCEMENT: 

ANNOUNCER: Now, folks, we'd like to take 
our hats off to the Indies—for the fine job they 
are doing in keeping the nation’s households 
running smoothly during these troubled times. 
Yes, ladies, you have more than your share of 
responsibilities on the “home front” these days. 
and undoubtedly there are times when you find 
it mighty hard to keep going — times when a 
headache, sore aching muscles, a touch of acid 
indigestion seem almost too much to bear. 
Well ladies, if you will only keep a package 
of friendly, dependable aie tate: SAiepere ss tablets 
handy, REAL relief for these common busy- 
day complaints can be yours in almost no time. 
And say, friend husband will welcome the re- 
lel cc cataeen cae offers too—when he comes 
home from a long, hard day's work feeling 
head-achy and upset. Many’s the time you'll 
be glad you got a 30- or 60-cent size package 
of modem, effervescent ...... seeeeee tablets 
from your druggist. Do it this week end, won't 


you? 


Announcement as briefed and revised: 

WHO BARN DANCE FROLIC 

SATURDAY, JUNE 12, 1943 
ADVERTISER? ssissili'sc seawecis coe es 


AGENCY: ......... Advertising Agency, 
Chicago, Illinois. 


FIRST ANNOUNCEMENT: , 
ANNOUNCER: Ladies, you have YOUR share 


of responsibilities on the home front. There are 


times when you find it difficult to keep going 
with a headache, aching muscles and indiges- 
tion. Keep a package of dependable ........ 
tS nf Saw tablets handy. Relief for these com- 
plaints can be yours. Friend husband will wel- 
come relief ........ ...2-0- offers from a 
long. hard day's work. Get a 30 or 60-cent 
package Of sss. e semen om 


We cut FIRST ANNOUNCEMENT from 
166 to 70 words. 


“NOW, folks,” 

A poison prefix (see page 147). 

“.. wed LIKETO...” 

In what way does this DESIRE SELL ...... 


*".. . take our hats off . . .” 

What difference DOES IT MAKE whether 
he takes his “hat OFF” or puts it on? (Goat 
feathers. See page 147.) Does THAT sell ..... 


. to the ladies . . .” 


It also mentions men. 


COATS OFF to men. 


Suppose he takes 


*. .. for the fine job they are doing in keep- 
ing the nation’s households running smoothly dur- 
ing these troubled times.” 
A fine gesture, timely. It SHOULD BE di- 
rected TO SELLING rather than flattering. 
“Yes,” 


A poison prefix again. 


“, . . for the fine job they are doing . . .” 
AND “™. . . you have more than your share of 
responsibilities . . .” 

Repetitions. Eliminate one OR other. 


. these days .. .” 
Obvious, because IT IS TODAY you speak 


this statement. 
. . . and undoubtedly . . .” 


Implies a doubt. These words add little to 
sales presentation. 


. mighty hard...” 

Should be tested by its opposite, “soft.” 
“HARD” is the WRONG word. DIFFICULT 
is apropos. Eliminate “mighty”. 


... times whena... 
Should be changed to “WITH A”. 


. seems almost too much to bear, . . . 

Was duplicated when copy-writer said 
“mighty hard”, which we changed to “find it 
difficult”. Why repeat dilution? 


“Well, ladies, IF you will only.” 

“Well, ladies,” is another poison prefix. “IF” 
implies maybe, doubt. perhaps. Start sentence 
with POSITIVE—"KEEP A PACKAGE.” 

Since when have ........ .scesees become 
“friendly?” Wrong word in wrong place. 
“Friendly” is relation between PEOPLE. 

“REAL” 

Implies derogation of some which are UNreal. 

. common busy day, . . .” 
A conclusion of fact listener KNOWS. Why 


spend costly words eating radio time, diluting 
PUNCH SALES THOTS? 


. in almost no time.” 

NO TIME is negative and suggests LONG 
time. “Almost” is thrown in to SHORTEN 
LONG time. “Almost” and “no time” are con- 
tradictory to each other. BOTH should be elimi- 


nated. 
“And say, . 2. 
Poison prefix again. 
too, ‘g 


Weakens strength of thots. 


. when he comes home.” 
Suppose he lives in a hotel? Suppose he has 
these at work—in the factory, shop, or office? 
Must he wait until “he comes HOME"? 
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feeling headachy and upset.” 
This has been said ONCE. Why repeat at 


cost of more words, which cost money, asking 


listener to blur sales purpose? 


“Many’s the time you'll be glad you . . .” 
Goat feathers! If what IS said IS TRUE, 
this IS what happens. Let LISTENER sell him- 


self to conclusion. 


. modem, effervescent.” 

What does he care whether modern or ancient 
bubbles. WHEN IT DOES WHAT YOU 
SAID IT WOULD DO? Direct EVERY word 
to ACCOMPLISHMENT. That is WHAT 
SELLS. 


“. . . from your druggist.” 

What difference WHERE HE BUYS, SO 
LONG AS HE BUYS? Others than “druggist” 
sell them. 


“Do it this week end.” 
Why wait until “week end’? He or she 
could have “a headache, aching muscles and in- 


digestion” ANY DAY of the week. 


“WON'T YOU... .” 
Suggests DON'T you. 


-—— 


Now for FINAL ANNOUNCEMENT as 
submitted: 


Original final announcement: 


WHO BARN DANCE FROLIC 
SATURDAY, JUNE 12, 1943 


FINAL ANNOUNCEMENT: 

ANNOUNCER: Folks, have you been sur- 
prised to discover, since the start of gas ration- 
ing, just how much fun you can have right at 
home? Oh, I tell you—gas may he rationed 
but Summer-time fun isn’t. So enjoy these 
summer week ends AND your vacation (if you 
get one) as much as you can, so when you go 
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back to work you're feeling relaxed and rarin’ 
to dig in. Careful tho, and don’t have TOO 
good a time. But if you do, and a headache, 
a touch of acid indigestion, muscular aches and 
pains or morning alter misery results, let .....- 
seis help you get back on the happy side of 
life FAST. You'll never fully appreciate the 
remarkable relief ...... ...... offers until you 
experience it at a time when, without it, you 
might have had to miss out on all the fun the 
others were having. So ask your druggist for 
a 50- or 60-cent size package of ...... -++++* 
THIS WEEK END. Many’s the time you'll 
be glad you got acquainted with ...... -+++++ 


Final announcement, as briefed: 


WHO BARN DANCE FROLIC 
SATURDAY, JUNE 12, 1943 


FINAL ANNOUNCEMENT: 
ANNOUNCER: Enjoy summer week ends so 
when you go back to work you're feeling re- 
laxed. If you have headache, acid indigestion, 
muscular aches, pains, or morning after misery 
results, sialerctere: “eels will help you back to a 
happy life. Experience it at a time when you 
might have had to miss out on fun others have. 
Ask for a 30- or 60-cent size of ....-. «+++ 
Break down sense or non-sense of words as 
used in FINAL ANNOUNCEMENT. we again 
give reasons for their deletion; WHY we cut on 
both commercials from 354 to 137 words. 
“Folks, . . .” 
Poison prefix. 
“, . have you been surprised to discover?” 
Who is “surprised”? Who “discovers” this? 
Goat feathers! All are aware of it. Both words 
wrongly used, 
“. « « have you been surprised to discover, 
since the start of gas rationing, JUST how much 
fun you can have RIGHT at home . . .?” 


ENTIRE SENTENCE has an absence of 
sales appeal. Goat feathers] 


“yo «juss Cet ss right...” 
Superfluous—they weaken statement. 


"So..." and"... these...” 
Add words demanding thinking uncalled for. 


.«. summer... 
What about winter week ends also? Shall 
we ignore them? 


*. . . AND your vacation (if you get one) 


Why limit sales to such? What sales value 
has “( if you get one)"’? 


“, . . so when you GO BACK te work . . .” 

What about while AT WORK? By lIang- 
uage used, copy-writer LIMITS time and place 
they SHOULD BE used. 


“, . « feeling relaxed and rarin’ to dig in.” 

Are we talking about soldiers digging fox- 
holes? Work harder, or do BETTER and 
MORE work, would be more appropriate. 


“Careful, tho, and don’t have TOO good a 
time.” 

In one place, original copy SUGGESTS 
HAVING a good time, and now suggests limiting 
that good time, 


“. .. but if you — 

Seemingly mixes contradictions. 

Has “life” a “side”? “Side” is misplaced. 
“te FAS 


Why this word at all? 
“You'll NEVER FULLY appreciate the .. ." 


When THAT IS TRUE, why tell and keep 
me FROM buying? 


VON «Soc 


Another poison prefix. 
. ask your druggist.” 


Tt can be had in other stores] 
“, . » THIS WEEK END.” 


Again suggests ONLY “week end.” There 


are seven days in a week. 


We criticize this copy-writer’s two radio com- 
mercials. We could cite any other as an example. 
For that reason we delete identity. Two ORIGI- 
NAL commercials cited ARE brief, concise, and 
pungent compared with majority of medical radio 
copy. These WERE picked because THEY 
WERE more sound copy than majority of others. 
As brief as they were, by comparison, we desire 
to show how to make them MORE positive by 
eliminating ALL diluting language and concen- 
trating MORE on positive sales values. 


We cut FINAL ANNOUNCEMENT from 
179 to 67 words. 


FIRST and FINAL ANNOUNCEMENT 
were used on a 30-minute night show over a 
50,000-watt clear channel station. Its time costs 
$330. NAB code limits to 3-minute commercial, 
or 240 words at 80 wpm. Adding 166 and 179 
words in copy submitted, we have 345, or 105 
MORE words than NAB code allows and author 
believes advisable in that time. As briefed, add 
70 and 67 and we have 137 words, or 105 LESS 
than NAB code allows as author believes ju- 
dicious in that time. 


At cost of $330, 345 words cost 95¢ each. 240 
words would cost $1.57 each. 


As briefed we have increased value of 137 
words TO $2.40 each. 
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CHAPTER XLVI 
RADIO’S SELF-ILLUSION 


VARIETY (May 20, 1943) contains this ap- 


ropos article: 


“Lawrence J. Heller, president of WINX, 
Washington, poses a question which undoubt- 
edly is being conjured by hundreds of other 
broadcasters throughout the country. The prob- 
lem that Heller's question projects is not one of 
industry-shaking dimensions. Rather it offers 
a clinical insight into a psychological phenom- 
enon which seems for the moment to have taken 
possession of some quarters of the broadcasting 
industry. What perhaps started out as a sound 
merchandising idea appears to have gone awry 
and an audience research system has become 
inextricably mixed up in what promises to be- 
come the ‘great hallucination’ of what other- 
wise is a common-sense-dominated business. 


——— 


“Heller's question is contained in the fol- 
lowing letter received from him by ‘Variety’ 
last week: 


"“'T believe that you are in a position to 
render a real service to those of us who are 
confronted with the money giveaway problem 
on our radio stations. Looking at the situa- 
tion objectively, I wish you would give me 
your reaction to the problem raised through 
the use of money giveaways. 

“"Take our station, for example. Every 
unofficial survey we make indicates a wide, 
appreciative, and respectful listening au- 
dience. I believe that we have built well 
and on a substantial foundation. But in the 
Hooper surveys, the one station in town that 
has a jackpot giveaway every hour on the 
hour has a constantly growing audience, 
while our audience has not grown. 


““Now, if we were to maintain money 
giveaways, | am confident that we could get 
a 50 per cent increase in Hooper ratings with- 
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in 60 days and, obviously, that improved 
Hooper status would mean a considerable in- 
crease in business. 

“I do not believe the same question of 
my personal predilections as against the pref- 
erences of major audiences arises as between 
sound programs and a purchased audience. 
However, it is a problem to decide whether 
to build for a Hooper report through money 
giveaways, or to continue to stay away from 
such audience-stimulators and build sound 
programs. 

"T would like to hear your views on the 
subject. Further than that, I should like very 
much to have the problem publicized so that 
a conclusion could be reached by all stations 
concerned. 

“*This problem confronts not me alone, 
but hundreds of other radio station mana- 
gers who wish to maintain both sound pro- 
grams and growing audiences. 


— el 


“There is plenty of keen thinking in Heller's 
estimate of the situation. More than that, he 
talks like a broadcaster who is not only an 
astute operator, but who is fully cognizant of 
the obligations he owes the public serviced by 
his station. But like any other businessman 
faced with the maverick behavior of his com- 
petitors. Heller is nevertheless on the horns of 
an itchy dilemma. 

——— 

“The choice is his alone and there are cer- 
tain facets to the ‘jackpot giveway’ fad that 
should cause broadcasters to hesitate about 
joining the ‘mob’. 

—_——— 

“It is bad radio and eventually the stunt 
will militate against the best interests of the 
industry as happened once in the case of radio 
sooth-sayers and motley acceptance of disrep- 
utable nostrums. 


“The advantage is temporary, and as film 
theatre operators learned much to their eco- 
nomic dismay through the dish night device, a 
giveaway is hard to shake once the customers 
have got into the habit of expecting a premium. 


ee 


“As C. E. Hooper himself has perhaps ob- 
served by this time, the giveaway gag can only 
serve to muddy the survey waters and throw 
the true status of a station’s listening audience 


badly out of kilter.” 


THERE’S SOMETHING WRONG, 
EITHER WITH RADIO COMMERCIALS, or 
WITH RADIO AUDIENCES, OR BOTH, 
when such LARGE PERCENTAGES, remain 


UNHEARD FROM, ‘34-42 or 8 2/3 years of - 


highly cultivated and fertilized soil with such a 
SMALL crop. No farmer would tolerate ONE 
ear of corn on an acre, ONE pig on a farm; or, 
a salesman a daily average of 45 SUBSTAN- 
TIAL orders A DAY over 8 2/3 years from 5 


million or 7% million potential customers. 
Are our radio commercials SO lifeless, SO 
dead: are we etherizing our listeners, lulling them 


into inaclive anesthesia, giving them writer's 


AND buyer's cramps? 
Is there A NECESSITY for some BETTER 


way to arouse, wake up, spring them into sales 
action; that LARGER audience that today lies 


fallow and sterile? 


Could anything prove stronger THAN 
THESE FIGURES how much THERE IS 
AHEAD of BETTER WORK that needs be 
done? 


Our purpose of presenting these figures, all 
of which could be as pungently broken down 
same way, is to suggest THAT STATEMENTS 
MADE are reliable, based on facts, factual data, 
giving figures and dates, and are other than fig- 
ments of imagination. 


Ridjo announcer-orators usually think rapidly 
thou the mouth. 
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CHAPTER XLVII 
CHANGE 


( 
BR oro agencies CAN 


point with justifiable pride to superior radio sales- 
manship. Years ago, novelty submerged listener's 
dislikes. NOW listener has become hypercritical 
and resentful. This feeling is growing. Bursting, 
here and there, are sporadic flames. A prairie or 
forest fire is smouldering. It COULD BE fanned. 
He is fed up and disgusted with blatant com- 
mercials. That MUST be allayed. We are 
rapidly LOSING commercial listening. Today, 
radio audiences are brutal realists! Yesterday we 
could throw imponderable words AT listener. 
Today, we must’ reason sense WITH him. A 
NEW AND BETTER ERA OF COPY IN 
SALESMANSHIP MUST BE BROT FORTH 
IF WE ARE TO SAVE HIM COMMER- 
CIALLY] 


Advertising jobs CAN reach ultimate selling 
and buying objectives. Out in those great air 
spaces is a 100 per cent maximum sales potential 
BUYING possibility. It IS exhaustless] Every 
person, even hoboes, needs soap. Where IS sat- 
uration absorption quantity? 

It backs 
up to individual concepts. Some agencies are 
EASILY pleased. They will GLANCE OVER 
this book, read its contents lightly, cast it to one 
side, saying: “Look at marvelous job WE HAVE 
DONE!” Others will be optimistically dissatis- 
fied. They will SERIOUSLY STUDY PRIN. 
CIPLES itemized AND put forth NEW en- 


deavor to improve copy to take up slack so au- 


Sales satisfaction is comparative. 
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diences WILL listen! Were I an agency, I would 
ADD TO MY BUYING PUBLIC 95 PER 
CENT THAT TODAY LISTEN TO SHOWS 
AND REFUSE TO LISTEN TO COMMER- 
CIALS. 


Perpetuation of American System of Broad- 
casting depends on PERMANENT ability of 
sponsor to SELL product or service to PRO- 
DUCE greater profit than OTHER media. If 
THAT fails, radio fails] Pivotal hub hinges on 
WHETHER LISTENER LISTENS! Agencies 
CAN afford to weigh CAREFULLY most im- 
portant unknown quantity—radio buyer! If agency 
copy and broadcasting announcers drive listener 
AWAY from listening, what WILL become of 
American System of Broadcasting? Any person, 
from agency to announcer, can unwisely finger his 
nose, call factual conclusions ridiculous, slighting- 
ly laugh at facts, BUT IT STILL REMAINS 
THAT COMMERCIAL RADIO IS KILLING 
GOOSE THAT BUYS VITAMINS THAT 
KEEP EGGS ROLLING IN WHICH SUP- 
PORTS AMERICAN SYSTEM OF BROAD- 
CASTING. That is HOW IMPORTANT is- 


sue IS we herein discuss! 


PERCENTAGE 
There's marked difference between SMALL 
per cent of radio audience OF MILLIONS; and 
LARGE per cent of newspaper or magazine 
THOUSANDS. 


Agency contends that gross volume sales in- 


come produced for sponsor from his radio pro- 
gram IS GREATER than a like amount spent 
for newspapers, magazines, billboards, etc. This 
CAN BE TRUE and be BUT A PART of po- 
tential factual truth. What he receives from radio 
IS SMALL PORTION of what HE SHOULD 
receive from that expenditure. 

Radio commercial copy-writers THINK they 
do excellent job based on returns they DO get. 
This is based on their EYE concept of their EAR 
audience. By CRITICALLY dissecting EAR re- 
ception of listeners’ disgust of radio commercials 
they would understand what a miserable failure 
they receive of A LARGE per cent of “radio au- 
dience of millions.” 

Its length, breadth and/or depth has hardly 
been scratched. THAT gap IS INCREASING! 
Time SHOULD produce BETTER methods of 
DECREASING ITI 


AWAKE MINDS 

The majority of radio listeners ARE THINK- 
ERS and copy-writers are supposed to by FUN- 
DAMENTALISTS else they would not have 
reached that sphere of writing material for radio 
audiences. When more writers THINK WITH 
WORDS, and more announcers SPEAK 
WORDS WITH THOT, more listeners BUY 
WITH MORE thotful dollars. EAR appeal 
which arouses latent or dormant THINKING 
impels ACTIVE EYE buying. Too much of 


too much copy is superficial, conventional tripe. 


WHY? 


Majorities do sensible or crazy things. Ask 
them WHY and they look surprised. They have 
no evidence or reasons. Here and there is an 
isolated chap who analyzes, breaks-down, estab- 
lishes evidence, accumulates facts, asks questions 
until he secures psychological re-actions, gives 
reasons WHY they DO the SAME re-action. 
He is a student of mass conclusions. THAT is 


WHY this book! It presents REASONS WHY 
listeners turn off sets. It also presents ways, 
means and methods of correcting those commer- 
cial reasons, so they will turn their mass radios on 


and keep them on. THE BUYER~remember— 
is THE BASE of our radio commercial pyramid. 


TRIANGLE 


3 


1. PRODUCER 
Agency 
Copy-writer of commercials 
Type-writer 
2. PRODUCT 
Radio station 


Announcer of commercials 
Spoken word 

5. BY-PRODUCT 
Receiving set 


Listener to commercials 


Plugged Ears 


ALL ARE NECESSARY to support three 
sides. When each does HIS COMMERCIAL 
WORK intelligently, pleasantly, constructively 
and without insult to intelligent listening, listener 
will unplug ears and buy, otherwise triangle falls 
and all is wasted effort, time and money. 


OTHERS CAN TOO 


Forgotten man—by-standing listener~BUYER 
of all things—\WANTS TO buy NEWER and 
BETTER SERVICES. NEW WALUES are 
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overlooked by agencies in selling programs. How 
nicely Major Bowes BUILDS that idea for 
Chrysler—and the forgotten man remembers by 
ENJOYING commercial interlude and WEL- 
COMES those programs by BUYING those 
products. 

KEEP EM ON 


When commercial is turned ON, forgotten 
listener tunes his ears OFF. When commercial 


is turned OFF, forgotten listener tunes his ears 
ON. 
JUDGMENT 


These statements, critical to much commercial 
copy agencies write, are made after deliberation 
in consultation with agencies and their process 
of production, after studying and breaking down 
analysis of agencies’ copy over a period of years. 


Kadio intelligence appears to be the thing that enables 
radio to get along without the use of education 
Radio sducation appears to hethe thing that enables 
waetoits gel along without the use of intelligence 
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CHAPTER XLVIII 


REACH 


W 
EAVING back and 


forth thru warp and woof of this book is one 
simple, well-understood, generally forgotten fun- 
damental ~men and women reach in pockets, 
pull out money, AND BUY because THEY 
WANT TO. WANTING TO is A MENTAL 
pre-requisite. Too much commercial copy ap- 
peals to much THAT DENIES THAT. Write 
copy SO IT REACHES MIND, VIA EARS, 
regardless of how little or much you think they 
think, and you will tap controlling factor of that 
endless reservoir which directs muscles into ac- 
cumulative action. Grasp MENTAL CON- 
TROL and you CONTROL all buying action. 
It is amazing how far reaching one COM- 
PETENT copy-writer can become as a salesman 
when he reaches into millions of homes and 
rightly awakens millions of dormant minds. 
AWAKE MINDS AND YOU AWAKE BUY- 
ING! 
NOW 


Motion pictures, a few years ago, went thru 

what radio IS NOW doing. 

Producers made pictures and made big money. 
They became careless, thinking they could pro- 
duce anything anyway so long as it made money. 
Financial success was all that mattered. They 
thot money could avoid bad features. Evils ac- 
cumulated in pictures. Their house became dirty. 
It grew from bad to worse. People mildly pro- 
tested. Finally they shouted. Producers ignored 
protests. People organized. Legislation was 


MINDS 


passed. Then they had involuntary, non-sympa- 
thetic, inexperienced, non-movie censorship. 
Hollywood used to make ONE picture for 48 
States. NOW many of 48 States have inconsis- 
tent censorship. TODAY Hollywood would like 
to know WHAT to inject OR leave out. A 
wrathful public scrubbed the movie business. 

Example of an almost-was State-interference 
censorship of radio: 

Several Iowa stations were broadcasting ques- 
tionable insurance programs as a financial stop- 
gap, from out-of-state insurance companies who 
did business BY MAIL, therefore held no insur- 
ance license to de business in lowa. 

lowa Legislature, 43rd session, decided to do 
something. 

To correct this evil, they contemplated a stat- 
ute LICENSING ANNOUNCERS. 

Such a bill COULD HAVE BEEN passed. 


WHO took initiative by calling a meeting of 
all Iowa stations involved. 

Seeing dangers of beginning of possible Iowa 
censorship on this and OTHER issues, Iowa sta- 
tions decided to refuse all IOWA-UNLICENS- 
ED insurance commercials. 

WHO Public Relations Vice-President con- 
ferred with Iowa Insurance Commissioner explain- 
ing action taken by Iowa stations. He was asked 
to let Iowa Radio Stations police themselves. 


As a further result, we gained confidence of 
RELIABLE LICENSED IOWA INSURANCE 
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COMPANIES who now contemplate buying 
time as a substitute. 

It shows that STATES CAN censor radio 
stations in an unpleasant way. 

Fair Trades Commission is ALWAYS issuing 
cease and desist orders on unfair, unjust, and un- 
reasonable claims of various patent medicines. 

Once the notion of State censorship GETS 
STARTED, it can get out of hand. Who knows 
WHERE it would stop? Legislatures do funny 
things and this could be serious, 


Radio commercials are becoming intolerable. 


People are protesting. Some day somebody will: 


successfully organize them. There IS evidence 


NOW of vicarious movements being started. 
Legislation, national or in 48 States, SOME 
DAY MAY BE passed. Then RADIO will have 
involuntary, non-sympathetic, inexperienced, non- 
radio censorship, with all their conglomerate idio- 
syncrasies. Today, we shrug our shoulders. How 
long CAN WE stave the inevitable? 

Today, we have 4 national net works, feeding 
48 States, a common program from New York, 
Chicago or Hollywood. WHAT WILL they 
feed, or, CAN they feed when EACH STATE 
censors its own? Will WE continue blindly 
UNTIL AN UNKIND PUBLIC CLEANS 
OUR HOUSE? 


at man ts best idacadia whe is most useful 
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CHAPTER XLIX 


Government Ownership—Censorship? 


Fy 
OLLOWING. quota- 


tions extracted from Representative Mundt’s Re- 
marks in the House of Representatives (Wash- 
ington), October 18, 1943, taken from a Special 
Information Bulletin, No. 12, October 22, 1943, 
issued by The N.A.B.: 


“In my opinion, Mr, Speaker, the decision 
of CBS to prevent the use of a semipublic mo- 
nopoly such as radio BY PRIVATE INDIVID- 
UALS OR COMMERCIAL SPONSORS of 
propaganda or political purposes WILL DO 
MORE TO PRESERVE PRIVATE 
OWNERSHIP AND OPERATION OF 
RADIO IN THIS COUNTRY THAN ANY- 
THING WHICH HAS HAPPENED SINCE 
THE ADVENT OF BROADCASTING. 

“Perhaps a few wealthy radio tycoons who 
own or control big radio outlets feel secure in 
their power and believe it to be a reference to 
but a straw man when it is declared, as I am 
about to declare, that private ownership and 
operation of radio in this country is not a 
guaranteed certainty for even the next 4 years— 
to say nothing of the permanent future. 

“Let these big men of radio scoff if they 
want to~l happen to know that THE 
DANGER THAT PRIVATELY OPERAT- 
ED RADIO IN THIS COUNTRY MAY 
HAVE A SHORT LIFE IS NOT SOME- 
THING TO BE BLITHELY OVERLOOK. 
ED. Stockholders and officials of large radio 
corporations might well remember THAT IN- 
DIFFERENCE TO DANGER SIGNS 
ALONG THE WAY WAS PRECISELY 
THE ATTITUDE WHICH TRAPPED THE 
GREAT INDUSTRIALISTS of Germany into 
becoming the servants of the Nazi political 


state. INDIFFERENCE TO PUBLIC 


OPINION AND TO PUBLIC TRENDS IN 
THIS COUNTRY MAY WELL DO THE 
SAME FOR OUR RADIO INDUSTRY. 


“Those who are in authority for the moment 
in private radio have a responsibility to them- 
selves, to their stockholders, to the cause of 
private radio, and to America itself, TO DIS- 
CONTINUE FLAUNTING BAD PRAC- 
TICES IN THE FACE OF PUBLIC 
OPINION AND TO TAKE STEPS TO 
ELIMINATE THEM BEFORE THEY GIVE 
CAUSE TO SUPPORT EXISTING PLANS 
TO MAKE RADIO A PUBLIC INSTEAD 
OF A PRIVATE MONOPOLY.” 


oo 

“Tt should not be forgotten that ONE 
PERSISTENT OFFENDER IN THE RA- 
DIO FIELD MAY WELL BREAK DOWN 
THE DIKE which is now holding back the 
flood waters of Government-operated radio.” 
aoe ; 

“| have a passionate devotion to the Ameri- 
can principle of free speech. But should such 
freedom, when exercised over air channels 
which are privately owned and from which 
others are excluded by governmental regula- 
tions, get out of bounds to the detriment of the 
public morale, it would become a public prob- 
lem of vital concern to the entire Nation. 
WISE SELF-RESTRAINT, NOW, BY THE 
RADIO COMPANIES THEMSELVES IS. 
IN MY OPINION, A FAR BETTER SOLU- 
TION TO THE PROBLEM OF HYSTERI- 
CAL EXCESSES AND UNDULY EXCIT- 
ING AND PROVOCATIVE BROAD- 
CASTS than any laws which Congress could 
devise.” 
eee 

“On the other hand, especially among radio 
commentators who inject their personal opinons 
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and emotions into the news, too frequently an 
attempt is made to create an ‘illusion of integ- 
rity) WHICH LEADS THE UNWARY 
LISTENER TO BELIEVE THAT WHAT 
HE HEARS IS MORE FACTUAL OR FUL- 
SOME AND RELIABLE THAN WHAT 
HE READS.” 
eer 

"With the hope that radio may redouble 
its efforts TO AVOID JUSTIFIABLE CRITI- 
CISM and that it may reexamine its practices 
to the end that the best public interests may al- 
ways be served, I summarize herewith some 
considerations which I believe radio executives 
should CAREFULLY PONDER AND NOT 
LIGHTLY SHUNT ASIDE ON THE BASIS 
THAT AT THIS TIME NO GREAT COM. 
PLAINT IS EVIDENT IN DEMANDS FOR 
LEGISLATIVE REFORMS OR EXECU. 
TIVE RESTRAINTS. THE TIME TO 
ELIMINATE A WIDESPREAD PUBLIC 
DEMAND FOR GOVERNMENTAL COR- 
RECTIVES IS BEFORE THE COM. 
PLAINT IS CRYSTALLIZED—ONCE THE 
CRUSADE IS ON AND A CHORUS OF 
DEMANDS FOR GOVERNMENT AC- 
TION IS APPARENT, IT IS FREQUENT- 
LY TOO LATE TO STEM THE TIDE AND 
ALL TOO OFTEN THE ALLEGED COR- 
RECTIVES GO TOO FAR AND IMPOSE 
NEW VICES MORE PERNICIOUS THAN 
THOSE THEY WOULD ERADICATE. No 
business enterprise is ever so strong or so safe 
that it can afford to discard substantial seg- 
ments of its good will BY TURNING A 
DEAF EAR TO SINCERE CRITICS AND 
TRUSTING TO TIME ALONE TO QUIET 
VALID CRITICISMS.” 
eee 

“Mr. Speaker, the radio industry must meas- 
ure up to its responsibilities as custodians of 
the public interest on the networks or by its 
own short-sightedness it will dig its own grave 
by its own indiscretions.” 
eee 

“The serious offenders of good taste and 
wise policy on the air probably do not number 
more than five or six. But these five or six can 
ruin radio for the host of able and conscien- 
tious commentators who serve the public in- 
terest, and they can cause the stockholders and 
owners of radio facilities to find their invest- 
ments becoming worthless and their period of 
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ownership suspended by governmental inter- 
ference.” 
tee 

“Tt is the history of government in this 
country that we in Congress wait too long be- 
fore taking corrective action in matters like this, 
and when we act we go too far. All this can 
be avoided if radio management will cooperate 
now in eliminating the causes for growing dis- 
content before they compel corrective legisla- 
tion, Simply to ignore the situation is to court 
disaster.” 
eee 

“A number of us in Congress, Mr. Speaker, 
have made and are making a study of the 
abuses of radio and proposals for correcting 
them. We ask the cooperation of all Mem- 
bers on this matter, since it is of vital concern 
to all. Government has a responsibility in this 
matter which we do not propose to ignore and 
which we must not dodge. 

“It is our hope that the radio industry will 
take steps to eradicate its own evils, but if 
Government must act it is felt that Congress 
can prescribe regulations which will make free- 
dom of speech on the air an equally true privi- 
lege of all and not merely an opportunity for 
propagandizing to the privileged few.” 
see 

“Tt is the hope of those of us who are de- 
voting ourselves to this subject that these cor- 
rections will be made voluntarily by the great 
radio networks rather than to force congression- 
al action by a continuation of the abuses which 
C.B.S. has so wisely set out to correct. America 
neither wants its radio information distorted by 
Government domination, by party politics, nor 
by personal pundits with axes to grind and pur- 
poses to propagandize. Good judgment and fair 
play would seem better devices than censorship 
for preventing the monopolistic facilities of 
radio from becoming the devices for propagan- 
da for a select few in this great Republic.” 
see 


Authority of FTC Upheld by Court 
“Jurisdiction of the Federal Trade Commis- 


sion to compel manufacturers of drugs and 
medicines to include warnings in advertisements 
or labels cautioning against excessive use of 
the preparations, was upheld last week by the 
U. S. Court of Appeals of the District of Co- 


umbia. 


“The Court affirmed the Commission's action 
against Miles Laboratories, Inc. (Nervine 
remedies) Elkhart, Ind., seeking a stipulation 
to refrain from practices held to be unfair and 
potentially dangerous to health. The company 
refused to sign a stipulation and brought suit 
in the U. S. District under the Federal Declara- 
tory Judgment Act, challenging the scope of the 

ommission’s authority. This case was dismis- 
sed on the ground that the Court lacked juris- 
diction in such matters and that the proceeding 
could be reviewed only by a Circuit Court of 
Appeals. 

“In finding for the Commission, the Circuit 
Court held that ‘there can be no contention 
that the Commission is without statutory au- 
thority to issue a complaint when it has “reason 
to believe” that someone is using misleading 
matter in the advertising and sale of its medici- 
nal products — for the Act specifically so pro- 
vides.’ 

“The Court disagreed with the appellant's 
contention that the Commission is attempting 
to regulate Iabels when it gave the company the 
option of including warnings and cautions on 
its labels, declaring that this was a choice 
‘which appellant could take or leave as it 
pleased.’ 

“While the court’s ruling specifically con- 
cerned the Commission's action in the Miles 
case, the decision reaffirmed the broader author- 
ity of the Commission to issue complaints and 
enforce its orders. Citing a recent decision of 
the Supreme Court certifying the jurisdiction of 
administrative agencies, the opinion stated: 
That the Supreme Court will change or modify 
its views in this respect is an “iridescent dream,” 
for the trend is decidedly the other way.’ 


“The decision, therefore, is believed likely 
to assure compliance on the part of a number 
of advertisers in the drug and cosmetic indus- 
tries who have been cited by the Commission 


for misrepresentations in radio and other ad- 
vertising. 


“Most prominent among these is the Col- 
gate-Palmolive-Peet Co., Jersey City, N. J. 
which was recently charged in an FTC com- 
plaint with misrepresenting the composition, 
properties and effectiveness of its soaps, denti- 
frices, and shaving creams. The Commission 
complained specifically of the advertising claims 
made for Palmolive Soap, Colgate Dental 
Cream, Colgate Tooth Powder, Palmolive 
Lather Cream, Palmolive Brushless Shave 
Cream and Concentrated Super Suds.” — 
(Broadcasting Magazine~February 14, 1944.) 


“WHOSE RADIO ?” 


The Atlantic, (Aug., 1946) contains an article 
by Edward M. Brecher, under the above heading. 


In it, he says: 


“This spring the Federal Communications Com- 
mission, after seven years of wandering down a 
series of regulatory by-paths, returned to its major 
responsibility: the program service rendered by 
American radio stations. In the report entitled 
Public Service Responsibility of Broadcast Licen- 
ses (promptly nicknamed the ‘Blue Book’), the 
Commission said its say on EXCESSIVE com- 
mercialization, the decline and fall of sustaining 
public-service programs, THE GLUT of soap 
operas, THE DEARTH of public-issue discus- 
sions, and various subspecies of the PLUG- 
UGLY—the middle commercial, the constipation 
commercial, the singing commercial, the over-long 
commercial, the propaganda commercial the pa- 
triotic or ‘wave the flag and take another pill’ 
commercial and the piling up of commercials in a 
series uninterrupted by program matter.” 


Capitals are ours for emphasis. Every issue 
we have been suggesting against, in this book, 
for years has now been brot into almost strangu- 
latory regulation against stations. That we face 
GOVERNMENT regulation is apparently on its 
way. (Editor). 


Kadio wants art, nol a barks shall not wile 


service, not swagger. 
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CHAPTER L 
FUTURES 


BR oro stagnates or 


progresses. Because radio HAS done a GOOD 
job radio is on easy street and everybody seems 
satisfied believing it will remain status quo and 
live on past momentum. This is unhealthy] 
Radio must outgrow baby days, become a 
man. It must get down to adult earth-bound re- 
alization of its responsibilities to listening public; 
out-grow pioneer days; when all that which is real 
can live profitably as it serves. Radio must shed 
a successful past and reach for a better future. 
Radio has reached end of one era. It now begins 
and could reach another bigger era. Are we pre- 
pared? Will we welcome and develop it? Our 
industry has judgment! Have we vision? 


Radio agency commercials are on decline in 
sales value. They go maudlin. Listening public 
is turning with disgust against radio commercials. 
Confidence once had is being rapidly destroyed. 
Broadcasters pay little attention to what buying 
public think. Announcers are getting worse 
caring little HOW they say WHAT they say. 
There IS a great radio future WHEN these evils 
ARE corrected. It is time every radio agency, 
copy-writer, broadcaster and announcer studies 
issues fearlessly when he desires to continue to ex- 
ercise his right to public estimation of a public 
privilege of a free American air. 

Regardless of faults, over-all record of radio is 
a mighty substantial one. Because industry has 
been aggressive and progressive, it has tremendous 
public following. However, this is just the be- 
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ginning. With vision to recognize chronic faults 
and with determination to correct them, a new 


order is ahead. 
DO 
Some DO's agency-writers SHOULD KEEP 


in mind: 

Ist. ELIMINATE UNNECESSARY 
WORDS to INCREASE LISTENER'S IN- 
TEREST. 

2nd. CUT ALL COPY to bone ~ then cut 
some bone—let well regulated pauses say what 
words WOULD say if spoken. 

3rd. CUT INJUDICIOUS REPETITIOUS 
STATEMENTS to HOLD listener interest. 

4th. Say it ONCE, but say it RIGHT and 
forcibly. 

5th. Change to ABOVE par positive each 
UNDER par negative thot. 

6th. Transpose to positive every negative 
word. 

7th. Cut inferential derogatory statements re 
contemporaneous articles. 

Sth. Instead of “TRY this” suggest “BUY 
this.” 

oth. Instead of “twice your money back, 
when dissatisfied” suggest “buy again because you 
like it.” 

10th. Let listener SELL HIMSELF. You 
LEAD. Let him FOLLOW. SUGGEST and 
increase desire in copy. Let listener LEAD HIM- 


SELF to sale. Let him DISCOVER the neces- tilize IDEAS like PLANTS. Water THOTS 
sity. That's audience participation] like EARTH. DO THAT and you'll pluck f- 

11th. Written copy should be THOT- nancial roses off your growing radio bush. You'll 
FULLY word-builded to impel BUYING DE- raise more sponsor flowers and less listener thorns. 


SIRE—then—ACTION on part of listener. Today, we nurse THORNS] 
12th. People react to spoken words. See that 14th. Anti-climaxes kill sales] When CLI- 
reaction IS TO BUY. MAX IN SALE has been reached, STOP! 


13th. Plant WORDS like SEEDS.  Fer- 


Comecting ovils reguires persistent attention. 
Cd Seen penpeluates ovith, 
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CHAPTER LI 
HOW NEW DEPARTMENTS FUNCTION 


( 
RR roo SALESMAN. 


SHIP suggests (p. 141) “a DEPARTMENT to be 
known AS A SCHOOL FOR CONTINUITY 
WRITERS AND ANNOUNCERS to be placed 
under direct attention of ONE person who shall 
devole ENTIRE attention to it.” Page 143 out- 
lines “SCOPE OF SERVICE OF NEW DE- 
PARTMENT.” 

Pursuant, Tri-City Broadcasting Company 
(WOC, Davenport, Iowa) and Central Broad- 
casting Company (WHO, Des Moines, Iowa) 
engaged Pearl Maybach. 

Others might seek additional and so-called 
“higher” qualifications; university degrees, re- 
puted reputation, or somebody more directly and 
long-time intimately connected WITH radio. We 
wanted direct initiative, independent thinking, 
original approach, fearlessness of action, human 
understanding. patient relations, native knowl- 
edge, innate ability. We believed Pearl May- 
bach possessed these. She came WITHOUT 
preconceived opinions. 

The approach OF THIS BOOK to radio 
problems and solutions WAS NEW. Presenta- 


tion was DIFFERENT. We NEEDED a per- 
son WITHOUT previous experience, with fresh 
outlook. First step was with author of this book 
acting as teacher—Pearl Maybach ONLY pupil. 
Having inculcated OUR IDEAS, Pearl May- 
bach took OUR working principles and converted 
them to practical practice with station's personnel. 
We knew radio AS A BODY ENTITY. She 
built application accordingly. 

Re-constructive programs run down when left 
to themselves. Once STARTED, it MUST 
CONSTANTLY be supervised. Day and night. 
department by department, person alter person, 
must be checked and kept in line. In due course. 
good habits ARE formed. They work under 
impelus, gain momentum — but, unless checked 
and wound consistently by a self-starter, they'll 
run down. 

Pearl Maybach presents outline which 
SHOULD make it possible for local stations to 
follow local application. She explains HOW 
and WHY she took OUR problems and de- 


veloped them. 
e 


Radio Announcers’ School 
(Pear] Maybach) 


Without pre-conceived radio salesmanship, 
radio terminology, or contact with radio industry— 
could I direct a Radio Announcers’ School? B.J. 
thought I could—B.J. sells ideas—I was sold! This 
was a challenge—find the woman, young or old, 
who passes a challenge! 

As qualifications to above “without”, withs 
should be mentioned: average intelligence, pa- 


tience and persistence to carry through a project, 
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experience with people, and some academic train- 
ing. ; 

Accepting, I was told to go home and listen— 
with pointers as to HOW to listen. For days | 
lived radio—heat, rain, home tasks, family life~ 
soon, incongruities began to stand out. Con- 
ferences followed with B.J. and Mr. Lottridge, 
Manager of WOC. Observations were culled, 


problems discussed, and suggestions tendered. 


Gradually a plan began to appear—I built a 
schedule which has had results. 


First Meeting: 


Cooperation of announcers, continuity writers, 
and salesmen was invited, in first general meet- 
ing. 

Attention was called to importance of radio 
and its vital function in American family. 

~NINE-TENTHS of people of Iowa have re- 
ceiving scts (lowa State census—'42) 

—Our function is to improve QUALITY of 
tadio commercials and announcing service. 

—How? 

—Analyze problems of announcing and copy 
writing 

—Correct them through study, class work, and 
individual conferences 

—Subject matter: “Radio Salesmanship” 

~—radio programs—our and other stations 
—current articles about radio 

—Vocational school incorporating these based 
on standards timely and pertinent. 

This school is founded on cooperation—theirs 
and mine. I acknowledged lack of radio back- 
ground—I was learning with them—my assets be- 
ing age, teaching experience, study of speech and 
voice, plus common sense. 

Future meetings for announcers only ~ work 
with Continuity Department individually— (See 
Unit V) 

1, during week—exercises, class work 

eas Saturday—report of errors on work sheets— 

announcers’ score values. 


Organization of group 
1. speech 
2. library 
3. foreign names. 
Set next meeting date—gave assignment—copy 
previously prepared. 


Time, first meeting~forty minutes. Informal 
discussion. 


Second Meeting: 


With senior announcer at controls, junior an- 
nouncers presented prepared copy. Each made 
written criticism — after presentation, comments 
examined—discussion followed. 

General criticism: lack of conversational tone. 
How to get desired conversational tone? Follow- 
ing suggestions offered: 

A: Several programs included conversation. 
His best technique—imagined he was sitting cas- 
ually on kitchen sink, talking to several ladies. 

B: Pictured himself sitting across table from 
potential customer, telling about some product. 

C: Thought of himself in commercials, in 
any room in ordinary home—as one of group— 
his part in discussion, his commercial. 


Third Meeting: 


Same procedure, except some copy read cold. 

—Lack of conversational element, fluffs, poor 
delivery, more apparent 

Discussion of “Announcer” in RADIO 
SALESMANSHIP, (page 132) 

—Senior members read copy to bring out cer- 
tain points discussed 

—Announcer's score value charts, made by 
proup, examined 

scores very low. 

—Agreed to postpone, temporarily, use of 
charts until there was something to evaluate. 

Short discussion of magazine articles 

—~Meeting ended with “did you hear’—Milton 
Cross—Lower Basin Street~Dr. I, Q.—Finney and 
Gibbs, etc? 

After several such meetings, organization of 
material clarified. 


Unit I.—Lip Service 
~Reasons and correction 


ppt 


1. Know your copy 

2. Personalize audience 
5. Concentrate 

4. Be sincere. 
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Unit [.—Announcements 
1. Spots— 30 words 
60 words 
100 words 


9. Transcribed Announcements. 


Unit Il.~Delivery 
1. Pause 
9. Inflection 
3. Emphasis 
4. Change of pace 
5. Change of pitch. 


Unit [V.—Showmanship 


1. Dramatization of material—~combining units 


one, two, and three. 


Unit V.—Continuity Department. 


OUTLINE IN USE 


Each announcer and continuity writer given 
personal copy of RADIO SALESMANSHIP. 

suggested he set aside certain time daily for 
studying 

~suggested he study daily, beginning page 
one, through to finish of book. 

~suggested he take certain portion each day, 
bit by bit, daily. 

~for Unit I assignment, “The Announcer’, 
(pages 152)t0:157). 


Unit I—Lip Service 
1. Know your copy (5 or more lessons) 
Have announcers bring in prepared copy for 
presentation 
Have copy read cold 
Results demonstrate need for preparation 
Correct reading tone 
reading tone 
speaking tone 
Avoid “‘fluffs” 
Develop ease~conversational tone. 
2. Personalize audience (2 or 3 lessons) 
Suggest announcer observe other programs, 
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where announcer talks instead of reads 

Work over mike as in No. 1—Know your copy 

Establish an audience 

Talk to audience with smile 

announcers demonstrate without smile 

—announcers demonstrate with smile 

~note muscular change of face 

~smile changes tone, makes it clearer and 
brighter. 

Slow-down follows—70 to 90 words per min- 
ute desirable 

~actual audience in mind induces slower pace 

—tell SOMEBODY about SOME product~ 
keeps pace down. 

Concentrate (3 or 4 lessons as needed) 

Announcers (two weeks notice) asked to 
bring in comments on programs, or note- 
books, after careful listening. 

To visualize product—must know copy 

—give surprise quiz—name products—qualities 
of one or more programs observed 

—write phone numbers and addresses from 
memory 

—mimeographed sheets—addresses and phone 
numbers identified. Read before group 

—give each list of descriptive words (Page 
128) practiced in group 

announcers prepared group of words they 
considered effective in commercials. 

Be Sincere (3 or 4 lessons) 

(Study pages 111 to 119) 

Talk by Manager Sales Department brought: 
out: 

policy of station—sponsors must have cer- 
tificate products __ 

—follow up. Announcer’s sincerity to put 
over commercial . 

service to sponsor and station meant returns 
to announcer 


-~emphasize—know your product, its qualities. 


—then SELL 


3. 


brought out value of spots to sponsor and 

station. 

Commercials of WOC examined—copy 
brought in group 

Presented — checked — improvement noted in 
color, positive qualities, and length 

Commercials from other stations studied. 


SUMMARY 


Lip service deadens work 
TALKING preferable to READING 
SLOWER pace—BETTER results. 
words per minute 


NECESSARY TO THINK while talking~ 


that is, concentrate 


70-90 


Knowing phone numbers and addresses help- 
ed in sincerity 
DESCRIPTIVE words only descriptive, when 


given as such 


SINCERITY—meaning what you say—is 


effective 


Scientific salesmanship consistently increases 


sales. 
Work on Unit I largely done in weekly meet- 


Pund peel pet 


ings. 


Saturday meetings 


—discussion of work sheets 


announcers’ errors noted and checked 


~discussion of current material 


Throughout this period, individual conferences: 


—progress noted and general quality of work 


discussed 


—note books on Unit I prepared~consist main- 


ly of 

~collection of class work 

~brief comment on programs observed 

reading list checked to show articles read 

list of descriptive words 

~list of mispronounced words 

any other relevant material for announcer's 
benefit. 


About this time, tangible results were appar- 
ent: 

1. General slowing-down of announcements 

2. Dictionary habit established 

3. Feeling of group interest 

4. Announcer from our group, told by an- 

other station manager—alter audition—that 
he was only applicant who knew what he 
was talking about. In other words, study 
of lip service unit had done something for 
this announcer. 

Technique of spots, always complicated, be- 
came aggravated by turn-over of announcers. Lip 
service, flufls, errors in time element grew. Unit 
Il much needed now. 

Unit If—Announcements. 

Before studies of individual types of an- 
nouncements, Program Director called meeting 

~explained in detail, technique of spots 

Sales Manager repeated value of spots~men- 
tioned rates 

necessity to keep spot in place assigned 

~emphasized commercial value. 

Assignment—gave mimeographed sheets of 30- 
word spots to announcers for study. 

asked them to observe and make pertinent 

notes for following meeting 


(2 lessons, at least) 


1. Spots—First Meeting 

—short spot—chain break 

~chain break—30 words 
usually placed between C.C. 

—TIME—twenty seconds including station 
break 

announcer on duty must check chain break 

| immediately 

delivery must be effective 
hold interest from previous show 
brevity demands special attention 
initial word emphasized 
hold interest throughout 
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avoid let-down at end. 
Instructions—what to do when impossible to 
read actual copy in twenty seconds. 
—contact 
Commercial Manager 
Salesman 
Copy-writer 
— when necessary to cut copy or omit spot, re- 
peat in full at next available opening 
—when changed, change schedule 
~initial all changes. 
Second Meeting: 
Using stop watch—give several such spots in 
meeting, checking lime and delivery. 
60-word spot (2 or more lessons~same pro- 


cedure as 30-word spot). 


~may be between L.C.-L.C.; L.C.-LS.; LC. 

or L.S. and C.S.; C.S.-C.C.; or C.S.-C.S. 

Important difference: Announcer must make 
decision of exact time at which he will read the 
announcement. Schedule omits stating time spot 
is to be read. Instructions on sheet. Since an- 
nouncer is on his own, he should be familiar with 
opening and closing of adjacent programs so time 
chosen for spot will give smooth production. 

100-word spot. (First meeting) 

Important difference between 100-word spot 
and shorter ones in schedule indicates whether 
time for spot is taken from PRECEDING or 
FOLLOWING program. 

Scheduled even quarter hour (2:00, 2:15, 
9:30, 2:45) time for spot is taken from FOL- 
LOWING program, i.e., start spot immediately 
following station break, at regular station break 
time. ° 

Scheduled at odd minutes (2:14, 2:20, 2:44, 
2:59) take time from preceding program so fol- 
lowing show will start “on nose”. 

Second Meeting: 

Spots delivered—stop watch used 

~check time 

—check delivery 
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Discussion 

Next meeting spent going over ANNOUNC- 
ER’S SCORE VALUES (See Page 110), evalu- 
ated during study of announcements. 

Time has arrived for their use. 

—in case of such error (traffic department), it's 
possible dittoed form might indicate an ET 
to be indicated on platter—when actually 
not there, or vice-versa. 

—note discrepancies, on dittoed form ond 
schedule, for correction on subsequent 
broadcasts 

—announcer must listen to open and close of 
transcription to determine discrepancies. 

Discussion: 

Give few of my observations 

Call on announcers for actual experiences 

Observation of other programs—well done or 
otherwise 

Emphasize again:—read schedule 
—get program idea so announcer becomes a 

part 

Other points will come up for comment. 

o—temtemt 
Unit Ill~Delivery 

(Give mimeographed sheets to each announcer 
—McKay article, (page 141) 

Based on comprehension of lip service and its 
deadening effects, announcer is ready for con- 
structive instructions on WHAT TO DO 

~How to HOLD radio audience 

~How to GIVE commercials 

—How to SELL 

News, entertainment, education are import- 
ant—but are possible only by dollars and cents 
from commercials. 

COMMERCIALS ARE NERVE-STREAM 
OF RADIO. 

“Top” announcers mentioned 

Outstanding characteristics pointed out: 
~proper placement of voice 
—this unit covers five basic elements vital te 


finished delivery 
(first lesson—transcriptions—pause empha- 
sized. Two or more lessons needed) 
1. Pause 
a. “Stop and go” signal of speech 
b. Effective pauses—traffic regulations of 
thought. 
c. Absence of pauses indicates announcer 
needs sales idea, himself 
—needs proper breathing 
~—or both 
(Demonstration—Announcer reads copy with- 
out pauses—Difliculty in getting sales idea noted. 
Discussion). 
Assignment: Bring in copy prepared to illus- 
trate use of effective pause. 
List of word groups—using pause. 
Second meeting—Senior announcer at control. 
Examples given—comments—instruction where 
needed. 
Give mimeographed sheets for study. 
Use of four-word groups: 


SERIES 
PARENTHESES 
APPOSITIONS 
SOURCE-LINES 


Suggest each announcer choose some import- 
ant net-work announcer and _ listen critically. 
Avoid imitation—retain individuality. 

Use same procedure with Inflection, Empha- 
sis and Change of Pitch and Pace, below 
2. Inflection—what it is 

a. colors speech—kills monotony 

b. indicates degree ~ extent of mental pro- 

cesses working 

c. personalizes announcer—humanizes him 

d. inviting—suggests action. Buying for cer- 

tain needs focused to listeners’ attention. 

e. prevents running together. 

(Demonstration—copy read: class criticism) 
3. Emphasis 


a. gives sincerity to speech 


b. conviction—carried over air to listener 

c. focuses altention—arrested by proper pause. 

(Call for illustrations of word-group list, pre- 

viously given during study of pause). 
4-5. Change of PACE and PITCH 

(Bring in pertinent illustrations—our pro- 

grams and others) 

a. highlights of speech 

b. their development brings out individual 

qualities of announcer 

c. where used—for effective results 

d. insures continuation of interest in speech— 

continuity. 

Throughout study of this unit, frequent at- 
tention to enunciation, pronunciation, good diction 
and voice-placement. Proper placement based 
on proper breathing, use of lips, score values. 

Comparison with these made after study of 
announcements. 

Unit TV.~Showmanship. 

(3 or more lessons. st, discussion of finished 
announcer) 

culmination of qualities emphasized with cer- 

tain amount of perfection~ 

plus personality 
Individual qualities. 

Fach announcer, according to temperament 
and physical attributes, has distinctive speech 
traits 

—urged to be himself 

~radio-genic 

Roosevelt 
(Churchill 

qualities—individualists 

1. Review of previous units 

2. Prepare copy (oral examination) 

5. Make transcriptions. Comments by heads 

of departments 

After they are given— 

“Well done~go and sell!” 

Unit V—Continuity Department: 
Small personnel of Continuity Department—~ 
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work best accomplished individually. 

Initial step~formulation of plan or pattern for 
continuity. 

Following pattern is based on CONTINUITY 
SECTION of RADIO SALESMANSHIP, and 


suggestions by continuity writers, interspersed by 
ideas of my own. 


PATTERN FOR CONTINUITY 


1. Rewrite commercials—frequently 
~eliminate unnecessary “the” and “that” 
2. Brief Commercials 
~avoid duplication of thot 
~eliminate unnecessary “the” and “that” 
—cut poison prefixes 
This gives strength 
~selects the sales ideas 
permits use of pause for emphasis 
Too many ideas confuse listener. 
3. Positivize commercials 
suggests action (psychology) 
~adds strength 
~briefs 
4, Sequence ideas into climax 
gives sales punch 
5. Eliminate anti-climaxes 
breaks up listeners’ line of thought 
—may prevent buying 
6. Suggest article satisfies, with “buy more” 
follow-up 
~never use: “If not pleased, return and get 
your money back” 
7. Sustain confidence 
~cut “in one moment” and like phrases. 
8, Scan repeatedly for elimination of "poison 
prefixes” (page 147) 
9. Use “ear language” 
go 
—do 
remember 
—~buy 
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10. Awaken thinking values 

—arouse interest 
11. Increase vocabulary 

—intrigues listener 
12. Avoid duplication of thought in each com- 

mercial. 

Summary 

Continuity should— 

first, attract attention 

then, arouse interest 

next, create desire 

finally, suggest action. 

With above outline in mind, individual con- 
ferences were held, checking used copy. 

—daily work sheets checked—meaning CUT 

(words, phrases, sentences included in check 

—unnecessary) 

Suggested continuity writers observe commer- 
cials on air 

—get new ideas 

—make comparisons with own work 

Continuity writers should always have in mind 
kind of action desired 

~immediate sale 

establishment of habit of place ~ as well as 

product 
—good will. 
DEVICES 

Bulletin Board 


During meeting, while working on Unit I, 
passed work sheets which had notes made while 
listening 

—~suggested they be posted from time to time. 

particularly when new point was developed 

—this has become practice 

lists of errors in pronunciation were pointed 

out, then assembled 


~bulletin board has list of suggested readings. 


Telephone 


Since I do most listening at home, telephone 
has proved valuable for calling announcers about 


errors in pronunciation, too fast a pace, stress on 
ending of g, s, k, and t, and other bothersome 
consonants. 


Note Books 


include certain required materials 

list of errors in pronunciation 

—~suggested reading list 

—~list of color words 

—short observations of programs to fix subject 

matter. 

Work Sheets 

While listening, notes are made on work 
sheets, of errors in pronunciation and omissions. 


Recognition given for good work. 


PROCEDURE 


Above outline is incompetent and subject to 
change, but will, in form, contain cardinal edu- 
cational principles that I have followed: 

—first, friendliness and understanding must be 

established 

~second, desire must be instilled 

—these qualities are lubrication for interchange 

of ideas and instruction in any educational 
institution. 

Based on desire of announcer for self improve- 
ment guided and instructed by teacher, work pro- 
ceeds thus: 

—constant checking of announcers actual 

radio work 

—class work for general information and 

common errors 


~individual conferences for individual needs 

~study on part of both student and teacher 
(According to Bagley~famous educational 
authority, Columbia University, education 
is a continuous process. Any teacher who 
thinks he has learned all, is dead from neck 
up.) 

Since announcers’ tools are words and their 
delivery, reading other than professional is sug- 
gested. Silent and oral reading are needed. 
Silent reading encourages smoothness, increases 
acquaintance of words, and gives food for 
thought. Oral reading keeps voice in trim, i.e., 


daily dozen for announcers. 


Exercises were given from time to time to cor- 
rect past errors in enunciation and pronunciation, 
as well as to develop future habits for prevention 
of such errors. 

Early in our work, measurements of diaphragm 
expansion were made 

senior announcer at that time had greatest 

expansion 

~this pointed out that diaphragmatic speak- 

ing is type for announcers. 

Exercises to keep in form, such as walking, 
were suggested. Many announcers study voice 
or sing in choir. 

Summing: Whole program is destined to im- 
prove radio—each program, from 30-word spot on. 

Both teacher and announcers must make per- 


fection a goal. 


Many people in hiailis sit aah think, 
But most of thai just sit. 
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CHAPTER LII 


Course of Instruction for WHO Announcers 


and Newscasters 
By PROF. RYAN, Department of Speech, Grinnell College, lowa 


( 
Sal AROLD FAIR, in 


writing to author, said: “He certainly talks your 
language. He is in complete agreement with all 
of your thinking along this line, and I am confi- 
dent that these classes are going to be of tre- 
mendous value.” 


———— 


First Meeting 
Memo and notes for a group studying 
Voice in Broadcasting 


Introduction 


One reason for this pleasure is, we meet men 
who are a success: hence willingly cooperate in 


continuing progress. 


Why are we here? 


To improve ourselves. To earn a masters 
wage. More specifically to study a short course 
on voice broadcasting. The army calls this “a 
refresher course.” It covers: physical preparation 
for voice, producing voice, correcting voice, and 
caring for voice. Little attention will be given 
to other two-thirds of your job. These topics— 
programs, routine, continuity, engineering, compo- 
sition, sound effects, etc.—may come up; but our 
main business is to study voice in broadcasting. 


What is our point of view? 


We start with the idea, voice reveals one's 
training, education, culture, and experience in 
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life; consequently we have a double purpose. To 
improve voice one must improve one’s self; and 
vice versa. Two viewpoints are: 
1. To develop a flexible mechanism by 
a. Knowledge of what voice is and how pro- 
duced. 
b. Learning to listen. We speak with ears, 
not lips. 
c. Drilling to correct and care for voice. 
2. To develop a better mental outlook and more 
alert action by 
a. Learning to think in terms of ideas 
b. Learning to quicken imagination. 
c. Learning more technique. 
1. phrasing 
2. emphasis, etc. 
There are two divisions of the field: improving 
voice, and improving mind. The one may be 
called mechanics of voice; the other, art of read- 


ing. 
How do we know we are a success? 


Why we use the same method used in busi- 
ness, in study, in advertising, in all affairs of life; 
we check and test. Our job as voice users is 
tested in four ways. 

1. Popular test. That means listeners’ re- 
action. How do they like or dislike it? That 
means the whim and fancy may determine results. 


Fan mail is counted. Very uncertain. As a basis 
for action generally no appeal. Sponsor who 
wanted to get rid of Alexander Woollcott could 
hide real reason and say he disliked his voice. 
2. Pragmatic test. That means getting re- 
That's the selling test. 
orders it matters little what kind of voice is used. 
What listener decides is it. Remember the Lady 
Esthers of a few years ago. They may return. 


sults. If one brings in 


3. Psychological test. Some principle of 
psychology is applied to the situation. Take for 
example the law of attention and persuasion. If 
we speak clearly people attend. If we speak 
pleasantly people enjoy. If people understand 
and enjoy they are half persuaded. 

4. This is the test of experience and observa- 


tion. For this test see accompanying sheet. 


We learn four characteristics of avoice. These 
are quality, force, rate, and pitch. 


The big idea is that beauty and excellencies 
of voice are expressions of an inner state. Let us 
strive for inner virtues and all excellencies come 
of their own accord. Fail on inner, and no 
amount of technique can save you. This is what 
is meant in that great truth—best way to use your 
voice in broadcasting is to forget it. 


TESTS FOR VOICE IN BROADCASTING 
I. Quality 


1. Is voice clear, resonant, sincere, full, 
smooth, thin, flat? 


2. Is voice hard, husky, gutteral, strained, 
subdued? 


3. Is voice relaxed? Shows correct speech 


habits? Good breathing? 


4. Is voice affected, pompous, cultivated, 


crude, controversial? 


5. Is voice a mirror of the speaker's person- 


ality? 


Il. 


Il. 


Rate 

1. Is the rate right—to be understood, for 
correct articulation—about 80 w.p.m. 

2. Is it the broken rhythm of conversation? 
The natural rhythm of English? 

3. Does speaker sound as if ad libbing, read- 
ing, or public speaking? 

4. Does he say “uh” and “well” once in a 
while to give an illusion? 

5. Is reading too fast, too slow? Are there 
pauses, and spaces? 

6. Is rate monotonous, hurried, nervous? 

7. Is there poise in pauses? Variety and 
sincerity in words? 

8. Has speaker found a trade mark in his 
best rate? 

Force 

1. Is voice confident, vital, sincere, “voice 
of authority.” 

2. Is it effusive: too smooth, ministerial, 
sepulchral, too steady? 

3. Is it expulsive: normal of spirited conver- 
sation? 

4. Is it explosive: indignant, irritating, 
shouting, over dramatic? 

5. Is there a forcing or a strain so that 
listener feels it? 

6. Is there force, i.e. contrast? 

Pitch 

1. Is pitch on right level: medium, too high, 
too low? 

2. Is level changed to show change in mood 
or material? 

3. Does reader control punctuation or is con- 
trolled by it? 

4. Does speaker read the “ 


and ...... 
5. Is inflection correct, adequate, thoughtful? 
Enunciation and Pronunciation 

1. Is fault of pronunciation in enunciation 


or in value of vowels? 
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9. Are syllables cut with precision, too much 
so? 
3. Are words correctly pronounced? 
4, Is pronunciation “free of dialect or local 
peculiarities’? 
5. Is pronunciation acceptable “to intelligent 
listener's ear ? 
VI. Phrasing 
1. What is length and frequency of 
phrasing? 
2. Does it reveal an emotional insight and 
intellectual appreciation? 
. Is phrasing rhythmical, jerky, too short, 
too long? 
4. Does phrasing show alert mind, grasping 
ideas? 
5. Does phrasing indicate muddled thinking 
and lack of personal understanding? 


wt 


VII. Reaction of Listener 
1. Does voice indicate friendliness, sincerity, 


and confidence? 

2. Does speaker realize his manner and 
mood is reflected subconsciously, and is 
caught subconsciously by listener? 

3. Is listener attracted by conversational 
quality? 

4. Is listener made to feel speaker is sincere, 


believes? 


5. Does listener feel voice? 


Answer to last question is found not in present 
psychological and biological bunk, nor in feeling 
that someone is making a speech at them, unless 
there is that illusion that listener happens to be 
“listening in” in a series of speeches. Nor is 
answer found in good reading; but in feeling that 
listener is one of two or three friends with whom 
announcer is chatting. 

(Note by author: On above sheets, briefing 
copy, 143 words were eliminated.) 
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Second Meeting 
SURVEY OR INVENTORY OF FAULTS 


In broadcasting, faults are sourced in con- 
ditions in which we work. These, as everyone 
knows, are: voice volume is keyed to a small 
room; listening audience is unseen, studio au- 
dience ignored; illusion of conversation is kept; 
listeners are many and diversified; work is done 
under pressure. One's attention, therefore, should 
be fixed not on faults, but on causes producing 


them. 


I. Slipping: Are we slipping from listener's 
ideals? 

—slipping in conversation. Listeners like a 
friendly sincere chat. Yet occasionally a 
burst of eloquence or anger, but always a 
revelation of the speaker's personality. 

slipping in freshness. The 1000th time 
should be as fresh as first. 

—slipping in values. There is a difference 
between great moment in life's story and 
title of next selection 

~slipping in interpretation. Meaning and 

emotions rethought 
~slipping in purpose. 
small group or eavesdropping on children’s 


program? 


II. Minor faults. Often mannerism, hence hard 

to accept. 

~gasping for breath. Due to wrong or too 
long phrases. 

—same kind of emphasis. 

~has a fixed pattern of inflections. Voice 
goes up every third word. 

poor finish. First part good, last part high 
in pitch, runs down in force. 

too tense. Jaw too tight, immobile lips. 

—little or no evidence of relaxation. 


Is Jistener one of a 


III. Voice defects (Not speech or vocal defects, 
rather voice imperfections.) 
—tate 


—force 

—quality 

—pitch 

—attack. Lacks easy initiation of glottal 
attack, hence “forced utterance.” 

emphasis and phrasing. 


IV. In general 

—none “oratorical”. Yet a purple patch is 
not amiss. 

—reading or “read-y.” There is still a good 
deal of “reading.” 

—not giving illusion of telling or conversing. 

—breathing sometimes hard. Asthma. 

—quality. Very difficult to analyze. It is 
best trait about a voice. A trade-mark is 
greatly desired. Some among listeners con- 
nect intelligence and quality in strange 
ways. Raymond Gram Swing, Olin 
Downes. With a distinctive quality great- 
er need for compensations with other items. 

enunciation, i.e., clipping of sound, distinct- 
ness good. 

—pronunciation is good. One is apt to gain 
as many as he offends with Roosevelt for 
Rosevelt. Pioneer lawyers got along well. 
Regret in listener's mind is equal to disgust 
in speaker who has wandered safely all over 
Europe and comes back to Westconsin. In 
this family there is a not but no nut. 

—emphasis and phrasing are items that need 
most attention. 


pee 


How to Study Script for Broadcasting 


Script is read over radio to give illusion of 
not reading. Much talk about how to gain the 
illusion is mostly moonshine. What one must 
do is to improve reading. How? Let us get 
straight on what is meant by reading. The old 
definition that reading is the art of conveying 
meaning has passed away. Reading stimulates 


others to develop meaning in themselves. There 


is no magic, nor special method by which reader 
brings out that which writer has put into written 
or printed word. There is no special device by 
which reader gets message across to listener. Best 
one can do is dig in and study lines. More study. 
more meaning is developed. How does one go 
about this studying? 


Five Readings 


Ist reading—Silent. Purpose is to get ideas, 
concepts, pictures, logic, and logical framework 
of material. This is logical meaning. This step 
is purely intellectual activity. Method is by con- 
centration. 

Qnd reading—Partial Vocalization. Purpose 
is to realize moods, feelings, emotions, sentiments. 
This is called emotional meaning or content. It 
is an emotional activity. Example of a secre- 
tary reading minutes of a meeting. Rightly omits 
what you must put in. 

3rd reading ~ Complete Vocalization. Pur- 
pose is to transfer fused thought and feeling into 
bodily and vocal action. First is phrasing. Sec- 
ond is emphasis. These are requisites. All of 
sub-division under force, quality, rate and pitch 
are used. 

4th reading—critical. Purpose is to develop 
acuity of hearing. Learning to listen one de- 
velops automatic control of voice. Get the swing 
and allow automatic control to operate. Learn to 
hear. To estimate effects. Neither praise nor 
blame. 

Sth reading—Creative. Read lines aloud at 
your best. In reading a man is functioning at 
highest point of efficiency. Let go rather than 
hold back. Try to be expressive rather than re- 
pressive. Bodily attitude and action? Anything. 
Anyway. Get happy medium between “too tight” 
and “too loose,’ Gol There is only one way to 
read—and that is your way. But you take five 
steps to arrive. 


This is the way to study to improve one's 
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technique. Let us then take script, read it silent- 
ly, then read it again with occasional vocalization, 
next give it full vocalization, then read it critically, 
and finally creatively. 

There is nothing sacred about five. One may 
join first and second together. That is adapting 
it to one’s self. But steps in learning process are 
there. The fool adopts, and the greater the fool 
the more methods he is collecting: but the wise 
man adopts and adapts. And he never stops 
studying and improving. 


Mlustration—How to Study for Broadcasting 
The script 


Colonial Bread's “gems of thought.” Frank- 
lin said: “A place for everything and everything 
in its place.” There's always a welcome place 
for good Colonial Bread on the table at mealtime. 
Oven-fresh, pure, and wholesome — housewives 
serve Colonial because they always know that 
“Colonial is good bread.” 


The study 


Ist. Silent ~title— complete thought what 
Franklin said Comparison, and so secondary 
emphasis on welcome. _3 items—stop, change—ac- 
tion and the reason: Get idea and apply it. 
What a sweep of pictures. Franklin — Shirley's 
desk, dinner table, kitchen, loaf of bread—Iet pic- 
tures float quicker than thought. 

2nd. Partial Vocalization—the s’s—"A place 
for everything—orderliness, certainty, cordial, gen- 
erous, loving, hospitality, childish glee~or artist 
free. Only thus get the description of three items, 
certainty and hope. 


3rd. Complete Vocalization.—Colonial Bread’s 
“gems of thought.” Franklin said “a place for 
everything and everything in its place.” There is 
always a welcome place for good Colonial Bread 
on the table at mealtime. Oven-fresh, pure, 
wholesome ..... housewives serve Colonial be- 


cause they always now that “Colonial is good 
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bread.” Phrasing—Emphasis—Pitch—Quality— 
Force—Rate 

4th. Critical — Auditory. Read _ selection 
again for pitch first. Then force, quality and rate. 
Read any part which seems blurred, as “Oven- 
fresh, pure, and wholesome.” 

5th Creative Read whole selection right 
through. Read with Expression. Forget all drill 
Cut loose and go to it. Arouse 
imagination. Blow your nose] Remember smell 
of fresh bread in mother’s kitchen. Read as if 
you sincerely believed it. Forget steps in study. 
Mere technique! Yet without technique you are 
nothing. With only technique you are still 
nothing. Ergo. 


business. 


Put in you. 


=a 


Review 

At last meeting central idea was introduction. 
We were introduced to occasion, to ourselves, and 
to field of voice. 

1. Radio and sound pictures have raised stand- 
ards for voice users. These standards are now 
maintained abroad by governmental commissions, 
eg. English Royal Commission. In this country 
they are maintained by private enterprise of the 
company and personal ambition of the employees. 
In America formula is: get better or get out. 

2. When we talked about our work and our- 
selves there were many items to cover; but only 
two concerned us: improvement of voice, improve- 
ment of ourselves. This course is to be about 
these two topics. 

3. Voice reveals one’s training, education, 
culture, background, and technical ability or lack 
of it. 


Preview 

In this meeting central idea is: how to study. 
That means a definite plan to correct faults and 
improve efforts. It also means analysis of voice 
in broadcasting. These are three jobs we have 
to do before we get out of here today, or else. 


I. Problem of Faults. 


To point out people’s faults is silly business, 
but to arouse a thought of their causes, and a de- 
termination to correct them is often helpful. 


There is no such a thing as a radio voice. A 
good voice is beautiful and effective on or off 
radio, or in any situation. Only point is radio 
imposes conditions not met in other vocal situa- 


That is 


answer to this theory of a radio voice. In these 


tions. These conditions must be met. 
conditions, causes of our faults are found. For 
list of faults see extra sheet, “Survey or Inventory 
of Faults.” 

Il. Now the question of how to correct our 
faults. 

Faults are eliminated and efforts crowned with 
success by attitudes and habits of study. Yet we 
hasten to say there is more than one right way 
to study, or better let us say there is one way~ 
your way. Studying, like speaking, or piano play- 
ing, is a personal affair; each one must be him- 
self at his best. Following has been used by 
many men; it has helped many; it may help you. 
Try to articulate with your present method. Then 
you may arrive at the best method—yours. Since 
we must study it is wise to study properly. See 
on extra sheet a pedagogically sound method for 
“Studying a Script for Broadcasting.” 

Ill. Finally there is problem of studying voice 
in broadcasting. 

1. Improvement of voice is found in funda- 

mental factors of voice production. 
a. acuity of hearing 
b. freedom of musculature 
c. directed emotions 
d. clarity of concept. 
2. Improvement must begin in the mind. 
a. learn to observe. 
b. learn to control. 
c. learn to try. 
3. For drill exercise, turn now to text. 


ee 


(212 words eliminated.) 


Third Meeting 

Introduction 
On separate sheet, you will find a review of 
work to date. Turn to leaflet “Review.” Intro- 
duction of this course is over. Now we can dig 


into main part of job. Let us begin with funda- 
mentals. 


In every book that has been written in physics 
or speech, voice is treated under four character- 
istics: force, quality, rate, pitch. Today we make 
a survey of all four; and a detailed study of one. 

Three items are: announcer as a salesman: 
four characteristics of voice in broadcasting; and 
special study of force. 

I. Announcer is a Salesman. 

The announcer has other duties. Selling is 
one in which we are interested. We even go 
farther. Our special interest is voice in selling. 
Question we put today is, what kind of voice 
must announcer have to be a successful salesman? 
Answer is on leaflet, “Announcer is a Sales- 
man. Turn now to this. Let us learn it by 
hearing, seeing, and doing. 

Il. Four Characteristics of Voice in Broad- 
casting. 

1. Force. Sense of distance regulates volume 
or degree of force, for example: 

sitting in a chair talking to one person re- 

quires x volume 

standing on a platform speaking to 100 re- 

quires y volume 

sitting in a chair talking to “Mike” requires 

x volume 


Hence rule often repeated, “Use conversation- 
al volume in broadcasting.” 

Platform speakers make poor broadcasters. 
Many reasons. Force is first reason. Level of 
force is kept up in control room, but operator can- 
not control two items: (1) sudden volume, or 
“blast”; (2) distance from mike. Remember less 
volume used, longer broadcaster can work, and 
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is less tired at end, less wear on machine. Why 
confuse volume of force with nature of force? 
One is physical, other mental. 

9. Rate. Rapid rate, high speed is desirable 
in nearly all broadcasting. This general rule has 
remained since start of radio. Many improve- 
ments and changes. Controllers of speed are: 
(1) listener’s intelligibility, and (2) speaker's 
effectiveness. 

Find your best speed: Roosevelt 140; B.B.C. 
recommends 135-140; NBC 140-150. Determi- 
nants are: the stuff, as sports; a trade mark, as 
Winchell; your own feelings, as a good guide. 


Secret of right rate is in keeping up speed. 
Pause before or after a word, lengthen vowel, 


then speed to maintain your average. 


3. Quality is important because it reveals 
personality. Since it is determined by emotional 
tone of whole organism, only way to change 
quality is to change tone. It is the index of emo- 
tions and reveals attitudes and states of speaker. 
Habitual attitudes and postures are helps. Habits 
which on platform or in every-day affairs have 
little or no effect on quality, may have great power 
over radio. 

4. Pitch. Because pitch carries intellectual 
load it is vital in broadcasting. Pitch is man’s 
Radio faults are 
grouped under: inflection, placement, and relaxa- 


highest vocal achievement. 


tion, As yet, microphone catches only certain fre- 
quencies. Those on lower levels, baritone, con- 
tralto, are preferred. Pitch affects listener. Many 
announcers complain that pitch rises as they con- 
tinue to speak. 


Il. Special Study of Force in Broadcasting. 


1, Meaning. Force is contrast. Read P. 2, 
p. 162. Read it twice; once silently for ideas, and 
once orally for force. Read selection p. 164 to get 
the sense of contrast, that is to get force. 


2. Volume, often called degree, or simply 
“force.” Read P. 5, p. 163. 
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3. Four ways to improve your force over radio 
(a) breathing 
(b) estimating distances, 


(c) sense of contrast 
(d) emotions. Read twice P. 5, p. 163. 


4. Application of force. Get the theory and 
practice. 

(a) Way power is applied. Automobile— 
8—4—2 cylinders. 

(b) Another analogy music: piano, mezzo, 
forte. Later 
piano; mezzo-piano; mezzo; mezzo- 
forte, forte; fortissimo. 


became: _pianissimo, 


(c) In voice we use terms: effusive, ex- 
pulsive, explosive. 
(d) For practice read P. 4 p. 162. Read 
selections p. 210-211. 
5. Good announcers are careful about the 


volume eeesenee ee 


The Announcer is a Salesman 


Broadcasting is selling. Recount what it was 
yesterday; speculate on what it should be, or will 
be tomorrow; today it is selling. Even a “re- 
write” is a sales project. We are all selling 
whether it be news, station, sponsor, or ourselves. 

Announcer is the salesman. He knows that 
salesmanship is the art of adjusting human re- 
lationships. In this art he strives to be a master. 
This concept is now accepted in all progressive 
radio stations. Now, time and money are spent 
upon THE PRESENTATION as formerly it was 
upon the preparation of script. Now, announcer 
is getting better offices, more help, and longer time 
to study script. Will he grab these opportunities? 
Will he keep going and growing? 

The announcer is wise. He knows he is the 
king-pin. He knows the whole sales program 
depends upon him. Consequently he takes the 
art of salesmanship for his study. Being wise, he 
strives to cover it a little at a time. Today here 


and now we look at only one point, voice—the 
friendly, appropriate, affirmative voice. 


Friendly. A selling voice is a friendly voice. 
Think of speaking into the ear of a friend. The 
tule of the old actor is still good. “Get next to 
the audience.” Also we show something of the 
miracle our machine has revealed. Radio elimi- 
nates distances. Think of the miracle. President 
Roosevelt is in Washington and apparently in 
the room with us. “My friends,” and a person- 
ality is brought into our room. This is what is 


meant by using a friendly voice. 


And how does an announcer get such a voice? 
The friendly voice comes only from a friendly 
attitude. Try to make friends, and friends will 
make you. Your voice will take on friendly tones. 
The selling voice is the voice of friendliness, and 
its characteristics are steadfastness, courtesy and 
good taste. These are traits we must develop. 
We say “must” because two of them are required; 
one by the law of the land, the other the code of 
the radio systems. See, Federal Trade Commis- 
sion and the codes of the NBC, CBC, and Mu- 


tual. 


Appropriate. The voice must fit purpose and 
occasion as words clothe thought. Or as a glove 
fits the hand. Appropriate voice comes from right 
mental attitude, right speech pattern, and varia- 
tion of speech pattern. Honeyed words and arti- 
ficial tones may be appropriate for beauty cream; 
but not for good bread. A touch of massive, ring- 
ing tones can suggest Chopin's Funeral March; 
but they will hardly persuade one to visit a res- 
taurant. To use the same speech pattern for all 
subject matter is psychologically wrong, or in 
slang, “You are in a rut.” A large vocabulary of 
tones is as important for announcer as a large 
vocabulary of words, more so. Lack of an ap- 
propriate voice comes from failure to get mean- 
ing, laziness in discovering purpose, or incorrect- 
ness in phrasing. 


Affirmative. Be affirmative by thinking of pur- 


pose and significance of what you are saying, to- 
gether with respect for personality of listener. 
Good selling voice is positive, purposeful, and 
convincing. A good salesman takes the aflirma- 
tive attitude. For fears and doubts he substitutes 
confidence. Then his voice becomes firm and 
affirmative. The salesman hears the word “No! 
No!” as “On! Onl” All this sounds simple, and 
it is easy as one tries to become positive. The 
tone of dogma is in your voice, feeling of re- 
bellion and absolutism is in your listener. 

Every announcer is a salesman. He is trying 
to sell with a friendly, appropriate, affirmative 
voice. Emerson said, “A man’s style is a man’s 
voice. Wooden minds, wooden voices.” 

Introduction for Third Meeting 
Review 
I. At first meeting. 

A. Why are we here? 

Because people now voice conscious and 
standards are higher. 

Because of radio, sound pictures, and num- 
ber of telephones. 

This country meets need by private enter- 
prise of company and personal ambition 
of workers. 

B. What are we to do? 

Study voice in broadcasting. Two view- 
points. 
Improving mind. 
Improving voice. 
C. As voice users, what is test of our success? 
There ar 4 tests or 4 ways 
Popular 
Progmatic 
Psychological 
Diagnostic 
Il. At second meeting. 

A. Problem of our faults. 

For a list recently compiled see extra leaf- 
let, “Survey or Inventory of Faults.” 
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B. How to correct these faults? 

By study. See leaflet, “How to Study a 

Script.” 

To change voice, changes causes producing 

it. 

Study factors or causes of voice. 

To improve voice, start with mind. 

Leam to observe, control, and try a voice. 
Ill. Review point-of-view 

For ancients there was a word ‘orientate’; 
modern, “get your bearing” or “stay on the beam.” 
Let us get our bearing. 

There are many departments in a radio sta- 
tion. Each division has its problems, its interests, 
its study groups. As all departments working to- 
gether make successful station, so all study groups 
constitute that station's educational program. 

In this group we have been asked to study 
broadcasting from one point of view, the vocal. 
Our study is continually running into allied fields 
such as subject matter, selling, etc. Members, 
therefore, of this group must adopt and adapt 
whatever is given here to their educational needs, 
else learning for them is futile. 

IV. Work plan for today. 

Part of time will be given to work we are 
doing, and part to voice we are using. These 
will be covered in three items: 

1. Announcer is a Salesman. 

2. Four characteristics of a Voice in Broad- 

casting. 

3. A Detailed Study of Force. 

In mathematics there are four basic processes: 
but woe for the student who ignores them. All 
there is to voice is: force, quality, rate, pitch. It 

pays to work on fundamentals. 

(214 words eliminated) 


ee 


(Fourth Meeting) 


At former meetings leaflets have been handed 
you. Give heed to get a bird's eye view of the 
subject, and fix in mind chief points. 


Review 
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1. Why we study. What we study. Four 
tests of announcer’s voice. 

2. How we study; faults; script; voice. 

3. Announcer is a salesman. Four character- 
istics of voice. Force. 


Work Plan for Today 


Let us divide today's job into two parts: (1) 
work; (2) voice. All that we choose to say can 
be covered under three headings: 


Ist—Training of an Announcer 
2nd—Detailed Study of Force 
5rd—Faults Remaining That Must Be Cor- 


rected. 


l. Training of Announcer 

We have been talking about our job. We 
agreed on what the job was, and why we had 
to improve it, or someone else would step in. We 
listed mistakes to get thinking about their cause. 
We agreed best way to cure mistakes was a 
proper method of studying script. Today we 
look at our job from a new angle; that is, train- 
ing. How can we train for this job? How can 
we keep “in training’? There are three steps: 

1st—listening to work of other announcers. 

Qnd—reading words of how others do their 

work. 

3rd—preparing for each presentation. 

These are three steps that keep us progressing. 
And moving, we are, every day, forward or back- 
ward. 

Briefly we speak on No. 1. Begin training 
by listening to others~good, bad, indifferent. In 
listening (1) you awaken will to improve. (2) 
It is best way to learn. (3) It is proved method 
in other fields. In schools of journalism, students 
must read newspapers per day. Best textbook in 
journalism is a newspaper. In music, students 
are compelled to hear music per week. In art, 
many hours must be spent in museum. Radio 
is young. It can afford to accept the “must” 


method of older allied disciplines. Much could 
be said on No. 3. 

Today we study No. 2. Concentrate upon 
words of successful announcers. It is easy read- 
ing, but it is hard to get it. Writer button-holed 
twenty successful announcers: “How do you do 
your work?” etc. Result of that questionnaire 
is on extra leaflet, “What Successful Announcers 


Learned from Mike.” 


Turn now to that sheet. 


IL A Detailed Study of Force 


Turn to notes on third meeting. It is the 
mental attitude we stress. Force is contrast. We 
avant to learn how muscle tensions apply force; 


and ways to improve force over radio. 


Tl. Few Faults that Must be Corrected 


Remainder of our work today is remedial. Let 
us puta list of faults on the table: analyze causes; 
and correct them. We are not a critic. We are 
an analyst. 

1. Breathing. Loud, Noisy. Why bad? Like 
all evils it reacts on doer. Soon he is caught in 
vicious circle: effect becomes cause; and cause 
effect. He can escape by a break. 

Mouth is covered. Words 
mumbled, half coined, enunciation. Remedy—do 


as cornetist or actors do, and speakers—loosen up. 


9. Muzzling. 


3. Pause — why bad? Boss gets mad and 
blames announcer. 
4. Emphasis. 

lengthen vowels. 


Hit key words harder, or 


5. Spotty — certain parts good; others bad. 
Boss remembers bad spots. 


6. Lack of Personality. Be yourself at your 
‘best~Poised, Relaxed. 


‘Conclusion 


We are trying to help each other to function 
at highest point of efficiency. We may by voice 
make this the outstanding station in the West. 


Mistakes are means of improvement. Look at 


mistakes to find causes. Said Hugh White: 
“When you make a mistake, don’t look back at it 
long. Take the reason of the thing into your 
mind; then look forward. Mistakes are lessons 
of wisdom. The past cannot be changed. The 
future is yet in your power.” 
What Successful Announcers Learned 
from Mike 

This compilation contains experiences of a 
dozen successful announcers. They learned hard 
way. You can learn from them. Remember rule 
of learning—30 per cent~70 per cent. From others 
you catch hints, and often principles, too. For 
example one principle running through all these is 
—~get feeling of being at home with Mike. Be 
easy, natural, normal. Be yourself at your best. 
Here are different ways of getting that feeling. 
Relax, or as one announcer (Andy) says, “Un- 
lax.” 

I breathe full and big before I begin—Breath- 
ing is important. Park my feet apart and get a 
full breath from stomach—By taking a few min- 
utes of deep breathing exercises my broadcast is 
easier, and less breathy. Always take a deep 
breath before I begin. 

Bodily alertness keeps mind alert—keep ani- 
mation while talking—drum on desk—anything for 
ease and comfort. Clothes must be comfortable. 
I have bodily freedom—I do not like to stand up~ 
I can do better sometimes standing up. 

Copy in right hand—copy in left hand—keep 
copy on desk—do not touch but within touching 
distance~Like both elbows on the desk—hands 
free—must have both feet on floor~like to keep 
fingers free and moving. Run hand through my 
hair—rub chin—rub forehead—lift muscles between 
eyes—keep one hand in a pocket~begin with atti- 
tude of attention—hand in back pocket or rubbing 
back pocket. Always start with right hand so 
must have right hand free. 


As I go on, I have to fight against running 
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down—little bodily action keeps mind keen and 
voice fresh—Cannot get vocal emphasis unless | 
first get some kind of bodily action—I can always 
get emphasis by bob of the head up. This move- 
ment starts just before vocalization. It is sure 
fire. 

Read my stuff over 3 times before I go on—I 
analyze and know what is in it~I go at apprecia- 
tion and interpretation of an announcement as if 
it were a piece of music—Imagine I sit opposite a 
man in his office and keep going at him till IJ 
make a sale~I picture a type to whom I speak~ 
old woman, farmer's wile, school girl. etc.—Look 
at stuff, find out what it is, and then get frame of 
mind. I always get frame of mind before I go on. 
I tell a story, do anything to get attitude of mind. 
I prepare before I go on by trying to get effect 
which my imagination has painted ~I converse 
with my imaginary listener—Ignore mind and keep 
going— Ignore the mike?” No sir. 

I direct voice to a person. In dialog I direct 
voice to microphone rather than toward other 
members of cast—I try to read as if talking diréct- 
ly with a person—make reading as natural as pos- 
sible so listener may realize script is for him. 

Best trick I learned to read naturally was 
pause. By timing one’s pauses, or getting certain 
hesitancy between phrases as if one were trying 
not to read too perfectly, yet not so imperfectly as 
to be noticed. Too great perfection betrays one 
to listener. 

Most important thing I learned was effect of 
bodily action on voice. Previous teaching in act- 
ing and drama was wrong. It was for audience. 
That's only half of truth. Bodily action affects 


voice. It makes voice. 


All devices are best for the man who owns 
them. Their message to you is —~ develop some 
special device for yourself. No one can teach 
you except yourself. Education is leading your- 
self out from what you are to what you ought to 


be. 


ne 


WHEN 


1. Station will sell MORE TIME to sponsors 
AND 

2. Station will PROSPER more WHEN 

5. Listener BUYS MORE GOODS, and he 
will WHEN 

4. Listener IS PLEASED, and he will be 
WHEN 

5. Announcer does A GOOD JOB, and he will 
WHEN 

6. He is PROPERLY INSTRUCTED how and 
what, and he will be WHEN 

7, Commercials ARE SUCH that THEY CAN 
BE properly delivered, and they will be 
WHEN 

8. Copy-writer HAS AN UNDERSTAND- 
ING of listener-values, and he will have 
WHEN 

9. Program Manager has A CLEAR CON- 
CEPT of his responsibility to listening-au- 
dience, and he will have WHEN 

10, Station Manager has vision of his responsi- 
bility to sponsor AND listening-audience, 
and he will have WHEN 

11. The contents of this book are studied thotfully 
and applied consistently to radio broadcast- 


ing. 


SH lis widlet man never Neon his ‘iii 
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WUL 


CONTINUITY GUIDE 
hy L. 0. Fitzgibbons 


Commercial Manager, WOC 


* 


Written to shorten training in WOC Copy Department, and to 
enlighten retailers who write copy for use over WOC 
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PREFACE 


AS 

oy N PREPARATION 
of copy for use on WOC, three primary factors 
must be considered: 

1. Fundamental principles of advertising. 

2. Application of these principles to broad- 

casting. 

5. WOC policies and practices. 

In pages that follow, we supply detailed ex- 
planation so you, as a copy writer, may avoid 
common blunders. 

This information has been compiled for use of 
our WOC continuity department. It is hoped 
it may also be of help to others outside Station 
who may have occasion to prepare copy for 


WOC. 


MECHANICAL REQUIREMENTS 


1. WOC CONTINUITY PAPER 

WOC continuity forms are printed with mar- 
gins and numbered lines to match vertical and 
horizontal spacings on continuity department 
typewriters, standardized for uniformity. Only 
machines so adjusted should be used for con- 
tinuity work. 

With paper flush against paper guide turn 
platen to word “page”. If guide has been properly 
set this will be at extreme left of typewriter scale 
with stop set at zero. Set next marginal stop at 
23, second stop at 48 and bell stop at 68. 

Printed horizontal line marks left and right 
margins. Use double space and keep copy on 
line with printed numbers. If copy is more than 
23 lines long, write word “more” where line 24 
would be and continue on page 2. Always retum 
carriage to extreme left margin; avoiding using 
marginal release. 


two hundred seventy-eight 


While black ribbon is satisfactory, most 
writers prefer red and black; red for cues, black 
for continuity. 


Keep typewriter clean and oiled. Type should 
be cleaned every morning. Make certain carbon 
copies are clearly legible. Cover machine when 


leaving for the day. 


9. HOW MANY CARBON COPIES? 

A copy MAY be required by any of following: 

Announcer. Preferably two copies when two 
announcers required. 

Control Room Engineer, when broadcast in- 
volves transcription, sound effects, cues or other 
mechanical controls. 

Producer, when producer is required. When 
in doubt, ask program director. 

Talent. This varies. Ask producer. 

Advertiser, when requested by salesman. 

Federal Trade Commission, for a period of 
fifteen days every three or four months. Traflic 
department will notify you when these periods 
occur when you must make extra copy of every- 
thing on air for FTC. Making copies when 


writing saves time making later. 


3. CLOSING TIME 

All copy should be complete and in copy book 
by 5:00 P.M. preceding broadcast; noon Satur- 
day, for Sunday and Monday. In last minute 
changes, substitute new copy for old. rather than 
depend on memory to supply copy for something 
missing. Privilege of late copy changes is some- 
thing we want advertisers to have. We must re- 


spect that privilege. 


TYPES OF CONTINUITY 


There are two general types of continuity; 
spot announcements and programs. 
Spot announcements are broadcasts of one 


Any WOC 


broadcast longer than one minute, regardless of 


minute or less duration on air. 


(Programs are frequent- 
ly referred to as “shows”. Keep word “show’’ to 
a minimum; “program” is better). 
Announcements are classified by WOC as 
“Chainbreaks” or “100 words’. They may be 
either “live” (ie, read by WOC announcer), 


transcribed, or combination of the two. 


content, is a “program”. 


Chainbreaks are so called because they are 
scheduled between two network (or chain’) pro- 
grams. These programs are so timed that there 
is a lapse of exactly 30 seconds between conclu- 
sion of one and start of next. During this 30 
seconds announcer is required to identify Station, 
which takes about 5 seconds, including “pauses 
for effect,” before and after identifying announce- 
ment. Allowing for similar 2 to 3-second pause 
at conclusion of chainbreak, total reading time for 
break is 20 to 23 seconds. In this time average 
announcer will read 30 words easily; as many as 
40, if carefully written. Rule is: COPY MUST 
NOT EXCEED FIVE LINES ON OUR 
STANDARD CONTINUITY PAPER. EX- 
CEPTIONS are void. 


One hundred-word announcements are more 
flexible. They are usually scheduled before or 
after LOCAL programs (sometimes during); time 
limit is one minute. Since copy in longer an- 
nouncements is more flowing and contains fewer 
pauses, announcer will read around three times as 
much copy in a 60-second spot as in a 30-second 
chainbreak. 120-130 words will keep on safe side 
when necessary to tell your story. Try for 100- 
word maximum as a habit. 12 to 16 lines of copy 
is right range. 

In transcribed announcements we inform 
listeners at start that announcement is tran- 


scribed. Sometimes this identification is on tran- 
scription; sometimes not. Be sure copy tells 
WOC announcer whether to make identification, 


or whether it has been made on transcription. 


Ordinarily transcribed announcements are 
handled by transcription department, but frequent- 
ly you will be asked to supply “tie-in”, meaning 
live copy is used in conjunction with “ET” (Elec- 
trical Transcription). Usually this tie-in consists 
principally of name and address of store where 
merchandise advertised on transcription may be 
obtained. Special forms for handling tie-ins are 
available in traffic department: use them instead 
of regular continuity paper. 


Announcements pertaining to candidates for 
political office, or other announcements of political 
or controversial nature require special treatment; 
see detailed information under “program” head- 
ing. 

PROGRAMS: 


Programs for which copy is supplied by WOC 
continuity department, commonly fall into one of 
following seven classifications: 

1. News 

2. Music, from WOC transcription library 

3. Music, live talent 

4, Syndicated transcriptions 

5. Network programs, co-operatively spon- 

sored 

6. Political broadcasts 

7. Special broadcasts, from our studios or else- 

where 
(Broadcasts originating outside our studios 
are “remotes ). 


NEWS: 


Standard “formats” are designed for each 
news broadcast. These are followed word for 
word unless authorized to make changes. Such 
changes must be cleared thru program director 
and news editor. Commercial copy is to be kept 
brief (60-100 words open and close, plus credit 
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lines) and must be free of “news” implication. 
Such words as “flash,” “attention,” “special bulle- 
tin” or anything of similar nature suggesting or 
implying that commercial message is a legitimate 
news release are taboo. Care should be used to 
avoid sensationalism, sound effects, tricks or other 


devices violating serious nature of news, itself. 


To avoid offending listeners and to build good 
will as well as sales for sponsor, best commercial 
is a plain statement of facts concerning merchan- 
dise or service, told modestly and honestly—with- 
out fanfare. News is our most important listener 
service and our most vulnerable point of attack 


by unfriendly critics. 


At present time (1943), St. Louis Post Dis- 
patch is carrying a bitter campaign against St. 
Louis radio stations for failure to meet commer- 
cial standards which paper has set for its own 
station. Elsewhere, similar criticism is harming 
station and sponsor alike. Keep OUR copy above 
reproach. 


Writing for news programs, copy format and 
include advertising copy as indicated: news con- 
tent is taken care of by news department. In case 
of non-sponsored news programs, copy will be 
supplied by program department. 


MUSICAL PROGRAMS — using WOC tran- 
scribed library: 

From writing standpoint, musical programs 

may be broken into three parts; format, tune intro- 


ductions and commercials. 


FORMAT is blue-print, or pattern around 
which program is built. It is repeated for each 
program in the series, unless changed, such 
changes being subject to approval of program and 
commercial departments. While design of FOR- 
MATS is a study in itself, you should be familiar 


with terms in common use and their meanings, 


Most transcribed musical programs make use 
of a THEME at, or near, open and close of pro- 
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gram. THEME serves two purposes: first, to set 
stage for TYPE of program that follows; second, 
to IDENTIFY program and sponsor. By repe- 
tition, listener associates theme with program and 
is thus influenced to listen to balance of program. 
It may serve a third purpose by acting as a “time 
cushion” at conclusion. 

Themes are seldom played in entirety. They 
are either “faded” (volume reduced gradually), 
or “cut” (stopped abruptly). In selecting themes, 
avoid numbers containing vocalists, as listeners 
resent a favorable singer being interrupted in 
middle of his song. If number is to be faded, 
indicate whether to be taken out entirely (fade 
out) or merely reduced in volume so announcer 
may speak over it (fade to background — “bg’’). 

“Theme up’ means to raise volume to normal 
level. ‘Theme up and out” means to raise volume 
to normal level and cut at first opportunity. 
“Theme up to time” means to raise volume to 
normal level and keep it there until announcer 
signals either to cut or fade out. “Segue (pro- 
nounced seg-way) to theme” means to go directly 
from preceding number to theme without pause. 

Program is referred to as “opening cold” when 
it begins with lines spoken by announcer. “‘Open- 
ing announcement” or “introduction” may be 
placed before, during or after theme, either by 
itself or in conjunction with “first commercial.” 
Let program department assist you in making this 
decision. In placing subsequent “commercials” 
keep them as widely separated as possible. Use 
not more than three in total and have one segment 
where music follows music without commercial 
interruption. 

It is better programming to go directly from 
commercial to next musical number and then fade 
that number to introduce tune. Many tunes do 
not Iend themselves to this technique. Unless 
sure that fade can be made without injustice to 
music, it is safer to indicate ‘pause’ between con- 
clusion of commercial and tune introduction. 


TUNE INTRODUCTIONS: 


Here is a challenge to writer: an endless out- 
let for imagination. Basic source of information 
is “Transcription Program Schedule” supplied by 
transcription department in advance of broadcast. 


This form shows: 


1. Name of program, day, date and hour of 

broadcast 

2. Catalog number of transcription 

3. Tune titles, in order of broadcast 

4. Name of orchestra (or other group) and 

vocalists, if any 

5. Exact timing of each number and _ total 

playing time. 

First, get “feel” of program, as indicated by 
title, hour of broadcast and type of music—pop- 
ular, symphonic, religious, operatic, or what have 
you. Gear tempo of writing to tempo of program. 
Keep in mind time of broadcast as this will give 
clue as to WHO makes your major audience— 
housewives, farmers and factory workers, teen- 
agers, children, or families. By remembering time 
of broadcast, you will avoid common errors as 
“call your grocer now” on a program aired at 9:00 
o'clock at night. 

Get into proper mood by imagining you are 
in your living room and are to entertain a small 
group of one of above classifications with a pro- 
gram of recorded music previously selected for 
that purpose. Then WRITE what you would 
SAY about each number. More you know about 
music and musicians, better introductions you 
will write. Time prohibits listening to several 
thousand numbers in library. You should be 
familiar with popular artists and musical aggre- 
gations. If you come across a strange name, ask 
transcription department to play a couple of 
numbers for you. 

Any member of musical staff can give ad- 
ditional help and information. Remember, they 
are busy, so be considerate of THEIR time as 


well as your own. Aside from factual introduc- 
tions pertaining to number, maybe title will fur- 
nish an inspiration, but use care to avoid drag- 
ging it in by the heels. Possibly day or date will 
give an idea; maybe it is a holiday, a famous 
person's birthday, or anniversary of something or 
other. Perhaps it's first day of Spring, longest or 
shortest day in year, exactly so many days before 
or after Christmas, Easter, Fourth of July, or 
Lent. Listening to introductions used on network 


productions is an excellent source of new copy 
slants. 


Be briefl Make sure your introductions 
CONVEY THOUGHT and are more than 
words used to fill space. Finally, title is cue to 


engineer to start transcription; what you write 


must CONCLUDE with name of tune. 


As to timing: Add time required by theme to 
total playing time shown on transcription form, 
and subtract from over-all time of program. Re- 
mainder is speaking time, allowing 2-3 second 
pauses before and after each announcement. Re- 
member, 15-minute program occupies only a por- 
tion of full 15-minutes time on air. Between-pro- 
fram spot announcements and station identifica- 
tion will use 50-60 seconds. Careful attention to 
timing will prevent necessity of fading out final 
musical number and thus contribute to a mote 
finished production. Practice it. 


THE COMMERCIAL: 


This important subject will be treated in Tater 
pages. It, like tune introductions, should reflect 
MOOD of program. Its preparation may come 
from a number of sources. It may be copying 
what someone else has written: it may be re- 
writing a rough draft prepared by someone else; 
it may be putting into radio form a printed ad- 
vertisement; or it may require complete origina- 
tion. In latter case, DEMAND you have COM- 
PLETE INFORMATION. If ‘you have’ ques- 
tions, ask and INSIST they be answered. 
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MUSICAL PROGRAMS, using live talent: 

Writing live talent musical programs is same 
as writing for similar transcription broadcasts. 
One difference is that a producer is always 
assigned to live shows and program is carefully 
rehearsed in entirety before broadast. You have 
more freedom of expression as rough spots can be 
polished during rehearsal. An ever-changing pat- 
tern replaces inflexibility of transcriptions. 

Live programs become warm, personal, human. 
There is a frequent change of pace, greater va- 
riety; musical effects may be used for embellish- 
ment, A few bars of “Easter Parade” might be 
used to emphasize commercial about Easter wear- 
ing apparel, or “Wedding March” played softly 
as background for copy about wedding dresses. 

Timing is of less importance from writer's 
angle as music may be played faster or slower, 
or extra chorus added or dropped to offset changes 
in length of reading matter. Since cues are sup- 
plied by producer, it is unnecessary to close each 
introduction with title of tune. 

Mention of sponsor or his product may be 
used in connection with tune introductions when- 
ever done logically. Such tie-ups may be made 
on transcribed programs, but it is easier to do on 
live programs where advertising becomes intimate- 
ly a part of program rather than detached break 
in entertainment. 

Live programs offer best opportunity for cre- 
ative writing and originality. If assigned one or 
more such programs, make the most of it. 


SYNDICATED TRANSCRIPTIONS 


These are complete programs recorded on a 
single platter, as contrasted to separate, individ- 
ual selections on library transcriptions. “Cue 
Sheets” supply exact timings and indicate where 
commercial is to be placed and amount. With 
all transcriptions, it is necessary to inform an- 
nouncer when he is to make identifying announce- 
ment and when it is an E.T. Government (F.C. 
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C.) regulations require 15-minute programs be so 
identified at both open and close. Check with 
Chief Engineer regarding requirements for pro- 
grams running more than 15 minutes. 


i et 


PROGRAMS 
NETWORK ORIGINATIONS~ 


co-operatively sponsored 

In this case, you will work from cue sheet 
supplied by network. Entire program is broad- 
cast as any other network program except that 
network line is cut by control engineer for com- 
mercial copy given by local announcer. It is 
paramount you write EXACTLY proper amount 
of copy to fill allotted time. 

Owing to expensive nature of such programs, 
as well as high program quality, special care and 
thought must be given to handling commercials. 
They must be in keeping with program, and an- 
nouncer will be assigned whose voice and style 
of delivery will match general tone of broadcast. 

Figure 16 lines of copy per minute of time, 
but alter this to fit announcer; 17 to 18 lines when 
more rapid delivery; 14 or 15 lines when more 
deliberate nature. 

There is one exception to this rule: when cue 
sheet indicates network supplies musical or other 
background which is faded for local announce- 
ment. In this instance, use shorter copy with five 
to ten seconds at open and close for musical 


cushion: more if desired. 


POLITICAL BROADCASTS: 

Political “talks” or broadcasts will be supplied 
by speaker or his representative 24 hours in ad- 
vance of broadcast. They are copied in duplicate; 
original for announcer, duplicate for control en- 
gineer (who is authorized to cut speaker off the 
air in case he deviates from prepared script). 

Before copying, script must be read and ap- 
proved by station executive and initialed to indi- 


In introducing speaker, state 
name, party affiliation, and name of individual or 
organization PAYING for broadcast. In case of 
individual other than a candidate for office, we 


cate approval. 


must name organization he represents. 


We are required to identify every paid po- 
litical broadcast so there can be no question in 
listener's mind as to WHOSE opinions are ex- 
pressed. Such identifying statements must be 
made before and after broadcast. 
ger or program director can supply preferred word- 
ing. 

These rules apply to programs and announce- 


Station mana- 


ments alike; except, in case of announcements, 
only ONE such statement is required preceding 
broadcast. 


SPECIAL BROADCASTS 


These will be worked out in conjunction with 
program department and together you will design 
cue sheets. After this is done supply commercial 
or other copy in usual manner. 
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THE COMMERCIAL 


Attitude in which you approach preparation 
of commercial copy is reflected in finished work. 
If you look upon it as a task to be performed in 
a given time or so many lines of words to be 
turned out so you will continue to receive a pay- 
check, that is how it will sound on the air. 

If you accept each assignment as a challenge 
to ingenuity—an opportunity to make life brighter 
for listeners thru their acceptance of merchandise 
and services you recommend—that attitude will 
be reflected in better and more meaningful copy. 
What's more, your work will become progressive- 
ly easier, more interesting and more valuable. 
Better copy means more sales for sponsor, more 
revenue to Station, more income and advancement 


to YOU. 
WOC advertisers represent the “cream of the 


crop.” Ability to pay is frequently only require- 


ment necessary to purchase most other forms of 
advertising; but with WOC, only business firms 
of known reliability, integrity and responsibility 
are acceptable as clients. You may write with 
confidence about goods and services offered by 
every one. Best proof is number of firms and 
individuals whose requests for air time are refused. 
By such refusals we pass up thousands of dollars 
in revenue every year. This loss is more than 
made up by good will and confidence which we 
gain. 

With that introduction, here are fifteen spe- 
cific points you should read and re-read until it 
becomes second nature to follow them. 


1. KEEP THE LISTENER IN MIND 


Picture one single listener, or a family group— 
multiply him or them and you have hundreds or 
thousands, as in a theatre or auditorium. Tell 
your proposition as you would if you were in 


that listener's home and recommending something. 


Your friend, the listener, is interested in what 
HE wants, rather than what YOU want him to 
have. Begin by talking about what HE wants 
and end by showing how those wants can be 


satisfied by what YOU have to offer. 

What DOES he want? Here are a few things 
wanted by every normal human being ~ shelter, 
food, health, Iove, comfort, convenience, happi- 
ness, friends, and entertainment. You can add to 
that list. A man wants a new furnace because it 
supplies COMFORT AND CONVENIENCE. 
secondarily because it may be put together with 
the finest copper rivets. His wife wants living 
room repapered because a brighter room increases 
HAPPINESS; “Carload of latest designs” at 
Jones and Company is secondary. 

In all selling copy, sell what product will DO 
FOR LISTENER. When you talk about “quali- 
ties” of product, translate those qualities into 
listener benefits. Or, as one writer puts it, ‘sell 


the SIZZLE, not the STEAK.” 
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2. KEEP YOUR THOUGHTS IN 
SEQUENCE 


Build commercial as you would build a house, 
brick by brick, each cemented to one preceding 
and one following. Tell story so each sentence 
takes up where last one left off, all leading to 
finel thought you want to leave with listener. 
Cover each point in natural order and cover it 
completely while you're about it. Then go to 
next one. Make sure continuity possesses conti- 
nuity. 

Failure to observe this rule is greatest com- 
mon fault among copy-writers. By its applica- 
tion or non-application, your writing is indelibly 
stamped as the work of an expert or an amateur. 

There are two permissible exceptions to this 


rule: 


A. Deliberate repetition. This is used where 
you place special emphasis on one out- 
standing point. Slogans, addresses, phone 
numbers, unusual prices, etc., may fall in 
this category. You may SUM UP what 
you have said; if so, summary should fol- 
low order in which you have mentioned 
various points. 


B: CIRCULAR commercial. BEGIN and 
CONCLUDE with same thought, using 
intervening copy to explain and enlarge 
upon it. Be sure intervening copy performs 
exactly that function and does not wander 


into something foreign to main issue. 


Many copywriters use a formula expressed as 


AIDA (Remember the opera?): A, attention; 
I, interest: D, desire: A, action. 
logical, commonly used in all types of selling and 


Sequence is 


can be readily applied to radio commercials as it 
has been applied to magazine, newspaper and 
direct. mail advertising. 

To tell anything to anyone, you must have 
attention, so you start with a line designed for 
that purpose exclusively. Words of warning: 
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Should you shout “Attention, everybody,” ring 
bells, blow whistles, or sound sirens? I'll grant 
it's done, but only because copywriter is too lazy 
to think a good headline, or some advertiser feels 
that surest way to get listener's attention is by 
annoying him. If every advertiser felt that way, 
I dread to think of resulting clamor. The last 
sound to be heard would be clicking of dials as 
listeners turned off sets to get peace of mind. Such 
devices are a relic of days gone by, comparable 
to screaming headlines of fire sales. 

You're talking to sane, sensible people IN 
THEIR HOMES and they resent being startled 
out of their wits or shouted at, as you would. 
Build opening line in an inviting manner with 
“YOU” and “Your wants” uppermost, and you'll 
accumulate attentive ears. 

Having listener's ATTENTION, arouse his 
INTEREST. Keep in mind what HE WANT S 


and build your argument. It’s easy to interest 
anyone when you talk about things in which he 
is interested. 

Now you have him interested, carry him into 
realm of DESIRE. Now, and now only, are you 
ready to talk about MERITS of what you are 
selling. Show him how those qualities will help 
attain what HE wants. Consciously, or uncon- 
sciously, if story is properly told he will DESIRE 
what you want him to desire. He will go fur- 
ther and picture himself as the loser if he refuses 
to satisfy that desire. 

Now you are ready for the clincher ~ AC- 
TION. Every commercial is designed to influence 
listener to ACT. To GO to a store, to SEE a 
product, to CHANGE a habit, to ACQUIRE 
something new, or to THINK and TALK along 
line you direct. Close every commercial with a 
recommendation to ACT. If you repeat, conclude 
again with urge to ACT. Leave him always with 
final thought~ACTION. 

Some writers add a fifth letter to above for- 
mula: “R” for Remember. Instead of “A-I-D-A,” 


the formula becomes “A-I-D-R-A.” By including 
remembrance value some listeners will retain 
urge to buy or act later. 

3. Use verbs that are ACTIVE, POSITIVE. 
Verbs are life blood of commercials; keep them 
alive. Amateur writers use a superfluity of ad- 
jectives and while GOOD adjectives are impor- 
tant, a commercial with strong verbs and weak 
adjectives is preferable to one with strong ad- 
jectives and weak verbs. Instead of saying “Jones 
& Company HAVE COMFORTABLE Easy 
Chairs,” say “RELAX in comfort; RECLINE in 
an easy chair SELECTED at Jones & Company.” 
“You'll find” is weak; “choose,” “examine,” 
“visit,” “compare” are strong. Every time you 
use an inactive verb you waste opportunity to use 
an active one. 

As to positive versus negative forms, your 
guide is B. J. Palmers RADIO SALESMAN- 
SHIP. Other aspects of commercial writing are 
covered in this book. By all means read it. 
Copies are available. 


4. USE WORDS THAT HAVE 
CHARACTER 

Many words, verbs, adjectives and adverbs 
alike are weak and wishy-washy or have lost 
meaning thru careless use. Replace them with 
words that have life, sparkle, meaning. Anyone 
will be more intrigued by a “fascinating,” “allur- 
ing,” or “colorful” selection than by “big” selec- 
tion. Be sure selection is ACTUALLY “fascinat- 
ing,” “alluring” or “colorful”, Think of meaning 
of every word you write. If there is doubt, con- 
sult dictionary. So doing, you avoid describing 
furniture as “luscious” or writing “memorial” 
when you mean “memorable”. 


5. USE WORDS THAT ARE SIMPLE 
AND EASILY UNDERSTANDABLE 

The greater writer is one who knows big words, 
but uses simple ones. That is true in radio com- 
mercials. Foreign words and phrases are ob- 


jectionable. Use correct English but your pri- 
mary purpose is to make a sale rather than to 
conduct a class in grammar. For example, “We 
take you direct to Chicago,” is wrong grammatic- 
ally; but its meaning is clearer than the correct, 
“We take you directly to Chicago." To be me- 
ticulously correct may focus listener's attention to 
a word rather than the idea. 

6. Avoid repeating same word in one sen- 
tence, or in succeeding sentences. “See the 
beautiful display of rugs in Smith's beautiful 
store. You will adore the many varied and 
beautiful patterns.” 

7, Eliminate superfluous words. See “RA- 
DIO SALESMANSHIP for eye-opening infor- 
mation on this point. 

8. Use short sentences. Twenty words is a 
good average: thirty is maximum. Make fre- 
quent use of “pauses for effect.” 

9. Be sure your copy is SAYABLE. You 
could write “rubber buggy bumpers,” but let's 
hear you say it. “Doll or toy” may be indistin- 
guishable from “dollar toy”; a succession of “S's” 
may come over microphone as a hissing sound. 
Make a practice of reading finished copy aloud 
to get SOUND of it. While you're doing it, 
check verbs as to whether they should be plural 
or singular. 

A store name is always singular. ‘Petersen's 
IS pleased to offer,” not “Petersen's ARE pleased 
to offer.” By reading aloud you discover errors 
in tense. “If you KNEW facts, you WILL de- 
mand Smith’s hair tonic.” 

10. Make it believable. You MUST be 
truthful, but is truth enough? Listener must BE- 
LIEVE it to be truth. It could be a merchant 
was selling five dollar gold pieces for a quarter. 
but few would believe it. If you write “$50.00 
dresses now on sale at $5.00," copy must explain 
how such a price is possible. If you question be- 
lievability of copy you are asked to write, take it 
up with commercial manager. Circuses, theatres, 
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etc, are possible (7) exceptions to this rule, as 
public has come to expect exaggerated terms. 

11. USE THIRD PERSON PRONOUNS 

—'Jones & Company recommend,” not 
“WE recommend.” 

“THEY suggest,” preferable to “I suggest.” 
By same reasoning, write “GO to Jones, rather 
than “COME to Jones;” “TAKE it to Browns,” 
rather than “BRING it to Browns.” Exception 
to this rule is case in which announcer is a defi- 
nite personality on program, usually receiving 
extra compensation from sponsor to act as a rep- 
resentative of sponsor, or at least restricted from 
acting as a spokesman for a competitive sponsor. 


12. Follow verb with its object. Qualifying 
phrases, when used, should be placed at open or 
close of sentence. Between verb and object of 
verb, is wrong. Example: “At first opportunity, 
examine this unusual value,” or, “Examine this 
unusual value at first opportunity"; rather than 
“Examine, at your first opportunity, this unusual 
value.” 

13. Indicate pronunciation. Firm names, 
trade names, or any word other than commonly 
used in conversation, should be followed by same 
word in parenthesis () showing correct pronun- 
ciation. Abrahams is apt to go over the air as 
“A-bra-hams” unless you make it clear it is pro- 
nounced (A-brams). When same word appears 
several times in copy, it is permissible to indicate 
pronunciation at head of continuity sheet, above 
line One. 

14. Double check names, addresses and 
phone numbers. A typographical error here might 
make your commercial practically worthless. 

15. When you get good copy, keep it! 
Whether a phrase, line, slogan, or complete com- 
mercial, when it hits, repeat it on future broad- 
casts. Change to improve, change to keep cur- 
rent. Repeat to insure better copy, save time. 

When you have a daily program and use 
same copy every day for a month, average listener 
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will hear it only eight times. You—and perhaps 
your client—have looked at it twenty-six times. 
To you it is old stuff, but to majority of listeners 
it is new, even at the twenty-sixth broadcast, 
Good copy, even though repeated, is preferable to 
poor copy no matter how new. 


—— 


LENGTH OF COMMERCIAL COPY 
WOC and other members of the National 
Association of Broadcasters subscribe to a code 


limiting length of commercial copy as follows: 


3 Min. 15 sec. 
4 Min. 50 sec. 
9 Min. 


15 Minute programs, daytime, 
50-Minute programs, daytime, 
60-Minute programs, daytime, 


2 Min. 530 sec. 
3 Min. 
6 Min. 


15-Minute programs, nighttime, 
30-Minute programs, nighttime, 
60-Minute programs, nighttime, 


Early morning musicals, participation programs, 
shoppers guides, etc., are allowed wider latitudes. 


In practice, few WOC commercials approach 
above maximum and for most advertisers brief 
copy will do a better job than Iong copy. On 
news programs, best results have been shown 
when total commercial time was under two min- 
utes. 

Copy CONTENT is more important than 
copy LENGTH. Short or long copy may be 
either good or bad. Listener objects to long copy 
primarily because it is dull, repetitive, boring or 
diflicult to follow. Keep it alive, interesting, easy 
to listen to, and any reasonable length will be 
acceptable. 

There is a tendency to be careless and wordy 
when time is overlooked. It requires less thought 
and effort. To tell that SAME story in LESS 
time requires more thought and effort. SHORT 
copy is BETTER copy. That, even more than 


time element involved, is why commercial copy 
should be kept at minimum. In briefing copy. 
retain all important parts of sales story unless 
compelled to omit because of time limitations. 


— et 


GENERAL 
WOC is fortunate in being located in a sec- 


tion of the country where people are friendly, con- 
siderate, good natured, intelligent and apprecia- 
tive. Accordingly, copy should be written in 
every-day terms; sincere, honest, human. Our 
listeners, both farm and city, are in a middle class 
socially, economically and educationally. Keep 
away from hill-billy talk at one extreme, and cafe 
society language at other. 

What about comedy? Manager, program di- 
rector, sales manager, announcer and client (even 
listener) have their ideas as to what is funny. 
When you write copy that tickles all, you are a 
genius. Beware of caustic criticism when any of 
above happens to have a different name for some- 
thing YOU thought was funny. 

Considerable of what you write should be 
light and easy, but unless determined to stick 
your neck out, lay off gags and smart stuff. There 
are more payiny customers in this neck of the 


woods for “Better Homes and Gardens” than for 
the “New Yorker”. 

Go cautiously in writing copy to be read in 
dialect. Such copy may be offensive. Racial 
groups will be quick to resent a characterization 
that tends to reflect on their race. Most announ- 
cers are not dialecticians, and attempts to make 
them appear clever may cause them to sound 
ridiculous. 

Lotteries and games of chance are taboo as 
copy subjects. Bingo games, bank nights, door 
prizes, etc., fall in this category. Only prizes per- 
mitted to mention are prizes awarded for SKILL, 
such as for best letter on subject of “Why I like 
Wheaties.” 


manager when in doubt. 


WOC is a QUAD.-CITY station. A recent 
program closed with “The forecast in this section 
of Iowa’—omit “of Iowa". “Over” in Moline is 
bad. We are as much a “home station” to Mo- 
line as we are to Davenport. Omit “over”. Our 
mail indicates we have MORE listeners in Illi- 


nois than in Iowa. Be a home station to both. 


Check with commercial or program 


Announcer can hardly be expected to do a first 
class job on copy that is filled with errors, strike- 
overs, erasures and pencilled changes. Have a 
page that is legible, neat and uniform. 


hi ON aye GH dadiod 
STAY aheul ts TO USE your het. 
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CHAPTER LIIl 


VITAL SALES 


BR soro SALESMAN- 


SHIP, 1st to Sth editions were sent ALL radio 
stations in U. S. and Canada to present radio 
problems and solutions AS WE saw them. Each 
could accept or reject, ask for more copies, or ig- 
nore, as they saw eye to eye or disagreed. We 
wanted to find out and to know whether what 
WE thot was what THEY thot. Unsolicited im- 
mediate response acknowledged they were com- 
mon to all. What WE provided met welcome 
reception. 


IT IS ACCEPTED 


Re-action stated problems and solutions nec- 
essary went farther back than radio stations. It 
backed up to commercial copy issued by radio 
agencies. We then sent 2nd edition, enlarged, 
to over 400 radio agencies. Each could accept 
or reject, ask for more copies, or ignore, as THEY 
saw eye te eye or disagreed. We wanted to find 
out and know whether what WE thot was also 
what THEY thot. What WE offered agencies 
met same welcome reception. 

In 3rd edition we added Chapter regarding 
relationship between agencies and radio stations 
and how latter is dependent upon former. 


IT IS EVOLVING 


As units, scattered, each agency, or radio sta- 
tion, found themselves over-whelmingly outnum- 
bered. This booklet FOCALIZED a NEW 
national unity of purpose between ALL parties. 
It gave them SOMETHING TANGIBLE from 
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VIEWPOINTS 


which to begin working. We NOW believe it 
will bring about an international radio state of 
mind and purpose of strengthening entire radio 


structure including agencies. 


IT HAS EXCEPTIONS 


Opinions expressed make it appear we believe 
ALL radio stations and announcers, ALL radio 
agencies and copy-writers, follow damaging prac- 
tices we indict. MANY of each HAVE put forth 
substantial efforts to correct some or many. Such 
at best, was sporadic. Substantial present-day 
development, as bad as it is, of superior attain- 
ments of radio, as good as it is, is due to straight 
line thinking of worth-while progressives who 
have worked diligently to raise standards. 


THERE ARE DIVISIONS 


It is easy to understand what usually happens 
in many radio agency offices. Salesmen sell spon- 
sor radio contract. They put EVERYTHING 
THEY'VE GOT into securing that order. Quali- 
fied people write commercial copy. They put 
everything THEY'VE got into that copy. From 
there on, spread begins! Average copy-writer 
knows as much, or as little, about article he 
WRITES about as average announcer knows 
about article he TALKS about. Copywriter will 
reject this statement contending he DOES in- 
vestigate, study and test articles BEFORE he 
writes copy. COPY ITSELF, in vast majority 
of instances, violates THAT statement] 


HASTE MAKES WASTE 


Copy-writer “dashes off” something he 
CALLS “sales argument” about soap, or what 
have youl He takes a few minutes to ediphone, 
dictate or write it. Has he SEEN, USED or com- 
pared THAT soap with ANY OTHER soap? 
Has it distinct advantages and qualities over any 
other? Or, does he care? He has written a com- 
mercial “about soap.” ANY soap would have 
done. Having written “about soap” he scribbles 
in NAME OF SPONSOR'S PARTICULAR 
SOAP. Probabilities are he thinks WHAT to 
say one minute, dashes it off second minute and 
Thus 


are radio commercials ground out of a radio 


into mail to radio station third minute. 


agency human mill. 


KNOW YOUR SUBJECT 
SALES value of SALES copy starts with 
HOURS OF PRE-MEDITATION AND PRE- 
PREPARATION about this superior article, its 


unique uses; differentiation features, advantages 


—~HOURS OF STUDY OF WHAT to say, 
HOW to say those hours of meditation INTO 
PROPER sales motivating WORDS of descrip- 
tion and expression. A copy-writere MUST 
KNOW his subject from visit to factory, to its 
use in home. 


“Limit Number of Ideas in Commercial 
“Psychologists have emphasized that the 
human mind can grasp just so much in a given 
length of time. It would therefore seem wise to 
confine a given commercial message to the pro- 
motion of a limited number of ideas or items 
of merchandise. Some merchants and station 
- Managers interviewed recommended that not 
more than two ideas or three items of merchan- 
dise be included in each commercial. They 
considered it more effective to establish the 
merits and qualities of two or three items 
thoroughly in the minds of listeners than mere- 
ly to scratch the surface of understanding for 
six items.”"—(RADIO ADVERTISING FOR 
RETAILERS, C. H. Sandage, Harvard Uni- 
versity Press, Cambridge, Mass.) 


SUPER SALES CARE 

Copy-writer should REVIEW and RE-RE- 
VIEW written copy MANY times. Study itl 
Brief it! Positivize it! (See “DO's” at end of 
this section.) He should weigh EVERY word, 
whether WHAT HE HAS SAID WAS 
WHAT HE WANTED AND SHOULD say 
TO PRESENT HIS SUBJECT COMPLETE- 
LY and then STUDY RE-ACTION TO SEE 
HOW LISTENER WILL UNDERSTAND 
what he said] AFTER he has written copy, he 
should give WHAT HE SAID as much study 
as he did BEFORE he wrote it. Words are 
slippery, tricky and need careful choosing. Some- 
times ONE word can make, or break sales. 
What value can “sales copy” have when dashed 
off by scores on varied articles between late ar- 
rival at office and lunch hour? 

Walter McAdams, Advertising Sales-Man- 
Ship expert, says: 


“Tricky words and catch phrases are no sub- 
stitutes for sound motivating thoughts. The 
clever use of subterfuge and artistry may bring 
praise to the writer, but brings silence to the 
cash register. Applying this skill and ability 
to sales producing advertisements does not mean 
employing less brilliance, but instead it means 
directing his skill along more constructive lines, 


to get more sales from . . .” LESS WORDS. 


YARD-STICK 

“The last time we checked, OVER 35 tons had 
come in|” 

“One friend OVER in Nebraska didn’t have 
any fur—so he got OUT his dogs, hunted 
DOWN three coyotes . . 2” — (Extracts from 
WHO page ad, Printer’s Ink, Nov. 13, 1942.) 

Whether such words as “over”, “out”, 
“down”, etc. SHOULD BE used, can be de- 
termined by a rule~replace with its OPPOSITE 
and see HOW it sounds and WHETHER it fits. 

“The last time we checked, UNDER 3 tons 


had come in!” 
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“One friend UNDER in Nebraska didn’t 
have any fur—so he got IN his dogs, hunted UP 
three coyotes... 

Here is better way: “Last time we checked, 
MORE THAN 3 tons had come in] One friend 
in Nebraska WWANTED furs—so he got his dogs, 


hunted three coyotes... 


Every language diflerence used in THIS book 
has a LOGICAL RADIO EAR SALES reason! 


BRINGS RESULTS 

Agencies might reply “we HAVEN'T time 
to paint verbal masterpieces. EVERY agency 
CAN afford TO TAKE MUCH TIME, perhaps 
days, TO BUILD sales talks WHICH SELL 
sponsor's article. When one sales commercial 
took one day and it sold ten times more, it was 
time well spent. A sincere employer will value 
copy-writer BY RESULTS rather than a feverish 
nonsensical desk activity. More goods can be 
conceived as sold with feet on window sill, on 


golf links, while STUDYING its details than 
pounding a typewriter with little thinking. 


JUDICIOUS REPETITION 


Commercial copy, written, should be gone 
over MANY TIMES, each time ADD or SUB- 
TRACT particulars embracing basic selling ele- 
ments to produce distinctividualistic sales objec- 
tives. Correct sequence is vital from lead to 
punch thot. Usually, man who writes as he first 
thinks, is producing unfit copy to sell over any 
air as a commercial. 


FOCALIZE WORDS 


This book you now read, in 6th Edition, which 
more than 65 per cent of ALL radio stations have 
adopted as text is an example of what we here 
contend. It was written alter YEARS of pioneer- 
ing in radio; ONE YEAR in writing once focal- 
ized. Each paragraph was written and re-written 


DOZENS OF TIMES before we whipped INTO 


two hundred ninety-two 


WORDS what we MENTALLY deliberated on 
for years) ADVANCE PREPARATION and 
SAYING IT RIGHT pre-determined IMME- 
DIATE response of its VALUE to radio indus- 
try! Speaking frankly, fearlessly, yet truthfully, 
to problems and solutions, we aroused definite 


and favorable response from radio industry. 


RE-WRITE COPY 


Best writers of prose, poetry, scientific works 
or advertising copy re-write MANY times. “Best 
sellers” are months of Iabor. No matter HOW 
GOOD or brilliant copy-writer THINKS he is, 
he will increase selling values WHEN he re- 
writes it. Oftener, the better. 


E. IN OR RE 


Many writers, on first writing, Evolve volu- 
minosity, INvolve thot, and REvolve foolish repe- 
tition into a tangled ball of so many words 
per minute which they mistake for sales appeal. 
They think listener is sufficiently interested to 
untangle knotty mess into consistent sequence, 
to buy hidden article concealed in its center. 
Many a copy-writer has a typewriter that is in 
a conventional word-per-minute groove greased 
with verbal smudge which needs mental filtering 
and refining. 


AD OR EX? 


Few thinkers, writers, or speakers, say right 
thing first time. Ad libbing and ex teming bring 
much after self-criticism. ‘Best speakers” have 
given MUCH time in meditation and preparation 
to WHAT they say, whether it be 5 minutes or 
2 hours. Majority WHO WANT TO think, 
write or speak, find thinking, writing and speaking 
cumbersome, Iumbersome, stodgy job that needs 
tremendous trimming before ready to use. AD- 
VANCE preparation saves hours of AFTER re- 
grets. First writing, talking off-hand, thots get 
mixed, writing complexed and speaking all messed. 


Think ideas long enuf IN ADVANCE, write 


words OFTEN enuf, and speak them FRE- 
QUENTLY, they'll boil down to essentials. Fi- 
nally, after years of Tabor, there are carved out 
a few BASIC principles that guide one HOW 
to think, write and/or speak. Even then, having 
learned, frequently going over improves their ma- 
teriality. 
BALANCE CONCEPTS 

Copy-writer is lop-sided specialist, THINKS 
he knows HOW to run and put commercial 
shows on air of broadcasting station, therefore 
writes copy to THAT concept. Broadcaster is 
lop-sided, THINKS he knows faults of commer- 
cial copy and tells copywriter HOW to write 
copy. Listener MAY BE lop-sided also, BUT, 
HE IS THE BUYERI Listener is ordinary run- 
of-the-street man who knows neither, a simple 
fellow who HAS money, WANTS to buy, IS 
WILLING to spend to get. He KNOWS what 
appeals when he hears it. He is moved to buy 
by intelligent, persuasive reasons and explana- 
tions; is swayed into buying action by emotions, 
passions and prejudices. HE IS disgusted with 
most commercials, resents what copy-writers force 
feed him, resents what broadcaster puts on air 
for him to hear; blames both by turning off re- 
ceiver. 


BULLS-EYES 

Sales success, or failure, often lies in potential 
difference between agency who draughts a cam- 
paign gun THAT OUGHT TO SHOOT, and. 
radio stalion that SHOOTS THAT GUN. 
When draughtsman commercials hit objective 
everybody profits from sponsor to radio station 
to possible customer. For years, we have had 
too many sponsor turn overs, who come, try, and 
go. That CAN work both ways and too often 
works WRONG way. 


WHEN 
When copy-writer COULD become radio 


program manager; when radio program manager 
COULD become copy-writer; and, when both 
WOULD stand by AND LISTEN for hours, for 
days, TO GET VIEW POINT OF LISTEN- 
ERS, each would know MORE HOW to sell 
sponsors article to buyer. Radio is a pyramid. 
each group desiring to and thinking they ARE 
supporting, working and co-operating with other 
two sides of triangle. In fact, each has his one- 
sided pet peeves which make HIS work antipodal 
to ULTIMATE objective—buying and selling. 


_A Aebnaned Saul can te more with a rusty monkey- 
ieench than a loafer with a satelite shop. 
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CHAPTER LIV 
EYE OR EAR? 


PS\ 7 
ce) VI ace agency copy- 


writers of today came up to radio from yesterday's 
newspaper and magazine offices. There is a 
grand canyon difference between printer's ink in 
nostrils and kilowatts in ears. Approach to news- 
papers and magazines is EYE appeal. In radio— 
it’s EARS. 

Magazines, and more recently newspapers, 
spread gorgeous Powers’ models with leg-art, in 
environmental COLOR schemes to make ad ap- 
peal TO EYE. 

Any copy-writer could be tops as EYE writer 
and bottoms as EAR writer, or vice-versa. More 
than switching desks and offices is necessary to 
jump from one success to another. It requires 
MENTAL CONCEPT switching also. Because 
he’s good EYE writer he thinks he’s GOOD 
EAR writer. 

ALL SALES, in radio, must be TO THE 
EAR, that being ONLY radio avenue open to 
mind of listener. Words, in radio commercials 
are cold. They lack FOR EAR what magazines 
have FOR EYE. Substitutes IN WORDS must 
be used. WORDS require environmental setting 
and should be color shaded FOR EAR also. 

Much radio copy is still EYE appeal. EAR 
technique is arbitrarily different. Stage success 
could be movie flop, or vice versa, notwithstand- 
ing a few fundamentals might be common to both. 


MOTION pictures were newspaper or maga- 
zine fotograf PICTURES in motion. MOTION 
pictures did marvelous job of EYE appeal, Then 
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came sound to sight. They did as fine a job of 
EAR appeal TO EYE appeal. Radio? Com- 
mercials AND shows! Shows, generally, have 
STRONG EAR appeal. Commercials, generally. 
have a cold, chilly, repugnant, repellent, dis- 
gustingly WEAK EAR appeal. Commercials 
NEED EAR SHOWMANSHIPI 

When THAT difference IS learned AND 
PRACTICED radio success crowns efforts. 


EYE OR EAR PUNCTUATION 

Words are VEHICLES of thots and ideas. 
People SPEAK to communicate these. To COR- 
RECTLY communicate, they punctuate to trans- 
fer from THEIR mind to YOURS. To correct- 
ly TRANSFER is a science AND art. To speak 
AS one thinks, IS to punctuate orally and aurally. 
This IS ear language, for he expresses WHAT 
he feels, AS he feels it. 

Distance between people made speaking un- 
heard, so writing and printing TRIED to sub- 
stitute voice, to imitate IN PRINTING what 
voice said, AS IT SAID IT. Thus was bor 
grammatical punctuation. 

It is difficult to translate ORAL punctuation 
into WRITTEN OR PRINTED punctuation. 
Or, re-translate written or printed punctuation 
back to oral punctuation. Elements present orally 
are lost in other. Put conversation into print and 
imponderables exist when trying to duplicate what 
thinker SAID AS he said it. Ask reader of print- 
ed words TO SPEAK those words, as grammat- 
ically punctuated, and he loses fitness of re-cap- 


turing oral punctuation. 


IF EYE-READER of TYPE-WRITTEN 
SCRIPT COMMERCIALS COULD SPEAK 
COMMERCIAL COPY INTRODUCING 
EAR PUNCTUATION, HE WOULD PUT 
INTO MEANING SPOKEN WORDS 
SHOULD HAVE. 

RADIO COMMERCIALS NEED MORE 
NATURAL EAR PUNCTUATION! 


EYE AND/OR EAR LANGUAGE 


As eye reads, this book is uneven, jerky, 
broken. Readers miss “the” and “that”, see word 
gaps. When words printed ARE PROPERLY 
SPOKEN, with pauses, expression, emphasis, 
enunciation, feeling, color—AS EAR LAN- 
GUAGE IS SPOKEN — it SOUNDS natural. 
EYE language follows definite routine. EAR 
language breaks ALL routines TO EXPRESS 
situations: PUTS in pauses, SHADES expres- 
sion, EMPHASIZES words, ENUNCIATES 
nuances absent on written or printed commercial 
radio copy. 

This book presents NECESSITY OF EAR 
LANGUAGE INTERPRETATION TO RA- 
DIO AUDIENCES. Its copy is set in various 
forms to bring out THAT idea. What reads 
GOOD for eye, often listens BAD for ear. What 
listens GOOD for ear, often reads BAD for eye. 


Slanguage is ear language. Sez I] What 
READS smooth is monotonous and dull conver- 
sational ear language. When announcer 


READS GOOD EYE language over air, it is 
POOR EAR language. Read EYE language 
over air for RADIO EAR consumption and it 
SOUNDS stilted and stale. 

Pleasing conversation put into EYE language 
on printed page reads horrible EYE language. It 
is cold brutal type. It lacks certain human vi- 
brant quality which brings it to life. 

RADIO SALESMANSHIP is suggestive 
convincing EAR language. Put THAT on bill- 
board or magazine page, and it fails as EYE 


language to sell. Billboards have color scheme 
pictures~how put THAT in words on air? It 
must be translated into expression, pausing, shad- 
ing. 


Eyes see size, shape, and style of letters 
~colors, forms, and arrangements of objects 
—italic, roman, hobo, or other letters and words 


Ears HEAR size, shape, and style of words 
ONLY thru vocal expression and emphasis 
spoken 


colors and forms thru shading the spoken 
word 

—word pictures only as they are verbally de- 
scribed by descriptive words which describe 


when spoken 


Every EYE-sight CAN BE converted into 
EAR-sight when human converter competently 
translates the verbal conversation. 

“Hard” and “soft” are MENTAL opposites. 
As eye language, each reads four letters. ONLY 
way to present PRINTED PAGE difference is: 
HARD (in caps, black face) and soft (in lower 
case italics) and spread it as s-o-o-[-t, thus bring 
TO EYE what MIND conceives words TO 
MEAN. That suggests speaking ear language of 
printed page eye language. Imagine books print- 
ed where writers TRIED to convey human attri- 
butes. 

EYE makes NO difference between “hard” 
and “soft”. MIND interprets one flint, other vel- 
vet. When EYE reads each alike, with SAME 
emphasis and expression, we have impractical eye- 
lip service which fails as EAR language. EAR 
language bites and chops “HARD” short with 
emphasis, making it appear HARD to eye so it 
will be spoken HARD by voice. giving it ear 
meaning. EAR language drawls and drags vel- 
yety expression to s-o-o-f-t, converting EYE word. 
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via mind, via lips, into microphonic EAR lan- 
guage. 

A VAST difference exists between LOOK- 
ING and SEEING. To LOOK is to use EYES. 
To SEE is a responsive action OF MIND. All 
within range goes TO the eye. SOME goes INto 
and THRU the eye. SOME goes INto and 
THRU optic nerve. Still less goes TO and INto 
brain. Still less goes TO, INto and PENE- 
TRATES THE MIND. 

There is also a GREATER distance between 
EARing and HEARing. Average radio listener 
HEARS show and EARS commercial. To listen 
is to use EARS. To HEAR is to use MIND. 
All sound reaches ears. SOME gets INto the 
ear: less gets THRU auditory nerve; still less 
gets THRU nerve TO brain; still less gets THRU 
brain TO, INto and PENETRATES THE 
MIND. 

YOUR big job is to write WORDS and get 
YOUR ideas, with greatest concentration, with 
THAT EXTRA SOMETHING, WITH STAY- 
ING PUT VALUE, TO THE MIND — that's 
what CREATES sales and PRODUCES re- 
peat orders, : 

ANNOUNCER'S big job is to so speak and 
use words to get TO, INto, THRU and PAST 
all physical barriers to impress A PERMANENT 
MEMORY of WHAT he said IN MIND of 
listener TO WHOM he directs it. That's what 
CREATES RADIO sales and PRODUCES 
RADIO repeat orders. 

Coordination IS necessary BETWEEN 
copy-writer AND announcer TO CONNECT 
sponsor who has something to sell TO listener 
who CAN be induced to buy it. 

Two comparable shows illustrating difference 
between EAR and EYE language are DON 
McNeil and his Breakfast Club, and Tom Bren- 
neman and his Breakfast in Hollywood. 
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The format of Don's is mostly an EYE show. 
There is less an EAR-audience gets, If they do, 
they artificially inject what is absent. The format 
of Tom's show is DOUBLY valuable because it 
is for eye AND ear. Both naturally flow over air- 
waves. 

Don's manner has ear-marks of being forced, 
strained, pushed and pulled, struggling. He 
works hard to make it click. Tom's manner is 
natural, free and easy. He plays to his studio- 
audience with eye-appeal. He also uses EAR- 
LANGUAGE to his radio audience which auto- 
matically participates without effort, feels and 
understands word-pictures Tom builds for them. 
His hat trick is named, appropriately; radio-au- 
diences sees what he describes and quickly senses 
how foolish he looks when he tries it on. 

Don's language and word descriptions are TO 
his studio audience, hence are almost entirely 
EYE-appeal. Don's air audience is compelled to 
labor to inject absent elements, and grows weary 
trying. 

Don says: “J have a letter HERE from ....." 
Does the air audience SEE “HERE”? 

Tom would say “I have a letter from ..... rs 
Air audience understands that! 

Don says: “WHERE is Mrs. ....?"—looking 
for her. Can the air audience follow his eyes? 

Tom would say: “Will Mrs. ...... please 
stand?” Air audience can grasp that] 

Don would say: “Over THERE she is, over 
THERE,” repeating the direction, and possibly 
pointing. 

Tom would ask Mrs. ...... a question! 

When Don constantly bores in with and re- 
iterates repeatedly such EYE words as “here,” 
“there,” “where,” and other similar words, phrases 
and sentences, he presents directions, locations. 
How CAN an air audience SEE them? Like a 
child nodding or shaking its head—the studio au- 


dience SEES, but can an air audience HEAR 
such? Every time Don uses any such, his air 
audience becomes distracted and he thereby loses 
ITS concentrated attention. Tom seldom uses 


these words. 


Don’s STUDIO audiences enjoy SEEING 
his show. Don works hard to put it over TO his 
studio audience. ‘Tom’s studio AND air au- 
diences enjoy SEEING AND/OR HEARING 
his show. Tom flows easily and freely. Differ- 
ence is in HOW either uses eye OR ear [an- 
guage. By actual count, in one day's show, Don 
used “here,” “there,” “where,” and other similar 
eye-appealing phrases TO HIS RADIO AU- 
DIENCE. 67 times—more than 2 a minute. 67 
times he drove his air audience AWAY. Using 
these words MIGHT add Don’s value to his stu- 
dio-eye-audience, but it subtracts that many times 


from his value to his air-ear-audience. 


I have SEEN AND LISTENED to both 
shows, in Chicago and Hollywood, and at home. 
Both have large audiences, in studios and over 
the air. Tom’s is younger but larger, growing 
stronger and has a substance permanent factor 
that will live long after Don loses his grip on the 
air audience. Don is either careless or self-satis- 
fied with his studio-radio-salesmanship. Don is 
careless, sloppy, and seemingly cares little about 
the psychological sales value to ear-audience. 
Tom studies psychological factors with words and 
improves eye-technique and ear-appeal. Tom is 
either a careful student of words and how to apply 
them to air-radio-salesmanship, or else he is a 


natural. 


Some MC's are trained for the stage~eye ap- 
peal. They think they can hop to radio and 
possess the master key of that technique also BE- 
CAUSE OF stage training. Some MC's come 
into radio green, yet ARE masters of ear-language. 


Occasionally but rarely you WILL find one (like 


Tom Brenneman) who is master to studio-partici- 
pating eye-audience, and ear appeal to air au- 
dience. 


Success of any radio show is, in part, due to 
understanding and ability of MC to play success- 
fully both ways. “Truth or Consequences,” 
“Queen For a Day,” are examples of MC's who, 
knowingly or unknowingly, have psycho-analyzed 
psychology of how to use right words to play to 
two audiences simultaneously. 


Authors HAVE HUMAN FEELINGS when 
they write sentences, paragraphs, chapters, or 
books. Reader injects right or wrong interpreta- 
tion. Actor can take “I LOVE YOU,” and ear- 
approach DIFFERENT interpretations of human 
emotions to MIND of listener. Announcer can 
do same with radio commercial according to 
HOW and WHICH WAY he expresses copy. 
This SELLS or BREAKS SALE. 


Radio copy-writers WRITE EYE language. 
Announcers usually READ EYE language from 
EYE copy to EAR audience with EYE lip meth- 
ods for EARS to hear. He SHOULD translate 
EYE commercials to EAR radio language as show 
or movie director does for stage or screen. This 
requires study, interpretation, translation. training. 
oral testing for effect, work! Announcers who 
EYE language copy OVER AIR make it dull, 
listless, lifeless, monotonous. 

There are SPOKEN imponderables without 
duplication in print. There are few WRITTEN 
AND PRINTED imponderables but what can be 
broadened in meaning and purpose in SPOKEN 
language. THAT is BIG problem confronting 
radio commercial copy-writers AND radio an- 
nouncers—to transfer sponsors HUMAN IN- 
TENT to agency's SALES INTENT and thus 
pass MUTUAL INTENT to listener radio buyer. 


Playwright writes. It is printed or type- 


written. Show or movie producer reads into 
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COLD type WARM human emotions, passions, 
prejudices, tragedies. He makes the immovable 
and unfeeling, move and feel. He rebuilds or- 
dinary men and women into acting Shylocks and 
Portias. He reconstructs eye language, ADDING 
HUMAN qualities. 

Radio SHOWS are excellent because players 
make them human. They have been trained, 
drilled, and taught HOW, WHERE and WHY 
to build EAR language of lines. Suddenly, and 
too often, SAME voice leaps down from high 
human actor pedestal, grossly leaping without 
pausing, into commercial wet blanket which drops 
cold shivers to a low ear-level disappointment of 
brazenly interjected lip-eye language cold type- 
copy. 

GONE WITH THE WIND is a_ book 
GWTW is also a movie. Book is EYE language. 
Picture is EYE and EAR language. Picture su- 
perimposes throbbing, active, living, feeling, hu- 
man pulsations into, onto, and thru eye AND 
ear. To READ book over air, as eye language, 
would be dull. To make it LIVE over air, holds 
audiences spell bound. 

Radio SHOWS and radio orchestras ARE 
REHEARSED HOURS in advance of going on 


air. Dialogue is broken into bits. A line for 
THIS speaker, a line for THAT speaker, gone 


over time and again, to get RIGHT inflection into 
voice, right shading of effect to express human 
qualities necessary to support show. Orchestras 
are assembled, instrument by instrument, section 
by section. Then winds assembled and rehearse, 
then strings, then strings AND winds, etc. Grad- 
ually entire show or orchestra IS PIECED TO- 
GETHER after MANY hours of working to pro- 
duce proper effects) WHO DOES ANY OF 
THIS COMMERCIAL WITH ANNOUNC- 
ER? Who trains and drills HIM on HOW to 
say this word, that word, sentences, sections? He 
is handed a commercial and told to "give it the 
air.” Yet THE COMMERCIAL, FINANCIAL- 
LY, TO SPONSOR AND BROADCASTER, 
IS THE VITAL FACTORI 

When ANNOUNCER has been trained, 
drilled, and taught HOW, WHERE, and WHY 
to translate cold type commercial into warm hu- 
man EAR language, he becomes a success AIR 
SALESMAN. 

Printed page is lifeless words over air. Movies 
bring life AND feeling to words. Radio too often 
brings ONLY eyes to eye words. When an- 
nouncer brings EAR FEELING TO EYE 
WORDS, his SPOKEN word becomes A LIV- 


ING commercial—and sells! 


De fack that vali ts on top of the sont 


15 no proof iE 64 alive. 
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CHAPTER LV 
REVOLVE WRITERS 


SB nox of every radio 


agency are human beings. They put forth best 
They put “punch” into 
early commercials. Later they go stale and utter 
bromidic words. Everything ONE man CAN 
THINK, he HAS written. It is then time TO 
CHANGE WRITERS, inject NEW ideas, ways 


and means. 


efforts to sell sponsor. 


As writers go stale, commercials 
write stale, announcers talk stale, listeners go 


stale AND SALES GO STALE. 


CARE OF WORDS 


There IS value in JUDICIOUS repetition. 
Most commercial copy is INJUDICIOUSLY RE- 
PEATED, at beginning and ending of 15 minute 
show. Same copy, repeated day after day. Does 
this INTEREST listener? DOES HE listen 
until he believes? DOES IT move him to buy? 
Agency says: “Mein Kampf says ‘repeat anything 
often enuf and they'll believe.” Hitler has made a 
success of repetition.” Hitler MUST repeat DE- 
STRUCTIVE philosophy until he appears to 
make it CONSTRUCTIVE. That which IS 
constructive need speak ONLY ONCE! Repe- 
tition IS believed, WHEN listener REPEATED- 
LY LISTENS! 


DOES HE? When HE REFUSES sponsor 


wastes money]! 


SUPERLATIVES STRANGLE 
Superlatives scattered thru copy, sparingly, 
here and there, are bad enough, but when they 
are plastered thick they defeat their objective. 
Such as: 


amazing dazzling 
startling astounding 
extraordinary astonishing 
nationally known _ remarkable 
important sensational 
thrilling famous 
exciting extra quick 
wonderful miracle 
gorgeous unbelievable 


If conditions ARE, they SHOULD BE ob- 
vious. Why state the obvious? Repeated use 
of unusual makes it usual. 

Here is a sample: “Our AMAZING cough 
syrup DAZZLES the sick. produces ASTOUND- 
ING results, ASTONISHES relatives, produces 
REMARKABLE. cures, changes are SENSA- 
TIONAL. It is FAMOUS, NATIONALLY 
KNOWN, cures like a MIRACLE, cures with 
STARTLING rapidity. Its sale is EXTRA- 
ORDINARY.” 


Some copy-writers think a redundancy of 
SUPER-SUPERLATIVES substitutes a simple 
statement of facts!) SUPERLATIVES should be 


used stingily. 
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CHAPTER LVI 


APES? 


\ 
§ OME agency writer 


with initiative conceives a new approach to a 
commercial. It clicks! Everybody pounces on 
that idea ~ aping begins and grows until idea 
stinks! Soon it loses all sales punch value to 
everybody. Moral: THINK NEW IDEASI 
BE A SELF-STARTER! 


FREAKS 


Agencies, recently, are superimposing FREAK 
salesmanship into E.T.'s Hillbilly singing, 75 per 
cent of which sing-songs are unintelligible; false- 
throat sonovox “B.O.", which is muffled and hard 
to understand; bob-white falsetto Rinso, etc. Im- 
agine such freak one-minute “spot” salesman 
bursting unceremoniously into a business man’s 
office and convincing HIM he SHOULD buy 
Dentyne chewing gum! Or that silly mob of 
screaming and giggling “hustle-bubble” soap kids, 
streaming into mother’s kitchen and convincing 
HER WHY she SHOULD buy Oxydol soap! 
Sensible self-preservation ethics force radio to keep 
shows “clean” because we go into homes, into 
children’s minds. For same reasons, we should 
keep freaks out. 


YOUR office or YOUR home duplicate mil- 
lions net works reach. When objectionable TO 
YOU, they are TO THEMI That your author 
REMEMBERED names mentioned is obvious 
they MADE an impression—but disgust rather 
than buying. Agencies think they arouse 
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PLEASANT buying interest with UNPLEAS- 
ANT sales attraction. Reverse is truel 


— 


BILLBOARD (December 30, 1944) article, 
“SPOTS ON WAY OUT”, had following com- 


ments: 


“New York, Dec. 25.—One of radio's top 
sources of revenue, local spots and national, 
seems headed towards a fast and unmourned 
death on most stations, according to web and 
agency execs here.” 


——— 


“Producing between 20 and 25 per cent of 
the average station's income, spots, in the opin- 
ion of radio biggies, have been done to death 
by too much selling.” 


ee ee 


“On smaller outlets, particularly in small 
markets, the closing commercial, plus the hitch- 
hike, plus the spot, plus the cow-catcher, plus 
the opening of the next show adds up to five 
commercials in a row. And at times more than 
one spot is used between the regular shows. 
These policies have alienated listeners, it is 
said, and once the audience is gone there can 
be no advertisers.” 


dao 


Also, in same issue, “2 CHI ADMEN SAY 
BETTER E.T. SPOTS NEEDED, NOT ABO- 
LITION”: 


“Wagner contended nets and stations ought 
to see to it that spots are programmed at the 
proper time. He said that much of the public 
distaste for transcribed spots has arisen as a 


result of programming too many of them in too 
short a time. As one member of the club put 
it, ‘If you eat too much cake, no matter how 
well it is prepared, you'll get sick.’ 

“Again the agency boys raised the old cry 
that station announcers cannot be trusted to 
read live spots with enough sales punch.” 

“ *Hit-and-miss . . . radio men are becom- 
ing more sensitive to their own commercial bad 
taste. Credit is due to the foresighted networks 
and. stations even for limited attempts to lift 
their industry by its advertising bootstraps. But 
the debate over what should be the rule and 
who should impose it shows that this great 
business of broadcasting lacks a general com- 
mercial standard. Radio is free with advice 
about human ailments, but doubtful about its 
own." — (St. Louis Post-Dispatch Renews 
Blast at ‘Plug-Uglies’; Paul White’s Reply.” 
Variety, February 7, 1945.) 


CONFIDENCE PAYS 

Agencies develop agency exclusivity] They 
think SOLELY of his sponsor, HIS product, HIS 
sales! He should think of ALL radio in terms 
OF BUILDING LISTENER CONFIDENCE, 
in all programs! IN EVERY sponsor, EVERY 
product, from which HE ALSO profits! Over-all 
He should spot 
“spot” and ALL commercials in relation to what 
precedes or follows, that EACH MIGHT HELP 
THE OTHER. As others profit FROM HIM, 
HE TOO profits FROM them! Radio is what it 
is TODAY in spite of that sound, sane, sensible, 
working principle! 


good-will has mirror value. 


“Radio News Analysts Hit 
Commercial Interruption 


— mnt poet 
“A new code of ethics, originating with H. 
V. Kaltenborn, Chairman, John W. Vander- 
cook, Waverly Root and other members of its 
code committee, has just been adopted by the 
Association of Radio News Analysts. 
“Frowned on by the new code are the in- 
clusion in any radio news analysis of commer- 
cial or institutional advertising material in the 


guise of news or personal opinion (‘undesirable 

rom every point of view’), and the interruption 
of news analysis by commercial announcements. 
It requires association members to refrain from 
the reading of commercial announcements and 
condemns such practice as ‘against the best in- 
terests of broadcasting.’ 


“Lastly, the code endorses the standards of 
the National Association of Broadcasters re- 
stricting the time allotted to commercial an- 
nouncements in connection with news broad- 
casts."—~(Printer's Ink, June 18, 1943.) 


INTRODUCTION 

Purpose of any sponsor on our air is to awaken 
anticipated BUYING EXPERIENCE of profit 
TO MIND of listener-buyer. : 

To achieve this, commercial seller MUST 
attract MENTAL attention—PLEASANT atten- 
tion. It must be EASY TO LISTEN TO AND 
INTERESTING TO HEAR, so he WILLING- 
LY listens, understands, becomes interested, and 
DESIRES TO BUY. 

Before writing ANY commercial, ask your- 
self “WHY should those who listen buy what | 
describe?” Answer, in writing, ~ “Because ~,” 
get as many HONEST FACTUAL becauses you 
can. Spend time and list ALL you can. Check 
them against truth. Boil down to essence. DO 
this, and you produce a commercial which WILL 
produce SALES for clients. 

People buy because THEY WANT TO. Be- 
cause YOU have A JOB and need pay is of little 
interest to listener. 

Plan commercial so it WILL BE | 
MEMORY VALUE makes it profitable thru 
repeat orders. Few people are in mood or in 
finances to buy at time commercial reaches their 
ears, You can persuade when unafraid—mean- 
ing that WHEN YOU BELIEVE AND SAY 
CONVINCINGLY what you advertise over our 
air, YOU produce a commercial that engenders 
buying. 

Every commercial should pay tienes for time 
he takes to listen. Same applies to announcers] 
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TF" 

Is one tricky word suggesting maybe, possibly, 
doubtful. “When”, “should”, or “provided” can 
be frequently substituted. 

In our first, second, third, fourth and fifth 
editions, we used “IF” frequently. Note its al- 
most total absence in this sixth edition. 

Examples of how we DID use it and the 
changes made: 

“IF it helps all, radio industry will profit.” 

“WHEN it helps all, radio industry profits.” 

“IF listener is critical, analyzes, and observes, 


he will overlook . . .” 


“WHEN listener is critical, analyzes, and ob- 
serves, he overlooks . . .- 

“IF you have it, it will come forth naturally.” 

“WHEN you have it, it will come forth nat- 


urally.” 
WHEN converts “IF” to POSITIVE. 


STRENGTH IN WORDS 
Verbs are POTENT commercial words. Av- 


erage commercial copy is made of nouns and ad- 
jectives and TOO FEW verbs. Verbs SUG- 
GEST ACTION, IMPEL ACTION, because 
they convey conviction. Headline EYE writers in 
magazines and newspapers make use of verbs 
to intrigue attention and interest of readers. Put 
ONE STRONG verb in EVERY sentence of 
commercial and note interest it arouses, even in 
yourself. Verbs are nuggets of sales language. 
Cultivate verb habit! 

POSITIVE statements are POTENT com- 
mercials. Average commercial contains negatives, 
such as “Don't forget,” “Don't buy until,” “Don’t 
attend,” “Don't miss this,” “You can’t afford,” 
etc. Negatives SUGGEST “don’t” “forget” and 
“miss.” Positives SUGGEST and IMPEL ac- 
tion, because they convey DOING, Put strong, 
positive statements in EVERY sentence of com- 
mercial, and note INCREASED sales it creates. 
Write commercial as you first think it, THEN 
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transpose it into positives. Positives are nuggets 
of sales language. Cultivate positive habit! 

Successful business men think, act and speak 
positives! 

SPREAD THOTS 

Important copy—and ALL sales copy IS — 
should be given a spread of fresh days with fresh 
Valuable additions or 
subtractions come naturally in maturity as time 
spreads thinking. How wonderful when FINAL 
ideas can be squeczed out under A ONE TIME 


pressure like tooth paste from a tube. 


ideas, clearer concepts. 


ILLUSION OR VISIONS? 

Some metropolitan copy-writers think of rural 
population as “How-dy Folks” with hay-seed in 
hair, straw chewers, barley whiskers down back 
and manure on boots. This may be PHYSICAL- 
LY true some of the time. MENTALLY the 
farmer is as close to London, Moscow, Cairo, 
Sydney, Hong Kong, Delhi, New York, Washing- 
ton, Chicago or Los Angeles as to cattle, hog, 
dairy and grain markets at home. Radio has brot 
farmer TO cities 18 hours daily for years. He is 
up on important issues as much as any city slicker 
who buys gold bricks. Farmer issues today are 
of national import. Talk SENSE to rural pop- 
ulation and you'll get CENTS from him. 


CAN HE? 

Average agency thinks he can write ANY- 
THING ANYWAY to forgotten man and sell 
him goods.) HE CANI To a small per cent of 
listening audience. He can also say SAME 
THINGS BETTER WAYS and SELL MORE 
TO MORE of that audience. 


FILL IN GAPS 
Sponsor MENTALLY jumps gap to buyer. 
HE spends to get THEIR income. Both are essen- 
tial to each other—and to radio. Between spon- 
sor AND listener-buyer, copy-writer AND broad- 


caster seem to forget those two sides of triangle. 
When sponsor checks ad-income from listener, 
everybody between gets called on the carpet. 
AGENCY thinks of “landing contract,” “fighting 
sila Radio broad- 
caster thinks of “securing contract,” “clearing 
" “getting show on air.” Rolled thin, be- 
tween, is FORGOTTEN RADIO LISTENER- 
BUYER of all commodities. How HE feels, what 


HE thinks, what his reactions are is smallest and 


for time, writing commercials.” 


time, 


least thot about issue; practically ignored. 


KINDNESS INSTEAD 


Manufacturer hires an agency, who hires a 
radio station TO FAMILIARIZE FORGOT- 
TEN MAN WITH THOSE NEW AND 
BETTER FACTS. (See “Do They” p. 305). 
What happens? Agency copy-writers build Gat- 
ling-gun brass knuckle words to hire evangelistic 
shouting announcers to FORCE sales to an un- 
willing and resentful listener. Peculiar how we 


TRY to bomb verbal dynamite to build cash sales! 


%'S OF COPY 
98% of WHO's and 75% of WOC'’s net- 


work, national and local commercials are written 
by agencies. Radio stations, as units, or as half 
of industry could do little to correct evils UN- 
LESS there existed co-operative understanding 
and agreement of minds between agencies AND 
stations. Over 65% of total radio stations ad- 
mitted a 100% necessity of constructive re-con- 
struction of fundamentals on part of agencies and 
their commercial copy. 


ULTIMATES 
ULTIMATE selling and buying necessity for 


every radio agency and copy-writer on every ar- 
ticle offered for sale is to develop MASS DIiS- 
CRIMINATION between HIS article and other 
articles of similar character. Build honest and 
sound fundamental DESIRE REASONS in copy 
and you automatically establish discrimination in 
sales. 


A cerlain requisite iN SUCCESS 15 the ability to bol a 


fact in the face without blinking 
Bd to brew a fact weil you see it. 
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CHAPTER LVIL 
WHEN! 


W, 
HEN EVERY COPY- 


WRITER AND BROADCASTER SETS 
ASIDE PRECONCEIVED IDEAS, SPENDS 
THREE UNPREJUDICED HOURS A DAY, 
AT HOME, AT VARIOUS PERIODS, FOR 
ONE MONTH, AS A RADIO LISTENER, 
TO VARIOUS NET AND LOCAL COM- 
MERCIALS, HE'LL BECOME SO _ DIS- 
GUSTED WITH BROADCASTING AS A 
SANE, SOUND AND SENSIBLE INDUS- 
TRY, THAT HE'LL LEARN SO MUCH 
ABOUT WHAT HE HAD TO LISTEN TO, 
THAT HE WILL WRITE A BOOK LIKE 
THIS YOU NOW READ, TO STATE 
LISTENER’S PROBLEMS OF COPY- 
WRITERS AND BROADCASTERS AND 
OFFER CORRECTIONS TO CONFORM 
TO BUYERS SANE, SOUND AND SEN- 
SIBLE DESIRES. 


FEW REACH MANY 

Radio commercial agencies SHOULD BE re- 
liable factories where A FEW sincere minds 
reach MANY buying minds TO INCREASE 
sales of a specified article. Agency copy-writers 
SHOULD BE substantial behind-the-lines pro- 
duction men OF FUNDAMENTAL REA- 
SONS WHY people on front-lines SHOULD 
BUY that SPECIFIED article. 


LABORIOUS RESULTS 


One able sales writer said: “Give me 50 days 
and I'll write a book; 90 days and I'll write a 
chapter; 6 months and I'll write a paragraph; 1 
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year and I'll write an epigram.” GONE WITH 
THE WIND was 8 years in writing] 


TROUT FISHING 


Trout are shrewd buyers of hooks and baits. 
They are worthy of any man’s bringing to net. 
Customers are wary game worthy of any sales- 
man’s signing on dotted line. Trout and custom- 
ers are alike in many ways. Man has tried to 
fool both many times. Both look askance at 
“bait” designed to “hook him” or “sell him a bill 


of goods,” “down the river.” 


It is one thing to GO WHERE TROUT 
ARE and another TO NET THEM. 


You go to a stream where you think trout are. 
Whip up AND DOWN stream. Splash about. 
Make a big fuss. Beat water at every secluded 
spot with a club. You might happen to hit one 
and drag him in. 


Study ways of trout. They head upstream, 
are shy and timid, hide in ripples where less likely 
to be seen, are camouflaged so they are hard to 
detect. Get a light pole, light line. Have a 
small hook with a seasonal fly which you THINK 
trout might like. Come UP-stream from BE- 
LOW trout. Drop fly float downwards toward 
trout. Pull line in slowly letting trout think fly 
is struggling to get off water. Meanwhile trout 
IS SELLING HIMSELF to idea of a breakfast 
of “wheaties” or “grape-nuts.” Be patient. Take 
your time. When trout HAS SOLD HIMSELF 
to necessity of NEEDING breakfast, HE'LL GO 


GET FLY~and from then on closing sale is a 
matter of details and minutes. BUT, LET 
TROUT SELL HIMSELF TO THAT FLY! 

WHEN fly is seasonal, WHEN fly is drop- 
ped near trout, WHEN trout SEES and 
HEARS fly, WHEN trout IS HUNGRY and 
WANTS fly, then, dropping fly judiciously 
ONCE is enuf—trout WILL GO GET FLY. 
Sale will be completed to satisfaction of both—fish 
gets its fly—you get your fish. BUT, WHEN 
fly is out of season. WHEN fly is dropped be- 
yond range of eyesight and/or hearing, WHEN 
trout is deceived by you and is dissatisfied, then 
you may injudiciously repeat dropping fly as often 
as you please, trout will pass it up and neither will 
be satisfied—the sale is incomplete. 

WHEN a certain fly is out-of-season; and 
WHEN fisherman persists in teasing trout by re- 
peatedly casting out-of-season fly above its nose, 
WOULD BE MONOTONOUS to trout. 
WHEN tout WANTS that fly, first time cast 
would be sufficient. 


Every trout is a NEW customer, requiring 
NEW technique and tactics. FE’ach fish requires 
NEW sales talks WHEN he refuses to buy old 
bait. Attempt TO FORCE trout to get fly and 
you ll come home without. 

WHEN others TRY to land trout and come 
home with empty creels, and YOU SUCCEED. 
it's because you SOLD TROUT A BETTER, 
more convincing approach and closing. Fishing, 
or hunting, is pitting mind of man against mind 
of fish or animal; human nature of seller against 
Better 
the fisherman or hunter, better he KNOWS ways 
of game sought. Knowing your game gives you 
EVERY advantage. SUCCESSFUL. FISHER- 
MEN AND HUNTERS ARE GOOD SALES. 
MENT! 

Radio agencies go after trout-business two 
Radio commercials are of both kinds. 
(1) They go where they think a customer is 


human nature of one you want to buy. 


ways. 


listening, bluster and bluff, blow long and strong, 
use strong language, use substitutes, ‘clever,’ 
subtle and sharp practices, TRY TO CUDGEL 
radio customer into buying wad of goods. At- 
tempt to FORCE customer to buy, as many radio 
commercials do, you'll come out of woods with 
empty hooks and bait gone. 

(2) Present your subject as YOU SUG- 
GEST items of value he needs and LET CUS- 
TOMER SELL HIMSELF TO NECESSITY 
OF BUYING WHAT YOU SUGGEST. 

TELL TROUT, THEN LET HIM SELL 
HIMSELF, AND YOU'LL COME HOME 
WITH FISHI 


DO THEY? 


Middle men, between sponsor and forgotten 
buyer~-AGENCY AND ANNOUNCER-—think 
of soap AS soap; breakfast food AS breakfast 
food; tooth paste or powder AS tooth paste or 
powder: one same as other. Everybody KNOWS 
what they ARE; what they are FOR: what they 


THE UNSEEN AUDIENCE | 


LILY, | wns YOU'D CALL ME WHEN 
TH’ GaAND GETS TRRcuGH with 
THIS RACKET. | WANTA Caren FH 
COMMERCIAL. WE PUT ON A NEW 
ANNOUNCER FS Wee. IF HES AS 
Good AS THEY SAY MZ IS WELL CuT 


The SPONSERS ENTHUSIASM 
FoR SYMPHONY CONCERTS 1S 
GENERALLY “UNOPR CONTROL 

SS toe ® o. 
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DO. Manufacturer of soap, breakfast food, tooth 
paste or powder had A NEW AND BETTER 
SERVICE CONCEPT when they built THAT 
soap, breakfast food, tooth paste or powder, when 
they presented it TO the public. 
dug out these features, does commercial copy pre- 


Has agency 


sent them, has radio broadcaster investigated them, 
does announcer KNOW AND PRESENT these 
NEW and BETTER features? Do ANY OF 
THEM care? Listen to commercials and find out] 


SIDE-TRACKS 


Most radio commercial copy could be switched 
to any other similar article by switching name. 
Today, what is said for ONE soap, could be said 
for ANY OTHER soap. Same claims for all 
alike. They are stereotyped stock phrases. Four 
quarter hours for four “kinds” of soap have a com- 
mercial similarity to each other. Sales plugs OF 
ONE are applicable to ANY OTHER ONE OR 
ALL except for name. All four are contempora- 
neous yet strain at competitive phrases such as 
One-half of 
each soap commercial runs down the other three 
—all four being made by same company. For- 
gotten radio listener non-consciously KNOWS 
THIS and laughs at efforts to bombard his in- 


telligence to make a distinction without a differ- 


a ‘ 7) 
anti-sneeze’ hay-fever wheeze. 


ence, Most claims for one can be made alike for 
all, Fundamentals are alike. Differences exist 
superficially. Each appeals to certain general 
home appliances, viz., time saving, cutting of 
grease, no rub, sparkling white, save beauty of 


hands, etc. Sponsor could justifiably make ONE 
soap, buy ONE hour to push ONE soap. 


SECRETS? 


Trade journals release back-stage “secrets” of 
“25 cents to cover cost of packaging and mailing.” 
Public generally know this covers cost of “prize” 
and sale of article is usually gravy. Note expose’ 
of Reader's Digest on cigarettes and how several 
TRIED to twist advantage of its disadvantages. 
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OUR house is dirty and WE should cut OUR 
grease with some of those articles. 

Radio mail is an index of public reaction to 
programs on our air. When 95 per cent is box- 
tops, it indicates prize objective rather than desire 
to buy ARTICLE. Commercial talk about cer- 
tain article BEING SUPERIOR, is hooey 
WHEN box top appeal builds response and packs 
mail. People buy chances for prizes, with box- 
tops essential, with article coincidental. When 
name of box-top prize switches and volume of 
mail switches accordingly, it shows what mail re- 
action leads to. Why talk ABOUT QUALITY 
OF ARTICLE AT ALL? 

“I like Oxydol and Camay because—” and 
“finish the sentence in 25 words or less" —~SEND 
IN A BOX TOP” and win a prize. Who cares 
about hundreds of thousands of answers except 
paper-baler? Prizes DO needle ARTICLE sales. 
Sales mean more box-tops. Articles, box-tops, 
prizes~each pyramids on other. WHO KIDS 
WHO AND WHO PAYS FOR IT? Con- 
fidence in specious ARTICLE sales presenta- 
tion is destroyed. They buy ARTICLES to get 
box-tops]_ Box-tops MAY win a prize. AR- 
TICLE sales drop! Box-tops sales GO UP! All 
this and more innocent by-stander forgotten-man 
ARTICLE-buyer sense therefore DISCREDITS 
WHAT IS SAID ABOUT ARTICLE even tho 
she participates in prize grabbing. 

It is outside province of this publication to 
discuss business policy used by ANY organization 
using our radio facilities. It IS within our re- 
sponsibility to call attention to any phase of radio 
broadcasting which, in our opinion as operators 
of radio stations, DESTROYS PUBLIC CON- 
FIDENCE IN RADIO COMMERCIALS. If 
policies of any or all prize contests come WITH- 
IN THAT SCOPE, it is fitting to present those 
facts. 

It is sane, sound, sensible business FOR US 
to BUILD confidence] 


Men and women always have and always 
will take chances—gamble! At present it is gen- 
erally under cover and contrary to statute. I find 
no fault in any and all gambling providing it is 
brot under State or National control and regu- 
lated to where gambler gets gambler's “break.” 
Nevada is an excellent example] I am in favor 
of State and/or National lotteries when super- 
vised by competent and honest officials. Doing 
any or all of this under guise of radio SELLING 
ARTICLES is an obvious subterfuge. 


HYPER OR HYPO? 


What to do once that vicious circle starts? 
There is only ONE out. Keep on needling the 
needler! Box tops, $1,000 daily, $5,000 weekly, 
$25,000 monthly prizes. Needling of sick radio 
programs is like a hypodermic to sick persons— 
eventually a necessary addict. Chronic shot to- 


day hypers dead acute hypo shot of yesterday. 
Day prize needling stops, box-tops drop, article 
sales drop] That calls for another box-top shot 
prize. Such radio practice is as bad as movies 
that needle an A or B picture with cheap dishes. 
Any RELIABLE article CAN BE CON- 
STRUCTIVELY SOLD ON MERIT when its 
merits ARE properly, substantially, honestly, 
fairly presented thru a sound medium to RE- 
MEMBERED listener. WIN HIS CONFI- 
DENCE and he'll BUY ARTICLE because he 
WANTS ARTICLE; and a PARTICULAR 
article because he's convinced IT’S BETTER. 


Radio sponsors and radio agencies have a 
duty TO USE medium as well as TO GUARD 
medium, rather than CAPITALIZE thru that 
medium at EXPENSE of that medium or injuring 
other commercials in so doing. 


When most sadn people think they are thinking, 


they are only rearranging their emotions, passions, 


nek projudices. 
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CHAPTER LVIII 


WHO, DES MOINES, IOWA 
50,000 Watier 1A Clear Channel, National Broadcasting Co. 


MAIL BREAK-DOWN FOR FACTUAL DATA 


Since 1934 WHO has broken down its mail: 

1. Of totals received, daily, weekly, monthly, 
annually. 

2. Geographically by counties of Iowa, States 
other than Iowa, Countries other than U. S. 

3. Commercially, as to sponsors. 

4. “Come-along,” box-top or prize reasons 
for writing, etc. 

Your author knows answers for some reasons 
for mail income between THEN (1919) and 
NOW (1942) ~23 years. THEN, radio was a 
novelty, plaything, curiosity, cat's-whiskers, hams 
D-Xing and verifying. NOW, reduced to busi- 
ness, commercial, educational, patriotic necessity 
for public morale. 

Daily (conservatively estimated) WHO day- 
time coverage potential listening audience — 5 
million. 

Daily (conservatively estimated) WHO 
night-time coverage, potential listening audience— 
7% million. 

WHEN our PRACTICAL sales service IS 
INCREASED, our SUBSTANTIAL unsolicited 
radio sales mail SHOULD INCREASE. Actual 
figures show it approximately holds its own from 
1934 to 1942. Eliminate “come-along,” box-top, 
prize or ‘give-away’ contests, and mail would be 


SOMETHING IS 


5 per cent of what it is. 


RADICALLY WRONG! 
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Using word “SUBSTANTIAL” we mean that 
box-tops are a buying gamble. 


Your author, as radio pioneer between 1919- 
1946, analyzing inclines and declines of radio. 
service. has noted a steady decline IN SALES 
VALUES of commercials. Instead of SUG- 
GESTING HOW A CUSTOMER CAN SELL 
HIMSELF, today we coerce, cajole, and try to 
DRIVE people into buying: corral with wordy 
yip-yippings of sheep-dogs at their heels as tho 


they were sheep. 


Apropos of this mail survey, 1942 RADIO 
AUDIENCE SURVEY, issued by WHO, says: 


“In asking person interviewed WHY HE 
wrote last time he sent a letter or card to a 
radio station, interviewers asked him to select 
one of following classifications: (1) to enter a 
contest, (2) in response to an offer (such as a 
‘box top’ offer or ‘give away’), (3) to buy some- 
thing advertised by station, (4) in response to 
pleas for mail by station, (5) or was his letter 
‘unsolicited.’ Percentages are based on total 
number of persons who said they had written to 
a radio station during 3 months preceding inter- 
view. 


o Enter 
ontest 
Response 

to Olfer 
o Make 
urchase 
Station 
Plea 
Unso- 
licited 


BO Ka, 
16.3%, 31.0% 27.4% 10.1% 13.6% 


Women writing 
16.7% 25.0% 27.4% 122% 147% 


Men writing 


In BLUE NETWORK PUBLIC SERVICE 
PROGRAM BULLETIN No. 12, Aug. 17, °42, 


reviewing above survey. says: 


“OF THOSE WHO DID WRITE STA- 
TIONS, THREE-FOURTHS WROTE IN 
RESPONSE TO STATION OFFERS. 
Only 14.1 per cent of those writing reported 
consisted of unsolicited letters, and 11.2 per cent 
was in response to station requests for mail 
which DID NOT involve sending in box-tops, 
money or entries in contests. A sixth of the 
writers send in their letters TO ENTER CON- 
TESTS; 28.0 per cent write to take advantage 
of a free offer, usually involving a box-top or 
similar evidence of purchase; the remaining 
27.4 per cent wrote to the station to send money 
for the purchase of some article which was be- 
ing sold over the air.” 


Letter from Joe Maland, Vice-President, Cen- 


tral Broadcasting Co. (WHO). September 22. 
1942, says: 


“There is very little fan mail at present time. 
At least 95 per cent of our present mail is in 
response to a specific offer.” 


He also says: 


“You will note that there is a decrease in 
mail response during past few years in com- 
parison with 1934 and 1935. This does not 
mean a decrease in listening audience but does 
mean a change in desires OF ADVERTISERS 
FOR MAIL AND ALSO LESS OFFERS. 
In early days, nearly every advertiser wanted a 
bushel of mail each week to prove he had a 
listening audience. At that time all offers on 
network were made so listener would write di- 
rect to station. Response to NBC offers now 
go direct to network or advertiser.” 


(IN REAR of this book, we print a break- 


down analysis of WHO mail between 1934 and 
1942.) 


Mail analysis break-down (See rear of book) 


shows: 
1. Years, months, weeks mail income. 


2. Annual average, daily average and 3 
largest pullers of mail. 


3. It shows which months INcreased or DE- 
creased, AND WHY, on same item, when give- 
away, box-top or prize contest was in or of WHO 


air. 


4. Figures substantiate bulk mail IS based 
on prize or give-away contests. Same commercial 
moves up or down scale, from month to month, 
proving that ITEM was INcreased in sales in pro- 
portion to box-tops demand. 


EXAMPLES: 


Peruna 


Oxydol 


Oxydol 
Dr. Caldwell 
Oxydol 
“Ma Perkins” 


“Ma Perkins” 


Jatt; “193556. censens 83,205 
Rebs 1955 ecakacsaaet 13,139 
Mar. 1935.........06- 5,403 
Mar. 1936...........- 98,188 
Ape: 1056 sscscscaene- 20,420 
May: 1936ijsscnisncoen 1,045 
June 1936............ 3.370 
Dilys? 1956s cea ntewses 1,505 


All these were different 
offers. BUT, fact still re- 
mains they WERE offers 


or give-aways. 


Mar. 1957 iccncesevcws 97,855 
Naw 1057 caviar 15,525 
Mar. 1938..........-. 15,168 
Mar. 1939............ 15,579 
Mar. 1940............ 14,440 


Different offers or contests 
stopped. Nevertheless these 
were box-top or give-away 
offers of some kind. 


INCLUDE 935 per cent prize offers mail, plus 
5 per cent substantial non-prize mail: 887 WHO 
daily mail ('54 - ‘42 ~ 8 2/3 years) (See mail 
break-down in rear) and it is but .0179 per cent 
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that 5 million conservatively estimated WHO 
day-time coverage audience; or, .0119 per cent of 
that 7%2 million conservatively estimated WHO 
nighttime coverage audience. 

EXCLUDE prize mail, leaving only 5 per 
cent of substantial non-prize mail, viz.: 45 WHO 
daily mail ('34-'42—8 2/3 years) and it is but 
.0009 per cent of that 5 million conservatively 


Mail fluctuates widely depending upon variables of contests and various 
offers put on air. WHO and WOC are other than mail order type of sta- 
tion. We render a greater and broader service to all people whether in cities, 
towns or farms. In recent times advertisers have requested mail be sent di- 
rect to a certain box or a certain address which gives us no record, which 
mail counts they guard carefully. Because of these and other variables, over 
which we have little control, total figures seemingly indicate that we suffer 
Fact still remains that box-top or other give-away offers 
boost mail quantity and that is what we consider vital in this discussion. 


by comparison. 
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analyzed mail. 


1934 

Fiabe AWAit - % n0:3,0's-memeesnateromeodenn ce ovo see 270,290 
Average daily for year ............ccceeuee 751 
Average monthly for year .............0005 29.594 
Average 

Total Daily 

January ........20. BOE Mite. ds Wneiseets é 1,604 
February .......... BOOS > asia ks weseed 1,193 
Match. cc0dsnd sane BOOED. oss sowie eae 864 
SHEL .xaacegt aia wees SOAUL --wies costes 746 
DAY’ testeanccuvecay LOB 6055.08 Sane 552 
Die. Boke oe eakd-oie DIGER- aie 6.25 wwaeneties 197 
Jy ccmmetanenccsay 43 SG) eed ssv outa 172 
Atipust « soaanids as POASO | tac sce ements 248 
September ......... [: 0 () |) re ern eee 270 
October ........... DSS95 © fies owes ene ew SASS 
November ......... EO? 55a: 9g eins oentteowanve 1,120 
December .......... 0 Ae 2) ne ener ete 1,586 


There is no break-down of mail for 1934 ~ only totals. 


estimated WHO daytime coverage audience; or, 
.0006 per cent of that 72 million conservatively 
estimated WHO nighttime coverage audience. 

THIS LEAVES more than 99 per cent~AL- 
MOST 100 per cent of day and/or nighttime 
WHO coverage audiences UNHEARD FROM, 


covering consistently a period of 8 2/3 years of 


(This and following pages show also totals for the three advertisers 
receiving most mail in each month.) 


1935 

"Pgtalimatl so 2 das. « casenhenyoes cates onan 448,647 

Average daily for year .............eeeeeee 1,246 

Average monthly ...........scceceeseeeees 37,387 
JAWUGEY: 5) 6 Spe see eens 118,672 July ..... suche ecarabierahuses te 9,109 
Average daily ...........-- 3,955 Average daily .........-5- 503 
Peruna ......- ere 83,203 Ball Brothers ..........- 2,332 
Sterling Products ....... 9,779 Gardner Nursery .....-. 1,375 
Keystone ....-.---eee- 5,259 Des Moines Drug ....... 1,117 
February ......e-2.0- ecceees 80,434 Pagal: pees cs ces ees ws 8,768 
Average daily ............ 2,681 Average daily ..........-- 292, 
NBC (Oxydol) ........ 18,338 Heitz: acsecweeeeaseeds 1,885 
Peruna .....-. oss nenbilaai 13,139 Ball Brothers ........... 1,548 
Sterling Products ....... 12,382 IND cha 5 continent 1,323 
March ........... Peet Sietahs 30,836 September ................. 11,039 
Average daily ............ 1,327 Average daily .........005 367 
Penrminn. ¢ijevesion< satogas 5,403 Ball Brothers ........... 1,778 
Des Moines Drug ...... 4,491 NBC. wetvcscmumuamios 1,745 
INDC ex. sre es eoeeee & 3,340 Des Moines Drug ....--- 978 
PR Gar a ch decnircunens weaene venated a's 53,409 OCIGHOr: vance Nacseeees 42,083 
Average daily ............ 1,113 Average daily .........00. 1,402 
Milson Mail Order ...... 7,018 Health-O-Quality ....... 7,772 
IIDC 4 iwi ae sega tenet 5,396 Phillips ..........+---++ 7,397 
Des Moines Drug ....... 5,824 IND Oe ie iucaraaa ttle 6,944 
Re sat ss cic ree eatae 4 eoaee 16,548 November ...........+-++:- 357,314 
Average daily ............ 551 Average daily ..........55 1,243 
Po rsa tone a saceapenuense 4,608 NBC?  stecuiiecssencinn 13,876 
Des Moines Drug ...... 2,906 Gene & Glen .......... 5,131 
Normalite ...........-- 1,733 Keystone ...-...eeeeeeee 2,696 
DRT ces ee at 12,185 December ..........sseeeee 39,250 
Average daily ............ 406 Average daily ..........-. 1,308 
GS sees i cers Lepesant 2,368 Gene & Glen ........-+5 6.770 
Kentucky Winners ...... 2,157 Am. Leg. Aux. .....-- 4541 
Des Moines Drug ....... 1,527 Keystone ......sseeeeeee 4.245 

* Oxydol 
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Total mail ........-0..e00 

Average daily for year ..... 

Average monthly .........- 
January .......ce eee e ees 64,892 
Average daily ......---+++ 2.163 
Phillips .......06--0e0 ee 23.074 
NBC (Crisco) ....--++++ 8,726 
Keystone ......eeeeeees 5,218 
February ..........eeeeeees 95,017 
Average GBILY: éciatsceeaers 3,167 
Dr. Caldwell ..........- 32,640 
Household Mag. ......-- 9,704 
NBC (Crisco) ....+eeeee 9,585 
March: ..scisi ed eciectteee 78,217 
Average daily .........-+5 2,373 
NBC (Oxydol) .....++- 98,188 
Giver scewaereiwess 8,807 
Picture Book .........+- 5,104 
Roril is canes Senierricc icant 57,505 
Average daily ..........-- 1,916 
NBC (Oxydol) .......-. 20,420 
Younkers ......seeee08 8,607 
Chevrolet ........+00005 7,184 
Moy: ce ee aes 10,971 
Average daily ............ 365 
Chevrolet ...........05- 2,987 
INC os oh asa 2,070 
Oxydoleess nese. 1,043 
DUNO: ., coe ceeees cee ets 14,458 
Average daily ...........- 482 
INC ‘ciornneeeareun ante a 3,664 
Oxydol s2igmcannaatsces 3,370 
Pillsbury’s Flour ........ 1,775 
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abe aS ecrreue toatl yy ee 461,497 

a cine ss 1,279 

Sainewneucuctausbe ya !eaa 3 38,370 
1 ba ee ee ER 4,422 
Average daily ............ 147 
ORDO | ese ss eens 1,505 
Des Moines Drug ....... 935 
Kentucky Winners ...... 326 
August seca scree susews 5,897 
Average daily ............ 196 
PNG aie ccs ete os cates 2,620 
Des Moines Drug ....... 1,024 
Kentucky Winners ...... 626 
September ................ 5,793 
Average daily .........00+ 193 
General Mills .......... 1,276 
Nat'l Bellas Hess ........- 878 
Des Moines Drug ....... 777 
OCIODGE \ 2. crews icaedeee <x 17,509 
Average daily ...........- 583 
Asher & Little Jimmy .... 5,786 
Peruna .......eeeeeeees 1,834 
Republic Fence .......-- 1,518 
November ..........--+e++: 62,106 
Average daily ......-.-+++ 2,070 
Dr. Caldwell ..........- 23,672 
Asher & Little Jimmy .... 9.875 
PerUndxais-cs caine nee 6,498 
December ..........--++e05 44,710 
Average daily ........-- 1,490 
Perutia:..... s<sxeevexsaen 6,154 
Dr. Caldwell ..........- 5.518 
Wn. Penn Cigar ....--- 4,166 


Following 1936, these figures include only WHO offers or give-aways 


NBC mail responses went direct to network or advertiser. 


1937 

Tetalimtarl: iiss ss cca sprees cts 285,088 

Average daily for year ........+-----.eees. 792 

Average monthly .......-..0 eee ee eee eee 23,757 
January ......-.-:-ee-eeee: 55,191 5 ET) | ee ee cen ce 12,889 
Average daily ........-+--- 1,859 Average daily ............ 429 
Dreft ..... dee eané sapeaasees 17,899 eWay nnscsae omens 10.073 
“Houseboat Hannah” ... 9,550 Gardner Nursery ....... 324 
Peruna ...-..-+---eeeees 3.820 Lord & Thomas ........- 306 
February ...........--+--- 54,968 UGUSE .deeceicis douknen at 5.735 
Average daily ..........-- 1.165 Average daily ............ 124 
“Houseboat Hannah” ... 4.725 Gardner Nursery ........ 1.707 
Dr. Caldwell ........... 3,392 Martin Senour ......... 569 
Household Mag. err Pee 3,088 Program Be ore Gievot ates aay esate 281 
March ..... cece ccc ccceces 59,692 September ................. 3,553 
Average daily ............ 1,989 Average daily ............ 118 
NBC (Oxydol) ......-. 27,853 “Perfume Man” ........ 484 
Dr. Caldwell .........-- 4,859 Hardware News ........ 472 
Wolverine Tanning ..... 5,616 Gardner Nursery ......- 375 
Piel cv eens eas woe Ae 33,684 CIO DOR sidic scescagiw utes 5,344 
Average daily ............ 1,122 Average daily ............ 178 
INES eae ccc Ste: Serre 7,995 Gardner Nursery .....-- 1,717 
Gardner Nursery ........ 6.459 Hardware News .......- 684 
Picture Book ........... 2,162 Progratit:. siedcacaneiarrene 439 
ey pes stout aac: efeaas wena oa verathie 13,041 November ................. 26.731 
Average daily ............ 434 Average daily ............ 891 
Gardner Nursery ....... 9,824 Dr. Caldwell ........... 13,525 
Northrup King ......... 2.348 Peruna .......s0+-2205+ 2,064 
TNR ee hoc oaths 4 eas Sane 1.288 Household Mag. ........ 1,813 
NIT co ice oo So OS ree Soe 13,708 December ................. 29,560 
Average daily ............ 456 Average daily ...........- 752 
Western Grocer .......- 6,848 Household Mag. ........ 3.170 
Crystal White ......... 1,520 Welutecacsttiaeeee cee 2.660 
“Women in White’ .... 852 ee ad See ee 2,323 
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Total mail .............. 

Average daily for year ... 

Average monthly ........ 
January .......- esata austin’ 25:527 
Average daily .......+-+++ 784 
Household Mag. ........ 6,032 
American Book Mart .... 4,882 
Pettina «vd ececmnctat -. 1,786 
February sass Ae Boa tets 39,654 
Average daily ......+++05 1,321 
American Book Mart .... 8,549 
Woman's World ....... 4,170 
Picture Book ......---+ . 3173 
March: oacic-ceseissenstee et Raced: 43,043 
Average daily ........./.. 1,454 
NBC (Oxydol) ........ 13,168 
American Book Mart .:. 5,888 
Gardner Nursery .....- -. 3,778 
Ronliss35 sis cates 18,908 
Average daily ....... peat 630 
American Book Mart .... 3,620 
- Picture Book .........-. 2,021 
.- “Helpful Harry” ..:..... 1,953 
| 6 PORE AN 6,234 
Average daily ............ * 207 
“Helpful Harry” ........ 1,383 
Gal Pale 5.4. csugipuesseiaiaine eke ; 1,070" 
Naughton Farms ,....... . 855 
JUNG! 550% cerraerataedets 11,681 
Average daily ............ 389 
SH (tna 6,549 
“Helpful Harry” .......: 928 


“Houseboat Hannah” ... 784 
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wa Sonatas oto aia ee Biel 235,020 

ine ro ee 653 

ceased ead Ns 19,584 
July ..... psa ieee ete Cont ao 4,133 
Average daily ............ 137 
Rural Radio ............ 922 
POINTS siauiis as tnd 820 
“Houseboat Hannah” .... 513 
fC | a ree » 3,343 

Average daily .......... wo? A 
DHIMELS. eseurin.ac onpelere 1,188 
Rural Radio ...........: 559 
INE OP eliic's Demian tae 324 
September ..... ee ee 8,316 
Average daily ...... ese: 2 
WWiktenties: <2.2yxiens) . ee 3,037 
Skinner's ...........00% 92,540 
Butternut Coffee . sa Meine, 924 
October .......... ; seccesee 8,508 
Average daily ............ - 985 
Butternut Coffee ........ 2,119 
Household Mag. ........ 1,022 
Red Ember Coal ........ 897 
November ........... Ass.s. 18418 
Average daily ............ 615 
“Happy Hank” ...... .. 4,478 
(Little Crow Milling) . 

Household Mag. .......- 3,583 
Wn. Penn Cigar ..-....- 1,840 
December ......... ‘ weaeee 49,255 
Average daily ............ 1,641 
International Harvester .. 17,339 
Father Coughlin ....... 9,970 
“Happy Hank” ......<...,. 5,214 


"Paral midll ntcumiadoeis: scammers s 302,463 

Average daily for year ................005. 840 

Average monthly ................0e0eeeeee 25.200 
JOMGEY 655s os ates tat 44,930 Yio is oot ahs oatnceemenesics 5,160 
Average daily ............ 1,497 Average daily ............ 172 
Geppert Studios ........ 11,228 Goodrich Co. .......... 1,138 
Household Mag. ......-. 9,447 Dean Studios .......... 1,073 
NBC (Guiding Light) .. 6,641 Progratn: “cnicaweanieeces 793 
Febriary: ... sc 22a/0. ds.aeen 62,314 7 Cc [ae res 4,074 
Average daily ..... pear es 2.077 Average daily ............ 135 
_ “Happy Llane “oo: .csene 20,467 PROGRAM acc sarcsteacconeianire 1,289 
Household Mag: ........ 7,169 Wheaties .............- 554 
Geppert Studios ........ 7,036 INE Ge oes 522 
TVECERSED - isesgsticaai'ssintore’s «ie ain oresesers 43,000 september .............. .-- 10,261 
Average daily ......... se 1,433 Average daily ............ 342 
“Ma Perkins”. “nse. 15,579 Hoxie Fruit Co. :....... 4.455 
“Happy Hank” «.<...5 +. 10,244 Butternut Coffee ........ * 1,560 
Geppert Studios ........ 3,809 Program’ «is. iccieceees 880 
Fo: o| een antee  aeereee eet ess BQO7TA. «=» Ober. 2. vig = 23,279 
Average daily ............ 689 Average daily ............ 775 
“Happy Hank” ......... 6,243 Hardware News .....-.. 6,404 
Butternut Coffee ........ 4,276 “Happy Hank” ......... 5.726 
Picture Book ....... wie. 1,652 Hoxie Fruit Company ... 2.617 
May .......... Be: ange 0959 November cet s cer artes, -41;800 
Average daily ....0....0.. 0° 325 ’ Average daily. ....26:..... 1,396 
_ Butternut Coffee ....... + 2,007 ‘ “Happy Hank” ..-... nd BOAOS 
Mars—"Dr. ].Q.” ....... ” 1,146 Jerry Smith: (free picture) 7,127 
Picture Book ...........°* 970 '. Dean Studios .:....2..5.. 7,027 
TUG eens i 8 Ws epg BG6s December xc tisncavs..enecs 98,957 
Average daily ............ 295 ‘Average daily ............ O41 
Bathasweet Soap........ 1,434 “Happy Hank” ...... ay. 6,430 
Butternut Coffee ........°...1,550 Dean Studios ....... se; 5,559 
Beatrice Creamery priccoteagis 972 Household Mag. ......,... 5,553 
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Total mail 


Average daily for year 


Average monthly 


January 


Average daily 
Keystone Fence 
“Happy Hank” 
Household Mag. .......- 


veveenreoeeeoe 
ee ee 


February 
Average daily 
“Happy Hank’ 


Keystone Fence 


Household Mag. .......- 


eoeovnnecepeoeeeeeceerar 
eeevceenvneeeae 
eoeeneeene 


ee 


March 
Average daily 
“Ma Perkins’ 
“Happy Hank” 
Household Mag. .....--- 


eeeecerereeneerereeeeeaee 
eoneeerneveooe 
eerovreeeese 


April 
Average daily 
Hoxie Fruit Co. ........ 
Dean Studios 

H. R. Gross, Governor ... 


eenmvneetneererneves eer rene 


esoeersreeeevee 


May 

Average Daily 

Bathasweet Soap 

Bill Brown 
(Calendar offer) 

Naughton Farms «......- 


eeoeeneeseteereesneeereeee 
eooeetoe teen 
ooneene 


Pe 


June 


ewooeseeenneeseereeeeneeeed 


Average daily 
Frank Stamp’s Quartetle . 
Gardner Nursery 
North American Ins. .... 
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291,548 

ein Riken wee Ra 809 

Re ie 24,204 

DUN cc negro cc NN a <8 6,175 
Average daily ............ 205 

Propianit «ssi caus ssa 1,352 
(Jerry & Zelda) 
(Buckaroos) 
North American Ins. .... 1,108 
Sweetheart Soap ........ 845 

FUGUE sco cdi ose segues 7.283 

Average daily ............ 242 
Dean Studios .......... 1.766 
Bathasweet Corp. ...... 1,329 
North American Ins. .... 1,026 

September .................. 6.468 

Average daily ............ 215 
Butternut Coffee ........ 1,274 
Bill Brown ............. 951 

(Football—488) 
(Baseball—463) 
Household Mag. ........ 748 

OClOB GR: 6. iiacec ands ceeen 23,361 
Average daily ............ 778 

Bill Brown .........-66- 9.676 
(Football Contest) 
Household Mag. .......- 5,200 
“Happy Hank” 2. css. 2,929 
November .............++- 18,330 
Average daily .......... 611 
“Happy Hank” ......... 4,846 
Household Mag. .......- 3,726 
Bill Brown .........-.5- 3,301 
(Football Contest) 

December ............ veeee 25,458 
Average Daily ........... 848 
“Happy Hank” ........... 5,749 

John Wisdom .........++ 5.454 
Camay Soap ........+6% 2,991 


ata OMI 4 <n ttre eens 262,250 

Average daily for year ............-.00eeee 728 

Average monthly .......-..-- ee eeeeeeeees 21,852 
JangGiy .osas cami sc eeawes 50.883 Le eS 8,422 
Average daily ........-.-- 1,696 Average daily ............ 280 
“Happy Hank” ......... 10,490 Brisk Shaving Cream .... 2,040 
Peter Fahrney .......... 9,679 Clark Gardner ......... 1,363 
John Wisdom .........- 7,071 Philadelphia Von Co. ... 984 
Fister ny rgeree sites Pe- versa 9-08 390,711 August .............0e0e0e- 5,066 
Average daily .......----- 1,323 Average daily ..........-- 102 
“Happy Hank” ......-.. 9,054 Sports Arena .........+- 36! 
Household Mag. ........ 7,046 Rockiond Pheta Seuite.... “310 
Briardale Stores .......- 4,577 Marlin Blades .........- 256 
MGEGH 2 own sae he rtoren cee 47,075 September ................. 7,577 
Average daily ............ 1,569 Avanetdelvacsciieaies 950 
“Happy Hank” ........- 12,221 Clark Gardner ........-- 1,684 
Waltham Pens ......... 5,576 _ Waltham Pen ........+5 1,064 
Shelly’ Qilkes sass. s sown s 4,547 Butternut Coffee .......- 1,002 
B22 | ee oe eee ee Si pelted 19,688 Oateber «.cssccsiwnwesscons: 10,950 
Average daily ............ 656 Average daily ........--.- 363 
Shelly Oil xan ese e eens 2,958 Cy ee Peg. a ee 4.019 
Waltham Pens ......... 2,629 Tax: Inghuction «+002 1.052 
Hilex Company ........ 2,165 Clark Gardner .......... 805 
RISD? ov acecinen dase mies 9,798 November ...............+- 19,561 
Average daily ............ 526 Average daily ............ 652 
“Bachelor's Children” ... 1,808 “Uncle Stan” .......... 6.606 
Western Grocer ........ 1,295 Tax Instruction ........-. 3,484 
Cownie Furs ........... 1,006 Malt-O-Meal .......... 1,211 
SPIEL ie aide -iavenra Sree “sadness lanes 6,907 December ...........-++++: 58,614 
Average daily ............ 230 Average daily ............ 1,287 
“Bachelor's Children .... 1,546 Tax Instruction ......... 11,812 
fe) i ene res 970 “Uncle Stan” ........-. 8,163 
Monarch Camera ....... 608 John Wisdom ......... 2611 
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Total mail thru August ..............000008 240,678 

Average daily for 8 months ...............- 990 

Average monthly ............cceeeeeeeeees 30,089 
January ....ceecer eee eeene 62,548 MGs 2 tart eo teaicon S eae 
Average daily ...-..-+++++ 2,078 Average daily ..........-. 
“Ma Perkins” ....+0+++- 13,559 Picture Book ..........- 
“Uncle Stan” ......-+++ 8,316 Penn Tobacco ......0++5 
Walnettos ....--0+s0e0 6,631 Pigenian: cevtiecs.. .2anves 
February ......0-eeeeeeees 45001 JUNO cmmase..ccaiedee.s Tomeans 
Average daily” a:sssreamiacnsots 1,407 Average daily ...........- 
“Uncle Stan” ........+- 7,590 Old Rubber ............ 
Walnettos .....--000006 6,632 Picture Book ..........- 
Tax Instruction ......... 4,066 Inland Mills ............ 
Moreh. ovsagiceds oes 48,574 JULY alec rae eats a vate 
Average daily ......0.00: » 1,619 Average daily .........06 
“Uncle Stan” ........-. 10,931 Minn. St. Tourist Bureau. 
Pipeman ........ee0e0s 3,787 Picture Book .......-.-+ 

Mounds .....--+-seeees 3,248 Old Rubber ............- 

Apa isgcax cis esa veceva eas OGAIS.» Auguste: <cuesdcveeres «se ig 
Average daily .........+4+ 837 Average daily ..........-- 
Picture Book ........... 5,336 Walnettos .........--:- 
Penn Tobacco .......... 2,901 Sweetheart Soap ......- 
War Bonds eee mene wonee 

Year Mail Mail 
Average Daily Average Monthly 

19054 havdec sates POM. Ghesk eee 22,524 

1935. acemiesiss. | Ge. (Ce oe 57,387 

1056 pees « 1070" .ceuehi his 58,570 


Following 1936, these figures include only WHO offers or give-aways. 


NBC mail response went direct to network or advertiser. 


(057 ngeiceiv ees 792 
| 3s arrears 655 
W950 e tesa deaccnsin’ 840 
NGA: . ccs i Septet 809 
104. cera day swear 728 
1942 (8 Mos.) ..... » 990 


Av. for 8 2/3 years 897 


(Approximately 95 per cent of all mail received is in response to 


eeore ree orares 


eeeeeeseeean eee 


ere ereenerereee 


advertisers’ offers at present time) 
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INTRODUCTION 


A 
MS 
iC, HE GENERAL pub- 


lic including those connected with the accounting 
profession give little thought to the radio broad- 
casting industry other than entertainment, news 
and information received from it through the me- 
dium of radio receiving sets. Because their only 
cost for the finest of music, drama, and entertain- 
ment is the original cost of a radio receiving set 
which can be purchased for as little as ten dollars 
and operated for a few cents a month they should 
know that behind sounds coming from receiver is 
an industry with problems of accounting as difli- 
cult and intricate as those of a large manufac- 
turing plant. A radio broadcasting station has 
cost, production, advertising, selling, sales pro- 
motion and other problems same as other business 
establishments. It also has an accounting depart- 
ment through which these problems must event- 
ually pass. 


’ A volume could be written regarding all 
phases of radio broadcasting station accounting 
but this article will deal mainly with what is most 
important and that is accounting for sale of time. 


DEVELOPMENT OF RADIO BROADCASTING 
STATION ACCOUNTING 


Radio broadcasting started as an experimental 
toy or plaything. Stations were operated by in- 
dividuals, by companies who were venturing into 
the manufacture of radio equipment, and by com- 
panies who were operating other businesses for 
the good will value they could derive by the sta- 
tion’s call letters being supplemented by the com- 
pany name. 


In those early days companies operating radio 
broadcasting stations had one or possibly two ac- 
counts in their accounting systems for radio. Those 
with only one termed it “radio expense’ and into 
that account went all expenditures connected with 
radio including expenditures for plant equip- 
ment. The ones with two accounts had in ad- 
dition to “radio expense’ an asset account “radio 
equipment” into which were charged all purchases 
of radio equipment which was depreciated along 
with the other of their fixed assets. Individuals 
operating stations had no accounts as all expend- 
itures were wholly personal and not of a busi- 
ness nature. 

Then dawned a new era, the starting of what 
has developed into one of the nations's largest in- 
dustries—advertising via the air waves through 
the medium of commercial radio broadcasting sta- 
tions. Companies which at the birth of this new 
industry spent only a few dollars on radio adver- 
tising are today spending millions to advertise 
products in the same manner. Networks were 
formed to produce shows for advertisers to be fed 
to individual stations simultaneously over tele- 
phone lines. This was known as chain broad- 
casting. 


Out of this new development grew another 
account ‘sale of time” which companies operat- 
ing radio stations added to their accounting sys- 
tems. The individuals who took up this new 
enterprise found themselves in business and they 
in turn had to account for sales, expenses and 
capital expenditures. From sole proprietorships 
sprang partnerships and corporations. And as the 
industry grew so grew the accounting practices 
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and procedures until today that phase of the radio 
broadcasting industry is just as important as those 
of the largest manufacturing, wholesale or retail 


industries. 


RADIO STATION ACCOUNTING IN GENERAL 


The individual radio station in its accounting 
procedure must take into consideration two fac- 
tors: first, what it should know in order that op- 
erations can be successful and profitable; second, 
information regarding operations which must be 
furnished annually to the Federal Communica- 
tions Commission which licenses all stations and 
under whose jurisdiction they operate. 

From these two factors has evolved a some- 
what standard system of accounting for radio 
broadcasting stations. The asset and liability 
accounts are virtually the same as for any other 
enterprise with the exception that plant accounts 
must reflect assets which are devoted exclusively 
to broadcast purposes and those which are not. 
This is for the information of the F.C. C. 

Income or sales accounts are broken down 
into the class of income or sales such as sale of 
time, sale of talent which is the sale of services 
of persons appearing on programs, sale of news 
service, sale of wire facilities, etc. Sale of time 
can be subdivided to show the type of broadcast- 
ing sold such as time sold to networks and sale 
of time by the stations’ own sales organization. 
The latter is divided into sale of time programs, 
which are those of five minute duration or longer, 
and announcements, Time programs can be fur- 
ther subdivided to show the type of program 
such as live talent, news or electrical transcrip- 
tion. Announcements can be divided into live 
announcements, those given by an announcer, or 
electrical transcription, A further breakdown of 
sale of time can be made into the class of ad- 

vertising, namely, “National” sales where the ad- 
vertisers’ products are sold on a national basis, 
“regional” where they are not national but neither 
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are they sold only locally, and “local where the 
products are sold only locally. 

The expenses of radio stations are generally 
deparimentalized. There are usually four basic 
departments — technical, production or program, 
sales and administrative or gencral. Frequently 
the technical department is divided into the tech- 
nical department at the studios (studio control 
room) and technical department at the transmitter 
when the locations are separate. Many radio sta- 
tions departmentalize the newsroom operation in- 
stead of including it with the production depart- 
ment. 


The costs of sales of a radio broadcasting sta- 
tion are the costs of operating the technical and 
production departments. Under the former ex- 
penses included are the cost of power, telephone 
transmission lines rental between the studio and 
transmitter, repairs to equipment and transmitter 
building including tube replacements and all 
other direct expense chargeable to that depart- 
ment. 
are included in administrative or general expenses. 


Depreciation, local taxes and insurance 


Into the production department, in addition to 
direct expenses, are charged such expenses as 
talent (both that used on commercial and sus- 
taining programs, the latter being unsponsored 
programs), rental of program telephone lines from 
the studio to the point of program pickup, elec- 
trical transcription services, music records, copy- 
right fees, news service, and station and program 
advertising and promotion. 

The great majority of the items of expense in 
these two departments are controllable so that cost 
of sales can be regulated. However, all of the ex- 
penses are fairly stable with the exception of 
talent, copyright fees and program promotion. 
Talent expense depends on the type of operation 
of the station—whether or not it produces a great 
number of locally built live talent shows, the use 
made of transcription services and the number 
of network shows carried. Copyright fees are 


usually based on a percentage of the receipts from 
the sale of time so that this expense will vary in 
proportion to the volume of that type of income. 
Program promotion expense depends upon how 
much management deems it advisable to promote 
listener interest in other ways than through pro- 
grams. 


To the sales department are charged those ex- 
penses which are directly attributable to the sales 
of the station’s facilities. Administrative or gen- 
eral expenses are those which cannot be charged 
directly to any other department and include all 
depreciation, insurance and taxes other than in- 
come taxes. 


Most individuals would think that because of 
a determinable amount of cost of sales that a cost 
of unit of time of operation could be determined 
and selling rates predicated on such costs. 


However, this would not be practical insofar 
as using such a basis for establishing rates. Ex- 
penses which go into cost of sales are on a week- 
ly or monthly basis, such as salaries and the cost 
of services used. They are blanket for the week 
or month and do not pertain to any length of 
time nor are they assignable to any specific hours 
of the day or night. Thus for instance when a sta- 
tion has a cost of sales rate which averages $100.00 
per hour of operation, the fractional parts of the 
hour would be in direct proportion, regardless of 
day or night. On this basis the cost of sales of 
¥2 hour would be $50.00, % hour $25.00, 5 min- 
utes $8.33 1/3, 1 minute $1.66 2/3 and 30 sec- 
onds $.83 1/3. If a station used these figures and 
attempted to base rates at 200 per cent, 500 per 
cent or in some cases as high as 1000 per cent of 
cost it could not operate very long because the 
rates charged for certain lengths of time would be 
prohibitive to the advertiser and rates for other 
lengths of time would not produce enough in- 
come to overcome the prohibitive rates. A ref- 
erence to the rate card shown as Exhibits 1 and 
la will bear this out. 


Thus rates for which a station sells its time 
must be based on other factors and cost of sales, 
selling and administrative expenses must be gov- 
erned by income. The factors which enter into 
the rate promulgation are many; the main ones 
are: the power of the station and the frequency 
(kilocycles) at which it operates, the population 
and potential listening audience both in the area 
in which the signal strength of the station is great- 
est and that without, the type of audience it pri- 
marily serves (urban or rural) whether or not it 
has a network affiliation and the potential listen- 
ing audience at different times of the day and 
night on week days and Sundays. 

The internal audit controls covering receipts, 
disbursements and purchases by a radio broad- 
casting station are comparatively simple and cor- 
respond to the controls as used in other industries. 
However, the selling of time in units varying from 
50 seconds, or the length of time it takes to say 
90 or 30 words, to one hour presents a problem 
unique in nature and is well deserving of a very 
thorough check. It is of such vital importance in 
the successful operations of a radio broadcasting 
station that the balance of this article will take up 
that subject in detail. 


ACCOUNTING FOR SALE OF TIME 


The method of internal audit control for sale 
of time which follows has been developed through 
practical experience with three types of radio 
broadcasting stations; A high powered clear 
channel, a medium powered regional, and a low 
powered local. It can be adapted to any radio 
broadcasting station with modifications to fit its 
particular needs. 


SALES 


A commercial radio broadcasting station is an 
advertising medium. Primary product which it 
sells is time and in the industry this product is 
known as “sale of time”. Other services sold are 
a result of the sale of time. Typical supplemental 
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services are sale of talent such as services of mu- 
sicians or dramatic talent used on programs, ser- 
vices of special announcers other than those on 
staff of station, sale of news service, sale of trans- 
criplion service, subrental of communication lines 
used on programs originating at places other than 
studios of station, and sale of transcriptions made 


of programs and announcements for advertisers. 


Time, primary product sold, is tangible and 
yet very intangible. When time sold to an adver- 
tiser slips by without being accounted for, it is 
dollars lost and likewise when time which is un- 
sold is used by an announcer or authorized by 
someone for a commercial announcement (which 
means an announcement for which radio station 
should receive income) for their personal gain, it 
is dollars lost. In connection with the latter, un- 
scrupulous announcers have been known to slip 
in announcements for business establishments for 
which they personally receive a pair of shoes, hat, 
suit of clothes, watch, or some article THEY 
might desire. Therefore, it is important that an 
accounting should be made for each second radio 


station is in operation. 


RATES 


Radio station time is divided into two main 
classifications ~ commercial time and _ sustaining 
time. Former time has been sold to advertisers 
and latter time is filled at radio station's expense 
either because it is unsold or because of program- 
ming reasons it is better unsold. Commercial 
time is sold in two ways—programs or announce- 
ments. Former classification is divided into time 
elements of hours. half hours, quarter hours, ten 
minutes, and five minutes. Latter into one min- 
ule, thirty seconds, two hundred words, one hun- 
dred words, sixty-five words, and thirty words. A 
radio station issues rate cards which quote charges 
for each of time divisions or word divisions above. 
There are basic rates charged for programs and 
announcements. From these basic rates discounts 
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are allowed for quantities used. Programs and 
announcements are separated in considering quan- 
tity discounts earned although different types of 
programs are considered together as well as dif- 
Usually quan- 
tity discounts allowed from basic rate are 5 per 


ferent types of announcements 


cent when at least 13 are purchased, 10 per cent 
for 26, 15 per cent for 52, 20 per cent for 100, and 
25 per cent for 250, 500 or more. A rate card is 
shown as Exhibits 1 and 1a. 


When time is sold to an advertiser it is usual- 
ly in either of two ways—at basic rate with quan- 
tity discounts allowed as they are earned or at 
discount rate for number of times programs or an- 
nouncements are sold. It is accounting depart- 
ment's duty to see that as quantity discounts are 
earned by an advertiser they are allowed: and con- 
versely in case where an advertiser who bought 
time at discount rate cancels before his schedule 
is completed, that he is “short-rated” to actual 
rate he has earned. 


SALES DEPARTMENT'S RESPONSIBILITIES 
TO ACCOUNTING DEPARTMENT 


Sales department sells an advertiser, usually 
through an advertising agency (which receives 
15 per cent of amount station charges for time), a 
schedule of programs or announcements which 
are to be broadcast on definite days at definite 
times. Agency either sends its form of advertising 
contract to be accepted by station or station sends 
its form of contract to be executed by agency in 
behalf of advertiser. There is little if any differ- 
ence in forms as they usually have certain stan- 
dard clauses which have been jointly approved by 
American Association of Advertising Agencies 
and National Association of Broadcasters. When 
station's contract form is used, it is made out in 
quadruplicate. After execution by parties con- 
cerned original is retained by sales department, one 
copy retained by agency, one goes into sta- 
tion's correspondence file under advertiser's name 


and remaining copy is forwarded to accounting 
department. When agency form is used, three 
copies are made out on station's form which con- 
tain same terms as agency's. One copy is attach- 
ed to agency contract, one goes into station's cor- 
respondence file under advertiser's name and re- 
maining copy is passed on to accounting depart- 
ment. One important element must be kept in 
mind throughout this whole system—that records 
are maintained in name of advertiser rather than 
in name of advertising agency until billings are 
completed and then account receivable is main- 
tained in name of advertising agency to whom 
station looks for payment for services rendered. 
Typical contracts are shown as Exhibits 2 and 2a. 
Sales department next makes out copies of 
“Schedule Information” shown as Exhibits 3 and 
3a which go to continuity department, publicity 
department, program department, electrical tran- 
scription department when that type of program is 
involved, and to clerk in sales office. This in- 
formation schedule contains all rate and time in- 
formation appearing on signed contract. 


From this record clerk in sales department fills 
out card shown as Exhibits 4 and 4a which also 
gives rate and time information. Cards are placed 
in file which is in day of week sequence. Clerk 
who has this card file makes each day a “Com- 
mercial Report”, Exhibit 5, which lists all ad- 
vertisers alphabetically showing agency, charges 
for that day, and time for which programs or an- 
nouncements are scheduled and sends report to 
accounting department. Card file as stated above 
is in day of week form. When account runs one 
day per week—say Sunday—card stays in Sunday 
file. When it runs daily, card is moved to Mon- 
day after making up Sunday report, etc. Cards 
under each day of week are filed alphabetically by 
advertisers. ; 


Program department as name signifies has 
charge of all program time. Each day they make 
a master work sheet for use with a duplicator ma- 


chine listing all programs for succeeding day. This 
work sheet, in addition to giving information as to 
announcers handling programs and studios in 
which programs originate, shows symbols desig- 
nating types of programs. There are four types: 
Chain (network) commercial, chain sustaining. 
local commercial, and local sustaining, designated 
by symbols CC, CS, LC, and LS, respectively. 
This master copy of work sheet is then sent to 
clerk in commercial department who inserts an- 
nouncements and time at which they are to go on, 
placing after announcement symbol ET when an- 
nouncement is to be electrically transcribed. This 
is for information of radio control room technicians 
who must play transcription on turntable which a 
layman would probably call a phonograph. 
Copies of this work sheet are made and given to 
announcers and engineers so they will have a 
schedule of their day's work before them. <A 
sample work sheet appears as Exhibit 6. 


TECHNICAL DEPARTMENT'S RESPONSIBILI- 
TIES TO ACCOUNTING DEPARTMENT 


Control room of a radio station is manned by 
radio technicians, two or more being on duty at 
all times while station is in operation. One tech- 
nician is at controls working program in progress, 
using work sheet mentioned above as his guide. 
As program or announcement listed on work sheet 
goes on he checks it on work sheet. Another 
technician on duty is keeping station's “log”. This 
log is a working account of what is being broad- 
cast each second of day by station. Log is re- 
quired by Federal Communications Commission 
which licenses all radio stations. It must be kept 
in accordance with regulations prescribed by Com- 
mission and is inspected regularly by a Federal 
Radio Inspector. This log is made in duplicate. 
original retained in control room for inspection 
and copy sent to accounting department at con- 
clusion of each day's broadcasting with control 
operator's work sheet which he checked to show 
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that everything went on as scheduled, or com- 
ments to contrary. A sample portion of a radio 
station's control room log is shown as Exhibit 7. 


COORDINATION OF RECORDS IN 
ACCOUNTING DEPARTMENT 


We have now given to accounting depart- 
ment all implements needed to account for sale 
of time. 

First information accounting department has 
of a new advertiser is copy of advertising contract 
sent in by advertising department. Upon receipt 
of this, accounting department sets up a form of 
individual advertiser's “journal sheet which 
when completed will give a complete chronologi- 
cal hislory of advertiser's schedule over radio sta- 
tion. It is from this “journal” sheet shown, as Ex- 
hibit 8 and 8a, that billings are made at end of 
month. Clerk in advertising department at end 
of each day makes up Commercial Report for suc- 
cecding day and sends it to accounting depart- 
ment. As stated before, advertisers are listed 
alphabetically on commercial report and book- 
keeper in accounting department has individual 
advertiser's journal sheets filed alphabetically in 
loose leaf binder. Upon receipt of a Commercial 
Report from sales department bookkeeper posts 
this record to advertiser's journal sheets, inserting 
only date and charges for that particular day. 
Morning following completion of a day's schedule 
duplicate copy of control room log is received by 
accounting department. Auditor or his assistant 
usually receives this log first and it is checked over 
for network programs. A check mark is first 
placed after chain sustaining programs, listed by 
symbols CS, as no report is kept or maintained by 
accounting department on this type of program. 
Next chain commercial programs shown as CC 
are checked off and compared with list of chain 
commercial programs scheduled for that particular 
day. A separate record is maintained of chain 

commercial programs as radio stations are paid 
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direct by network for them under a rather in- 
volved percentage basis. Station sends report to 
network each week on chain commercial programs 
and as there is no similarity in method of billing 
with advertising schedules sold direct or through 
agencies, nor any connection whatsoever with 
rates shown on station's rate card, no further 
mention will be made of them other than that a 
complete accounting is made. 

“Log” is then turned over to bookkeeper who 
takes individual advertiser's journal sheets, and 
when on that date entry is shown for a charge, this 
individual finds on log time program or announce- 
ment went on the air. That time is placed on 
journal sheet between date and charge and is 
checked off log after LC which designates local 
commercial programs and announcements. Time 
recorded is to the closest minute. On announce- 
ments only starting time is recorded but on pro- 
grams both starting and ending time. When an- 
nouncement is listed on log as starting at 10:59:- 
40 A.M., time recorded on journal sheet is 11:00 
A.M., and when program is shown on log as 
running from 11:00:05 to 11:14:15 A.M., it is 
recorded on journal sheet as 11:00 to 11:15 A.M. 

After bookkeeper accounts for all LC pro- 
grams, log is returned to auditor who accounts for 
all items not checked off. These should only be 
local sustaining programs marked as LS, When 
there are exceptions or unchecked items, he con- 
tacts trallic manager relative to them and final 
windup of log is that accounting is made of each 
second of operation of radio station for that day- 


BILLING FOR ADVERTISING 
SERVICE RENDERED 


Each day is a repetition of foregoing until end 
of month is reached and it is time to bill for ad- 
vertising service rendered. Radio station sells 
intangibles to advertiser so it is necessary station 
furnish advertiser direct, when contract is direct 
with him, or through agency, when contract is 


through agency, with evidence that service has 
been rendered. This is done by furnishing “alfli- 
davit of performance’ shown as Exhibits 9 and 
9a which accompanies invoice at end of month. 
This is prepared by bookkeeper and is kept up to 
date at periodic intervals during month. These 
allidavits are prepared from accounting depart- 
ment’s advertiser's individual journal sheets and 
always show dates and time of programs and an- 
nouncements. Frequently advertising agencies 
request, in addition to dates and time, transcrip- 
tion number or programs preceding and following. 
When requested, this information is also shown 
on affidavit. 

At end of month bookkeeper makes invoices. 
Typical invoices are shown as Exhibits 10 and 
10a. Announcements and programs are billed at 
contract rate. Quantity discounts or short-rate are 
shown separate when either condition exists. 
When agency is involved, 15 per cent egency 
commission is deducted to arrive at net charge for 
sale of time. To this are added charges for talent, 
news, electrical transcriptions or other miscella- 
neous charges. Result is total charge for month for 
advertising service rendered. Where no agency 
is involved there is no deduction of 15 per cent 
for commission. 

Auditor then takes loose leaf binder contain- 
ing advertiser's individual journal sheets and com- 
putes monthly billing thereon as shown on Ex- 
hibits 8 and 8a. These are compared with cor- 


responding invoices as prepared by bookkeeper 
and when they agree, affidavits of performance are 
attached to invoices and mailed to customers. 

As invoices for advertising service are almost 
without exception paid for in entirety, type used 
is one in which duplicate becomes account re- 
ceivable ledger sheet after income distribution 
has been made in income journal. Upon reccipt 
of remittance from customers, invoice is stamped 
with date remittance is received, removed from 
accounts receivable ledger, and filed in paid in- 
voice file under customer's name. 


CONCLUSION 


There may be a more ideal system for ac- 
counting for “sale of time” by radio stations but 
author has used it for last ten years for three 
classifications of radio broadcasting stations and 
in all cases it has worked satisfactorily. There is 
a possible criticism of duplication of work between 
sales department and accounting department but 
most radio stations are operated as a part of some 
other enterprise and not as an independent unit. 
When such is the case, operation of radio station 
is separate and distinct from other enterprise, with 
exception of accounting department which is 
usually combined with that of the other part of 
business. When this is true, there is no dupli- 
cation of records. When radio station is a lone 
enterprise, this system is recommended for closer 


internal audit control, 
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RATE CARD No. 15 


Basic N.B.C. Network Effective January 1, 1946 


1A Clear Channel 
1040 Kilocycles 


President—B. J. Palmer — Representatives — 
V.-Pres. & Treas.—D. D. Palmer FREE & PETERS, Inc. 


V.-Pres. & Mgr.—J. O. Maland Chi Ph Fra. 6373 
Sales Mgr.—Hale Bondurant 50 000 ulage, ~~ PRPPe rae 
| ; WATTS 


1—General Broadcasting Rates 
Basic rate for time costs only for programs originating in our Des Moines studios. Additional 
charges for talent. Same rates apply to electrical transcriptions. Musical copyright fees included. 


a. Class “A” Daily 6:30 p.m. to 10:00 p.m. 


Owned and Operated by 
Central Broadcasting Co. 


ee Muines <= Phone S914? 
Teletype Number - - DM 286 


1 time 13 times 26 times 52 times 104times 260 times 
TL Hour wen. acccccseereeeeee $520.00 $494.00 $468.00 $442.00 $416.00 $390.00 
% Hour ...... secee 912.00 296.40 280.80 265.20 249.60 234.00 
14 FOUL ceaseccsccssscesvsceeevee 200.00 190.00 180.00 170.00 160.00 150.00 


b. Class “B’” Week days 12:00 to 1:00 p.m; 6:00 to 6:30 p.m.; Daily 10:00 to 10:30 p.m.; Sun- 
days 1:00 to 6:80 p.m. 


1 time 13 times 26 times 52 times 104times 260 times 
ToHour nee $350.00 $332.50 $315.00 $297.50 $280.00 $262.50 
Tf HOUT! wccccsecosdensiecctocesess 210.00 199.60 189.00 178.50 168.00 157.50 
U/SHOUS  acteletigieisersassectes 126.00 118.75 112.50 106.25 100.00 93.75 


c. Class “C” Week days 9:00 a.m. ‘to 12:00 noon; 1:00 to 6:00 p.m.; 10:30 to 10:45 p.m.; Sun- 
days 7:30 a.m. to 1:00 p.m. 


1 time 13 times 26 times 52times .104times 260 times 
DSH OUP’ cies niceeeetaitntssics $275.00 $261.25 $247.50 $233.75 $220.00 $206.25 
Wh SOUR cccstsescssicbiessceieice 165.00 156.75 148.50 140.25 132.00 123.75 
MM FOUL coescscsscsrecesereeeeeeee 100.00 95.00 90.00 85.00 80.00 75.00 
5B Minutes  ......--.--...--00 55.00 52.25 49.50 46.75 © 44.00 ° 41,25 
d. Class “D” Week days 7:00 a.m. to 9:00 a.m.; 10:45 p.m. to 12:00 midnight 
1 time 13 times 26 times 52times  104times 260 times 
Vy Four woe. eeceensseeeeneeee $130.00 $123.50 $117.00 $110.50 $104.00 $ 97.50 
VM, Hour .uccssscesesscnceeeees .. 75.00 71.25 67.50 63.75 60.00 56.25 
5 Minutes ou... 45.00 42.75 40.50 38.25 36.00 83.75 
Announcements: 
e. Class “A” 6:15 p.m. to 10:31 p.m. daily 
; 1 time 13 times 26 times 52 times 104times 260 times 
Chainbreak .o..........ccescee0 $ 60.00 $ 57.00 $ 54.00 $ 51.00 $ 48.00 $ 45.00 
(35 words or less) -" 
1 Minute 200... csscceseee 85.00 80.75 76.50 92.25 68.00 63.75 
f, Class “B” Week days 11:59 a.m. to 1:01 p.m.; 5:59 p.m. to 6:15 p.m.; Sundays 1:01 to 6:16 p.m. 
1 time 13 times 26 times 52times ' 104times 260 times 
Chainbreak .............c00-s-s0 $ 35.00 $ 33.25 31.50 29.75 28.00 26.25 
(85 words or less) 
Minute n.ccccccecoeeeee 65,00 52.25 49.50 46.75 44.00 41.25 


g. Class “C” Week days 6:00 to 11:59 a.m.; 1:01 to 6:59 p.m.; Daily 10:31 p.m. to midnight; Sun- 
days 7:00 a.m. to 1:01 p.m. 
1 time 13 times 26 times 52 times 104times 260 times 
Chainbreak 


(35 words or less) .... $ 24.00 $ 22.80 $ 21.60 $ 20.40 $ 19.20 $ 18.00 
100 words or 
% minute record ........ $ 80.00 $ 28.50 27.00 25.50 24.00 22.60 
200 words or 
1 minute record .......... $ 40.00 $ 38.00 $6.00 34.00 $2.00 30.00 
se d within 52 k d. A 
: : r used within an week period. nnounce- 
Quantity discounts as figured above are: ments cannot te combined with program time 
18 times .......---__ 5 % to earn discounts. Five minute programs earn 
26 times ... 10 % quantity discounts separately, not combining 
62 times ......-..... 15 % with either announcements or programs. Flat 
104 times - - 20 % rate features, such as news or the Sunrise 
260 tLMES crovernseseen ... 25 % Hour, do not combine with other services to 
Discounts are retro-active on entire schedule earn discounts. 
i 
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Additional Discount for 52 weeks: 

Upon completion of each 52 consecutive week 
period, a bonus discount of 5% will be allowed 
retro-actively on the lowest weekly time bill- 
ing. Announcements or programs of less than 
% hour do not qualify. 

Sunrise Hour (not including talent)—6:30 to 

7:00 a.m. % hour six days per week $250.00; 


¥% hour three days per week $150.00; before | 


6:30 a.m. 34 hour six days per week $350.00; 
% hour six days per week $200.00; % hour 
three days per week $120.00. Flat rate, no 
quantity discount; does not combine with 
other program time for discounts. 

Iowa Barn Dance Frolic—(Saturday 8:00 p.m. 
to 10:15 p.m.)—Regular rates apply plus fol- 
lowing talent charges: 1 hour—$190.00; % 
hour—$110.00; % hour—$70.00. 

News Reports—Station reserves complete con- 


trol over news and newscaster or commen- . 


tator. Rates include news services and news- 
caster with one announcer. No quantity dis- 
counts. 


Time News Total 
Farm News 6 days Cost Cost per wk. 
6:30 to 6:45 a.m. ...... $240.00 $72.00 $312.00 
8 days per week ........ 140.00 45.00 185.00 
Morning News 6 days 
7:30 to 7:45 a.m. ...... 330.00 75.00 405.00 
3 days per week ........ 180.00 64.00 2384.00 
Mid-morning News 6 days 
8:45 to 8:55 a.m. ..... 270.00 70.00 340.00 
8 days per week ........ 150.00 45.00 195.00 
Noon News 6 days 
12:30 to 12:45 p.m. ... 450.00 96.00 546.00 
3 days per week ........ 250.00 72.00 322.00 
Afternoon Extra 6 days ; a ini 
5:00 to 5:10 p.m. ...... 270.00 70.00 340.00 
3 days per week: ......... 150.00 45.00 195.00 
Early Evening News 6 days 
6:30 to 6:40 p.m. ...... 420.00 90.00 6510.00 
8 days per week ........ 240.00 66.00 306.00 
Evening Final 7 days 
10:15 to 10:30 p.m..... 500.00 112.00 612.00 
3 days per week ........ 275.00 75.00 350.00 


Sunday News Periods — regular time cost plus 
$20.00 news cost prior to 1:00 p.m.; $25.00 
news cost 1:00 to 6:00 p.m. 

Football Games—$275.00 


leges. 
Commercial Copy 

—Programs— —News— 
After Before After Before 
6:00 pm 6:00pm 6:00pm 6:00pm 
¥% hr. 450wds 675wds 400wds 600 wds 
¥% hr. 850 wds 450 wds S800 wds 400 wds 
10min. 250wds 840wds 225wds 300 wds 
Bmin. 175 wds 225wds 160wds 200 wds 


~ All commercial copy should comply with the. 


Code of the National Association of Broad- 
casters. Five minute programs must include 
entertainment or educational features. 

h. Merchandising services of the station staff 
will be furnished for spot. broadcasting 
schedules without additional charges, except 
for cash expenditures which are paid by the 
advertiser. 

i. All rates for time facilities of the station 

* only; additional charges for talent are made 
in accordance with scale authorized by the 
Des Moines Musicians Association. Pro- 
grams are to be broadcast from studios in 
Des Moines. 

j. All contracts subject to cancellation by 
either party upon 14 days written notice. 


: er game, plus costs.. |. 
for lines, announcer, and broadcasting privi-_ . 


k. 


1. 


All contracts subject to present and future 
State and Federal regulations. Station re- 
serves the right to discontinue or to refuse 
any advertising program for reasons satis- 
factory to themselves except in cases gov- 
erned by the Federal regulations. Rates 
subject to change without notice. ; 
a proposals subject to prior booking of 
ime. 

Rates for Local schedules are same as Na- 
tional schedules. 


m. This rate card is for informative purposes 


only and does not constitute an offer. 


2—Commissions . 


a. 


b. 


Standard agency commission on time cost 
only to advertising agencies recognized by 
the Central Broadcasting Company. No 
agency commission on sale of time for state 
political broadcasts or propaganda talks on 
controversial issues, 

All bills rendered on the 1st of each month, 
payable on the 10th of each month. 


3—Requirements 


a. 


b. 


When advertiser prepares own program it 
should be submitted not less than three days 
in advance for program director's approval. 
Electrical transcriptions should be delivered 
to studios at least ten days in advance to 
bermut checking and shipment of replace- 
ments. 


4—Territory Covered 


Daytime primary coverage within 0.5 milli- 
volt contour line includes nearly all of Iowa, 
southern Minnesota, northern Missouri, east- 
ern Nebraska, and western Illinois but does 
not include Omaha or the Tri-Cities. 


Population ..—....... 3,505,498 
Families. ...........-.--- 986,235 
Radio Homes .......... 860,187 


5—Miscellaneous 


. Associate station on 


‘. a. The services of the WHO Production De- 


partment are offered without additional 
charge to advertisers for the development 
‘of program and merchandising ideas. Mu- 
sical and dramatic talent engaged for the 
advertiser at minimum costs. 


. WHO was established on April 10, 1924 by 


the Bankers Life Company of Des Moines. 
e basic network of 
the National Broadcasting Company. 


. Owned and operated by the Central Broad- 


casting Company, with offices and studios, 


- 914 Walnut Street, Des Moines 7, Iowa. 


Member of National Association of Broad- 
casters. 

With 60,000 watts, WHO.Jis licensed to op- 
erate full time on a 1-A national clear chan- 
nel of 1040 kilocycles. - 


Sales Offices 


Des Moines—914 Walnut St.; Phone 38-7147 
Sales Manager—Hale Bondurant 
Regional Sales—Herold W. Fulton 


Free & Peters, Inc.—Representatives 


Chicago (1) mm 

180 No. Michigan Ave., Franklin 6373 
New York (22) 

444 Madison Ave., Plaza §-4130 
Hollywood (28) 

6331 Hollywood Blvd., Hollywood 2151 
San Francisco (4) 


-* 58 Sutter, Sutter 4853 


‘Detroit (26) 


645 Griswold St., Cadillac 1880 
Atlanta (3) ae : 
322 Palmer Building, Main 5667 


el 
Prepared in conformity with Standard Rate Card of American Association of Advertising Agencies 
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Qing B deas 
ota WHO ete 
. CENTRAL BROADCASTING COMPANY Sead eal 
Des Moines. Iowa 
(Dae) June 1, 1942 


AGREEMENT between As Bo Co Advertiaing Agency © New York, Ne Ye ss 


called “agency” and Cenraat Broaocastmc Company, a corporation organized under the laws of Iowa, called “station” to broadcast radio 


programs of a XXZ Soap Voripany © New York, Iie Yo speciéed below: 
(Advertiser) 
NAME OF PROGRAM: PRODUCT 
—Length of Broadcast Hou Days Times Per Week-——~ 9S ——Total No. Times—— 
4 minute 8300 AH 
recorded 8115 AM Hone thru Fri. 20 1,044 

8:50 Alu inclusive 
30 words 7330 Pu 
COMMENCEMENT DATE EXPIRATION DATE 

August 1, 1942 July 31, 1943 


PROGRAM MATERIAL ARRANGEMENTS 


Ammouncementsa to be furnished by agency one week in advance of 
SSheduled time. 


ashi aa In the event the announcerents cannot be broadcast 
at the times specified above, station shall broadcast them at the 
nearest available time. Guantity discounts to be allowed as earned, 


a 
BASE RATE (before discounts): $45.00 (30 less ——25/ discount for SOO___ tines OX” MOTGe 


CHARGES Net Station Time Talent Line Service Other Charges Total 

Bach Broadax: # MMe $__}8e75 3 © ss © 3° $ 13.75 
50 words 3+___SS.76h 32 8 3 a $..__.* 3__. 55075 

Fod. gOG4 Broadcasts: Se ee) See ye, SECO 


LESS AGENCY COMMISSION ( — % of Net Station Time Charge): Invoices payable at Davenport, lowa 


The conditions on the reverse side are part of this contract. 


CENTRAL BROADCASTING COMPANY a IE ee ees 
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Qieare W O Broadcasting 
pee H Agreement 


Coast 


ao CENTRAL BROADCASTING COMPANY pabitenesiloes 
pes Moiees lowe (Dae) July 1, 1942 
AGREEMENT between __....Ce Be Ace Advertising Associates = Chicago, Illinois 


called “agency’* and CENTRAL BROADCASTING COMPANY, a corporation organized under the laws of Iowa, called “station” to broadcast radio 


_2YX M&lling Company, Inc. = Minneapolis, Minnesota 


prograins of _____. a (Aga) 28 specifed below: 
NAME OF PROGRAM: PRODUCT: 
—Length of Broadcast-—— Hour-———— Days———___ ——Times Per Week—- | ——~Total No. Times—— 
15 minutes 8:50-8:45 AN Mon. thru Fri. 5 130 
COMMENCEMENT DATE EXPIRATION DATE 
July 15, 1942 January 15, 1945 


PROGRAM MATERIAL ARRANGEMENTS Taye talent program, artists approved by agency 
to be furnished by station. Copy for prorrams to be furnished by agency 
two weeks in advance of scheduled time to allow for rehearasale. 


ADDITIONAL INSTRUCTIONS In the event schedule is cancelled by advertiser before 
expiration date, station must be given two weeks written notice and 
station can shorterete to the earned rate on date last broadcast has 
rune 


BASE RATE (before discounts) : s__ 9 0 ~—— less _ 20% discount for _ 100 times 


CHARGES Net Station Time Talent Line Service Other Charges Total 
Fach Broadcast: - giiif2.00 5 30.00 , Ss ¢_ 3,00 sound, 105.00 
effects 
SSS $e *° 1S aes ES Ee 
For-290 Broadcasts: 3925 560.00 s__ 92900 06 900.00 $_—____ 3 590.00 8 oe sound 15,4 15 650. 00 
effects 


LESS AGENCY COMMISSION ( =% of Net Station Time Charge): Invoices payable at Davenport, Iowa 


The conditions on the reverse side are part of this contract. 


CENTRAL BROADCASTING COMPANY _ 
(Agency) 
BY By 
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WHO FROM 


SCHEDULE INFORMATION Sales 


X¥Z Soap Company - New York, N. Y. 


PS anne PER LS ca i ix nae A st Se nee en er ee ee mee 
PG ORCY: «<..sonadossse A. B. C. Advertising Agency nena rie sess: stupidest : 
Reeree aor aha ile) SIR He ne ee ee 
Starts scapasamainses August 1, 1942 S estkinen ee daaetlass Expires .......... OS A fe 
Number of Periods ...nnrreeennee DO ha ec aera aD BB aaa a la a 
Duration of Period ................ 1/2 minute day == 30 Words, MUEME oc cscccscessenaemamene 
Days of Broadcast vce MOR eg...2UES.0.9...19G ay. DARE 0.p. BR wccceseensestitinnsnmessenenasemesnensss 
Time of Broadcast... sasossssssssee- B00 AM 5 Be RM oO A a acais asda ecsstsopocorceseemmciacss sae 
Type of Program ............ DAY, Recorded. ANNOUNCAMeNtS »...50..WOPAS..DA NG. escsserseseerceeneeeneee 


Time Cost 1/2 min, $25.00 quantity discounts to be ailowed us earned 


° 
pevpeerrrrrrrerrrertiirrrtitirie. “ *?, Cor ”- oo cesses t oer eemmncese at we teeeeeseeee 


Talent Cost ......ccsccerseseessesssseessessees None ssidehcapib uskccs bpenpiicsSe Wibacbiesaeechabligassiciececocaitoneaisipucustubaeeheoaeisaususuor tre ieiok can ea einianbabaetaT 

Agency Commission ....s.cssssscsssscsees I a a a onal 

Mail Response t0 ...c:cve--e Je N, Doe, Advertising Manager, ..KYZ...SORD....CQwsPADY....n-ccsernnvsee 
Heh 


Announcements to be furnished by agency one week in advance 
Remarks: of scheduied time. AL 
In thé event the announcements eannot—be broadcust at tafe 
times)specified above, station shalu broadcast them at tke 
nearest available time, 


hu 
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WHO FROM 


SCHEDULE INFORMATION Sales 
Dept. 


A es ZYX Miiiing Company, Inc. - Minnsaposis, Minn, . 


AMON sccccicnsacud Co...Bie..fre..AAVERGiLSINg...ASSOCLE LES... n.ncccennssssssesussssssececscsesssseceenes eee , 


gucseccreccececscuccecsacccecnucsccccrossenee acrcgoestsmerieseaPensaamnsearnerenen: annesneeeneneGsdbReaaneaneesaaranesenarseseseneessaudenrannenaeeassneosenssanty at 
woe evens er sacnesenessesocen & 


Starts coeccccscsescesssesseseeseeed WULY..15,..1942 ne Expires ...... January, 15,1943 
Number of Periods o....cscsssocesecodts S20 sesssserccsesstenessesnnsssennamesnsnntsse rT TOR ee OR TR Te NE IN ae | 
Duration of Period .............:escseseeee- pe gb B 2th: | ek oe eae cee Tae OR eo Cee ET Re PN ; 


Days of Broadcast “cocccceceneee,. MOMs 5. MUCS 6.9... WEG eg... TOME S.0.g. FPA a. eecsseeessese ane nnnstnsatessetsetunses soe 


Time of Broadcast ..............0-+ [a [0,01 28 > ie ,) . Ce aa ne os eae ae ae Sone ee ee en 
Type Of Program ....2....ssssscccssssccersssssseee Live talont.wi th soundsett ect $i...2.:cap senses 
Time Cost 

Pays ...290200 JOSS. ceccoeeceeKOenecccnseee % for.....—.. SS, | _. times $.......0%200_ 
Talent Cost .....$30..00...per...progranm...and..$35,00...per...proyrai..for..sound.efrects——.—. 
Agency Commission ............0+++ DED Lites datos obec ata hace acelniialapnin seacanaals: 
Mail Response to ........s+-sccsseae _John Doe, Time Buyer = C. BR. A. Advertising Assoc. 


00000000 ce ccene cnatedisncnnannencsdewGdeS0eesSe8SedO000 Se teneshounteceseennanesnseesenEses 0600s 56S <- nnn mews mn mrs nr = — ne 8 an mere EOE N OTD © 78 SINISE ee" 


C opy for progrzms to be furnished by agency two wecks in 
advance of scheduced time to asiow for reheursals,. 

In the event schedule is cancelied by adverti.er before 
expiration date, station mst be given fwo week written 
notice and station can short-rate to oie earned r.te on 
date iast broadcast has run. 


Remarks: 


Exhibit 3a 
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Monday Wednesday Thurascy Friday Saturday Sunday 


8:00_AX 
8:16 AN 


8:50 Abi 

7:59 PM 
Advertiser .AY.G...SQMP..COMPANY. i cesssseusececeunsneseeeesessceeesesce ; Originating at........... a 
Agency As Be Co Advertising Agency ; piscount &S,earmned 
Address New York, Ne Ye i ala 
Commences August 1, 1942 0s Expires ._ July Sl, 19435 


$25. y) 
pays 38:00 Bay beans Scounts as garned a, +i , 


REMWREG; In the event announcements cannot—be broadcast at tire 
tines, speci fied above, station shall broadcast them at thé 
nearest available time. 


Exhibit 4 


Saturday Sunday 


Monday Tuesdsy Wednesday | Thursday 


_8:30-45Ari x x x 


Advertiser ....2YX..MilIing Company... emeensnereeveee$ Originating at... = 
Agency .CsBe As Advertising..Associa tes.; Discount 20% ee 
Address _..Chicago, Jllinois ita rie 
Commences JULY.15..1942 3 Expires January 15, 1995 


Peys $90.00... leas ....20.. % for ——.100........ Time discount—$_72.00— 


REMARGS: 30.00 talent 
8.00 S.E. 


Exhibit 4A 
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WHO, pes MoINES, IOWA 
for Monday, Auzuet Sl, 19¢2 


PGN, TIME SPOT TIME wet PROGRAM TITLE 
Bsuu Voice of Temporance e SM 
8146 Pop Stover & Gang = CEC ie 
6:00 Heaven & Home Hour e CE “s 
6116 Feniliar Kelodies / ‘ . 
6330 War Send announcesent vi 
6330 Farm Nows « jal 
6245 Jerry & Zelda = RD / 
7100 Sorap Drive announcement y 
7200 WBC} Alex Dreier, News — 80 re 
716 Tek (Johnsoa & Johnson) 
7:16 Tige to Shine - auc / / 
7630 Towa Packing Cos = News = 1 PC,/ 
1 ees Unele Stan © LCN , 
8:00 XYZ Soap Co. ds / 
8300 Kdith Dunham Weber ~ YB / 
8016 3Y2Z Soap Co. yf 
8516 Bil] Austin at the satay 
BrS0 IYZ Soap Co. 
8430 ZYX Melodiers = 2M 
6045 Aunt Jemima = QO ye 
8160 Iowa Ramblers / 
9100 The Buokerooe : 
9:10 Continental Baking a 
9116 Petera Chickadees @ PHC 
0125 Transcribed Interlude 
9 WBC | Help Mate = CPC J if 
0146 WBC | Lone Journey = P. & a! 
EXHIBIT 6 
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WAO CENTRAL BROADCASTING COMPANY WHO 
CONTROL ROOM PROGRAM LOG SHEET 


Anner, Aaanct. PROGRAM FEATURES AND INTERRUPTIONS 


Snyder & Gwynn on duty 


ADA INA National Anthea 
. SA Sign on as per FCC = Tie 
bad TA Voice of Temperence Sie 
« TASA Tine 
2 TA Pop Stover & Gang crice 
- TASA | Time 
bed TA Heaven & Home Hour CEs 
. TASA | Timo 
ad TA Familiar Melodies 
. TASA | Var Bonde 
bed SA Tine 
* Farm News (HP) cse 
ADR SA Tine 
" Jerry & Zelda RDe 
* SA Sorap Drive 
bed Tino 
bad SA Alex Dreier Soe 
Ld SA Tek Tooth Brush JJe 
* TA Time to Shine GHCce 
ADA SA 
s News Reports IPCe 
bed SA Tine 
* Unole Stan (Kids Pen.) Love 
sg TA Lovely Soap xYze 
* SA Time 
ADR INA Edith Dunhan Weber YBe 
® TA Lovely Soap XYZ 
bd SA Time 
sal Bill Austin at Organ 
S TA Lovely Soap xYze 
AST SA Time 
e Melodiers ZYxe 
* SA Time 
bed TA Aunt Jamina Q0s 
ADR Iowa Ramblers 
bed SA Time Talk 
. TA Buokeroos Musio | Bl-266 
bad TA Yonder Broad CBCe Talk | BT-601 
3 Buskeroos Continue Music | BT=286 
. SA Time Talk StU 
AS Chickadees PHCe Wariety; ° 
bs SA Transoribed Interlude Lusia | ET's 
SA Tine Talk STU 
Help Late cPCe Drama | RBC 
asw SA The Musterole Co. @ Talk 8TU 
Lone Journey P&Ge | Draca | BC 
ASW BA Tek Tooth Brush due | folk 8TU 
Road of Life P&de Drama waec 
Vio & Sade pace | ° : 
TOTAL TIME REMARKS: 
IN OPERATION 
BROUGHT FRD. 
TOTAL TO DATE 
EXHIBIT 7 a lS ia 1 
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CENTRAL BROADCASTING COMPANY — RADIO STATION WHO 
Advertiser: XYZ Soap Cos = New York, Ne Ye -speaa oeicotaaton 


Charge to: A. Be. C. Advertising Agenoy Classification of Income: = 418 


New York, Ne Yo 


Time: Mon. thru Fri. @-6:15-8:30 AM 2 min. ET. 7:30 Plt 30 words. 

Starting Date:Auge 1, 1942 Expiration Date: July 31, 1943 No. of Times Contracted for: 1,044 

Sarma Ante, oe 925.00 4 min. ET 

Time Charge: $7.95" Basle Rate: 46.00 30 words Quantity Discount: 137% for S>— Times 
Talent Charge: None News Charge: None £.T. Charge: None Mise. Charge: one 


Agency Comm. on Time Charge Only: 15% Miscellaneous: Quantity discounts to he allowed as earned. 


TIME CHARGE | TALENT | OTHER | DATE |] FROM TO TINE CHARGE | TALENT | oTUER 
| | ‘ ; 
4 ee 00 


a ee a a ee ee eS ee 


— ee 
= 
em eee. 
SL ey ee ee 
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CENTRAL BROADCASTING COMPANY — RADIO STATION WHO 


Advertiser: . a = * U 

2YX Milling Co., Inc. = idinneapolis, kinn. -upeatl commatatoa 
Charge to: C, B. A. Advertising Associates Classification of income: 421 = 442 = 446 

Chicago, Illinois 23 @C c 

s) e ait 
(ube a 4 omy 0109") ' 

Time: Non. thru Fri. 8:30-8:45 An’ afte qey =e 
Starting Date:July 15, 1942 Expiration Date: Jan. 1&, 1943 No. of Times Contracted for: 130 
Time Charge: #72200 Basic Rate: $90.00 Quantity Discount: 2qe/ for 100 Times 
Talent Charge: $30.00 News Charge: E. T. Charge: $3.00 S,E, Mise. Charge: 


Agency Comm. on Time Cherge Only: 1595 


rer FROM TO | TIME CHARGE 
ji IXY] ¥$o PARK 10° 
1b Y sf 100 
TN Z| |e] te 
20] } Joo 
al S y Tyee 
ar] 100 
a3} of 7 >\00 
nf if 4 Tr00 
1] 7 | Treo 
wl | | | qy00 
es ,| bp 
gol 4, | THe 
a) ov 6 
: 936 00 
IYo Wo 
TI¥ bo 
| 340\00 
' 34 \00 

! ! 

lng 3 $30 GAS 


= ta 
x 
Ae 


“ae 
a: 
= 
Lt} 


Siri | 


- 


grees me ee oe oy eo 


— 


Miscellancous: Subject to short-rate if cancelled. 


DATE | FROM |}3| to | mwecmance | rarest] crane 


rem et eee ee eee 


i 
EXUIRIT Sa 


i 
| 
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GENTRAL BROADCASTING COMPANY 
Ouming and Operating Iowa's $0,000 Watt Station WHO 
Drs Momes, Jowa 
AFFIDAVIT OF PERFORMANCE FOR 
A. B. C. Advertising Agency 


State of Iowa, County of Scott: 
Before me, a Notary Public, personally appeared Wm. M. Brandon, who, being duly 
sworn, deposes and says: that he is the Secretary of the Central Broadcasting Company, an Iowa Corporation, which owns 
and operates Broadcasting Station WHO, in the City of Des Moines, Polk County, Iowa, and that the programs of 


Cor -N e Ye 
XYZ Soap Company ew York, W prsASieicuouphithe af - 
oxgtion on the dates and time as specified below: 
Ave. 3,4,5,6,7,10,11,12,13,14,17,18,19, 8:00 am 
~~20,21, 24,05, 24,27,28,51, 8:15 
8:30 


7230 pm 


Exhibit 9 


Subseribed and sworn to before moon this Jet davef Seotember IX 


: Notary Public im and for Scott Os., lowa. My Commission expires July 4, 1946. 


CENTRAL BROADCASTING COMPANY 


Ouming and Operating Iowa’s 50,000 Watt Station WHO 
Des Mores, Iowa 


AFFIDAVIT OF PERFORMANCE FOR 


C. B. A. Advertising Associates 


State of Iowa, County of Scott: 

Before me, a Notary Public, personally appeared Wm. M. Brandon, who, being duly 
sworn, deposes and says: that he is the Secretary of the Central Broadcasting Company, an Iowa Corporation, which owns 
and operates Broadcasting Station WHO, in the City of Des Moines, Polk County, Iowa, and that the programs of 

ZYX Milling Co., Ince = Minneapolis, Minn. were broadcast through the aforesaid 


one the dates and time as specified below: 
Aug. $,4,5,6,7, 8:30 to 8:45 am 


Exhibit 9a 


Subscribed and sworn to before meen this Ist dayef Septembcr 1mk 


Notary Publle in and for Scott Co., Iowa. My Commiaslo % 
three hundred forty-two m expires July 4, 1046 


CENTRAL BROADCASTING GOMPANY 


Owning and Operating Iowa's 30,000 Watt Station WHO 
Des Mowers, Iowa 


INVOICE 
A. 3. C. Advertiasin eno 


New York, Ne Ye 


Davenronr, iowa August 31, 1942 
s 
TEAMS: SUBIECT,TO/CONTRACT OEND REMITTANCE TO 1002 BRADY 87. DAVIEXPORT, lowA 


TALENT, LINE 
CHARGSIS, ETC. 


AOVERNSER 


XYZ Soap Coe = New Yor 


2,520.00 


Quantity disc. earned 


378.00 
¥i1i2.00 


1,820.70 1,520.70 
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CENTRAL BROADCASTING GOMPANY 
Owning and Operating Iowa's 50,000 Watt Station WHO 
Des Moinss, Iowa 


INVOICE 
C. 8. A. Advertising Asscodiates 


Chicazo, Illinois 


Davenport, iowa,_Auzust SL, 1942 _ 


SEND REMITTANCE TO 1002 BRADY 3ST. DAVENPORT, IOWA 


TERMS: SUBJECT TO CONTRACT 


ADVERTISER onoss COMM. net oan ee TOTAL 
$ $ s $ 
2YXK Milling Co., Ino. 
Minneapolis, Minn. 360.00 1£0.30 
: 15.90 
Short-rate 243.09 
603.00 £0.45 £12.55 677.88 
Exhibit 10a 
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CHAPTER LX 
COMMERCIALS BRIEFED 


(See reference, P. 157) 
TOTAL WORDS 


PROGRAM WORDS SAVED 
Ni ie Ieee case aia Few ee Kee eR os aes 745 232 
Stimway’ Vitamin Company icaneieneo.00sc. ces eee cde ee 770 -194 
Wicnthier: Rrophebissccestn ccdaciaiiises dy 24% t eee. eR 564 165 
Readers Digest (9/18/7490) saceauik dc aceye Te eehtiese ts cous 156 34 
Readers: Divest (OIG 42) ssa. 0s Sines wares dBW eee ws Rees 157 55 
Renders Digest (OPIS PAR)! accuses eee aca owas sigue’ + 3 egos 155 21 
Reader's: Digest (0/23/42) sccicateiarens soe vas acainaiaw es 0 sinateivios 154 25 
Dr. Fahrney’s Alpen Krauter (4/2/41) ......0c eee ee cece e eee 50 5 

(Q2nd commercial) ............ 182 65 
(3rd commercial) ............ 211 35 
McConnon and Company (10/24/41) ...cccseecceecceeenens 58 15 
(2nd commercial) ............ 469 122 
(3rd commercial) ............ 576 164 
(4th commercial) ............ 28 i) 
U. S. Gypsum Company (Opening) ..............02eee eee ee 97 8 
(TRAE) >) ssevcrrsciceaes< w/e caneeevoncts 175 22 
CGTOS WE)  cccrcioesnss Sx ccosmassraia st 126 9 
Household Magazine (Feb. 10-28/41) ...........ece eee ewes 79 4 
(2nd commercial) ............ 311 119 
(3rd commercial) .........5-5 84 12 
Moews — Lowe Hybrid Seeds (Jan. 8) .............cceeeeees 253 20 
Foxcentrate (Fox Chemical Co.) ........... ec cece eee e ee eeeee 243 51 
Readers Digest (072/41) scstesivate ey 340s waomaauinent < cepeaya oe 171 24 
Resders Digest(9/19/4l) scams cues, osceteeeeine << pexerns 172 19 
Readéns- Digest (10/18/41) <scceies cae ss Rene kaw 169 26 
Renders Digest OL1O/AL) \ccccce Seid scene PoOuee ss sae se 180 38 
KenenekyGlab Gan. $751941) sssicinan s-o 0s cienamnoune scammers 164 33 
TERS: « o:5:i's sacanctnes ce enasien# 123 13 
Catey’ Salt Gonitany.;.. senenivetuntonis<s2. permed Sasncwnt 283 88 
(2nd commercial) ...........- 288 a: 
Walt© Meal (16/6741) Noo Vs cctnvies ares oe arsenic vee aets.0 100 12 
PMOY 682 Shes 4 da bdotanienat iene 63 100 18 
PMG A oi sd « heaitoraeiniee'e cSeaalals 100 24 
NB GS) i «cee Pegaers 100 10 
ING6 -a.44. eaaceneint comme. 100 11 
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PROGAM 


TOTAL WORDS 


WORDS SAVED 
Sterling Insurance Co. (Opening) ...........ce cece cee ee eens 73 14 
(2nd commercial) ............ 505 07 
(3rd commercial) ............ 320 60 
(4th commercial) ............ 153 46 
Vinton Hybrid Corn (12/31/41) (Opening) ................ 188 9 
(2nd commercial) ............ 130 6 
(3rd commercial) ............ 82 11 
Colonial Poultry Co. (Feb. 17th) (Opening) ................ 205 48 
(2nd commercial) ............ 318 38 
(3rd commercial) ............ 313 31 
(4th commercial) ............ 156 56 
Gold Medal Capsules (Dec. 2nd) (Opening) ................ 47 9 
(idgle) <esesscncrnenctamciivenc. 324 169 
HOISSING) cutee ais arate 228 133 
Household Magazine (Jan. 6-22, 1941) (Opening) ............ 90 22 
(2nd commercial) ............ 312 54 
(3rd commercial) ............ 246 70 
(4th commercial) ............ 96 29 
Sweetheart Soap (11/26/41) (Opening) .............cce eee 83 2 
(Clesiag) . .cauosawss ss cee 190 47 
Towealth Hybrid Corn (9/13/ 1). seed iarh a sarigeoon genes exs 151 29 
(TOA2S 7A): eiaiieadomirmonnn és 267 92 
Red Brand Fences (Keystone Steel & Wire Co.) 
(1724/40) seaecoens 154 py 
(2/3/40) (Opening) ......... 209 57 
(Middle): .jcewreantitancaiion 96 16 
(Closing)! sacnaaieaeuna 73 18 
Aladdin Mantle Lamp (Oct. 4th) (Opening) ..............+. 176 48 
(EGGS). sencck 0s ns coe 258 69 
(Closiig) 4.3 << ssscase ete 140 47 
Funk Bros. Seed Company (Nov. 23rd) (Opening) ..........- 47 15 
(Middle) os cocSe oa oe sane 258 19 
1S cic) 2 re ere 158 25 
McConnon and Company (Farm and home products) 
(Feb. 22, 1941) (Opening) .... 49 5 
(Qnd commercial) .........--- 125 31 
(3rd commercial) ...........- 23 5 
(4th commercial) ............ 427 111 
(Sth commercial) ...........+ 132 27 
Moews and Lowe Seed Co. (Hybrid seeds) (12/4/41) ......-. 215 23 
Monarch Camera (June 11) (Opening) ...........0--ee eee 81 24 
(Cissy): oeescandianwsam 301 111 
Flex-O-Glass (12/28/40) (Opening) ..........ceeeeeeeeeeee 74 8 
(2nd commercial) .........+++ 212 v2. 
(3rd commercial) ..........+- 223 53 
(4th commercial) ..........+. 06 16 
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TOTAL WORDS 


PROGRAM WORDS SAVED 
Dean Studios (photo enlargements) (Opening) ............4. 58 11 
(2nd commercial) ............ 202 21 
(3rd commercial) ............ 386 154 
(4th commercial) ............ 304 94 
(Sth commercial) ............ 109 109 
Naughton Farms (Plants & Shrubs) (April 7, 1941) 
(Opening) css c cees iatnnd 109 12 
(Midgar), ~ saoseca 5 eM sake 766 369 
(Close) wewecie site xs kaca 113 31 
“Fashionable” Word-Building Contest 
(Candid Eye News publication) (1/25/41) (Opening) .... 120 56 
CMidGIE)” etevturtiic os «Brame eacdes 566 258 
(CLOSING): «acs urea iets cic vos 165 165 
Peruna:(Opetiing) «7... Rewotawehatanaiss ss Saas See wees 301 203 
(2nd commercial) ............ 330 186 
(3rd commercial) ............ 206 122 
KoloriBak AO penilig) i024) Sen nwetaewienk s ete wae <a 351 161 
(2nd commercial) ............ 311 111 
(3rd commercial) ............ 518 111 
Camel Cigarettes (Apr. 6, 1940) (OBEN) Aisin sce eee 204 52 
(CloaaG): .Motssca ce ORe Ce 248 57 
Colonial Baby Chicks (Opening) .........-..200eeeeeeeeeees 232 28 
(2nd commercial) ............ 182 91 
(5rd commercial) ............ 197 53 
(Glo sitig) ics spxteusse sues Soe 300 62 
Bante: lange (Candy tbat isi oss dacatinaiueenin sate «5 yaa 165 27 
Semi-Solid Protective Feeds (Consolidated Products 
Company) (April 19, 1941) (Opening) .................. 105 6 
(2nd commercial) ........... 162 11 
(3rd commercial) ............ 678 261 
(4th commercial) ............ 120 17 
Flex-O-Glass (Fall, 1941) (Opening) ..................025. 42 
(Qnd commercial) ............ 218 14 
(3rd commercial) ............ 189 25 
(Glesinig))aeies cr nceecnweeen ys 2 65 18 
Smith Mother Nature Brooder (1/30/41) (Opening) .......... 101 95 
(2nd commercial) ............ 200 64 
(3rd commercial) ............ 342 72. 
CClOSG)  eviseed G5 desea Fe earae: 2 146 26 
Sterling Insurance Co. (Opening) ..............ece cece eeees 120 69 
(2nd commercial) ............ 492, 153 
(3rd commercial) ............ 452 205 
(Cosine acs-x's canaren te arnes sacs 148 102 
Household Magazine (Feb. 22, 1941) (Opening) ............. 86 44 
(2nd commercial) ............ 284 182 
(Closing) wasees onsen se 100 ZZ 
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TOTAL WORDS 


PROGRAM WORDS SAVED 
Kentucky Club Tobacco (Feb. 28, 1941) ........ceeceeeeeeees 164 28 
Julep cigarettes .............. 140 22 
Peter Paul, Inc. (Mounds Candy Bar) (11/20/41) (Opening) .. 156 17 
(Qnd commercial) ............ 96 8 
(CLOSE) iaicsosncxgneisia sieve Saco 85 9 
Hawkeye Steel Products Company (Hog feeders) (5/9/41) .... 216 7 
Peters Baby Chicks (1/20/41) (1st commercial) .............. 323 151 
(2nd commercial) ............ 47 47 
(3rd commercial) ............ 133 30 
(4th commercial) ............ 17 17 
(Sth commercial) ....... Pe ee | 30 
(Clostiig): «.s2eFei iss stac 117 19 
Von’s Pink Tablets (Opening) ............ 00 e cece nee eeenne 75 40 
(AAAIE D> «0 seapswacrwodiene’ ves 96 I? 
(Closing) se haces ti eucoines 218 75 
Penman (Fountain Pens) (Jan. 1-3, 1942) (Opening) ........ 276 68 
(Middle) ....... seniseeee sa nanan 162 58 
(Clase). xcce ones «ies 124 55 
Album Photo Service (Opening) ...........:.ceceeeeeeeeees 131 66 
(Middle). s.ccheeacitrencei: 153 40 
(Glosing):.< . (aistontessaess 171 41 
Penman (Fountain Pens) (Announcement No. 106) .......... 606 222 
(Announcement No. 7) ....... 274 124 
(Announcement No. 9) ....... 352 143 
(Announcement No. 104) ..... 421 247 
(Announcement No. 105) ..... 455 301 
(Announcement No. 103) ..... 520 347 
Dextrose-Silage (Announcement No. 11) ......--..seeeeeees 118 10 
(Announcement No. 12) ...... 124 9 
Corona Antiseptic Ointment (11/29/41) .........cceeeeeeees 65 3 
(2nd commercial) ............ 103 i4 
Cownie’s Fur Storage (Opening) ........0.2c0ceeceeceeeenee 86 14 
(1st commercial) ............- 191 19 
(2nd commercial) ............ 202 1 
(Closing): sscatwessaweeains 82 5 
Davidson's (Furniture Store) (Opening) ...........+seseeees 4l 2 
(Qnd commercial) ...........- 183 55 
(3rd commercial) .........6+- 105 18 
(4th commercial) ...........- 49 4 
(Closing)... comeirecencsawens<« 50 4 
Dean Studios (photo enlargements) ..........:e20eeeeeeeeee 303 73 
215 39 
Dr. Fahrney’s Alpen Krauter (Tonic) ..........0.e0eeeeeeeees 187 40 
(Closing) sn susrossswteean ceeds 212 29 
GRAND TOTAL ..... 34.075 10,119 


Per cent of words saved — 29 7/10 
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CHAPTER LXI 
CORRECTED COPY SERVICE 


To further intent and purposes of this book, to be of greater 
service to radio industry, author, WITHIN LIMITED DEGREES, 
will go over SAMPLE commercials submitted. 


He will revise, brief, positivize, and otherwise convert com- 
mercials INTO SALES COPY thus bring it into conformity with 
suggestions contained in this book. 


ANY radio representative, radio agency, radio commercial 
writer, station manager, announcer or other radio personnel 


may send same. 


Within LIMITED quantities and frequencies, this service is 
free | 


Follow these instructions fully: 


Ist. All copy must be typewritten, double-spaced, one 
side only. 


2nd. Each copy submitted must be in duplicate, one 
to be returned and other for author's files. 


3rd. Enclose self-addressed return envelope to facili- 
tate prompt and correct return. 


Address, 
Col. B. J, Palmer (PERSONAL) 
Davenport, Iowa, U.S. A. 


P.S. If there is delay, be patient. There may be many others 
ahead, or, author may be on a lecture tour. 
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CHAPTER Lxil 


Radio Stations Using Radio Salesmanship 


ALABAMA 


WALA, Mobile 
WAPI, Birmingham 
WBHP, Hunstville 
WCOV, Montgomery 
WAJOH., Opelika 


WLAY, Muscle Shoals-Sheffield 


WMOB, Mobile 
WSAF, Montgomery 
WSGN, Birmingham 


ARIZONA 


KCRJ, Jerome 
KGLU, Safford 
KOY, Phoenix 
KPHO, Phoenix 
KTAR, Phoenix 
KVOA, Tucson 
KWJB, Globe 
KYCA, Prescott 
KYUM, Yuma 


ARKANSAS 


KARK, Little Rock 
KCMC, Texarkana 
KELD, Eldorado 
KFFA, Helena 

KOTN, Pine Bluff 
KTHD, Hot Springs 
KUOA, Siloam Springs 


as Text 


CALIFORNIA 


KALW,, San Francisco 


KCVR, Lodi 
KDON, Monterey 
KERO, Bakersfield 
KFBK, Sacramento 
KFOX, Long Beach 
KFSD, San Diego 


KFXM, San Bernardino 


KGB, San Diego 
KGO, San Francisco 
KHSL, Chico 
KHUB, Watsonville 
KIEM, Eureka 
KJBS, San Francisco 
KLX, Oakland 
KMPC, Beverly Hills 
KMTR, Hollywood 
KMYC, Marysville 
KNX, Los Angeles 
KPRO, Riverside 
KRE, Berkeley 
KRKD, Los Angeles 
KROW, Oakland 
KSRO, Santa Rosa 
KTRB, Modesto 
KVCV, Redding 
KVOE, Santa Ana 
KWG, Stockton 
KWKW., Pasadena 
KXLA, Pasadena 
KXO, El Centro 


COLORADO 


KFEL, Denver 

KFXJ, Grand Junction 
KLZ, Denver 

KMYR, Denver 

KOA, Denver 

KVOD, Denver 

KVOR, Colorado Springs 


CONNECTICUT 


WATR, Waterbury 
WBRRY, Waterbury 
WDRC, Hartford 
WELT, New Haven 
WICC, Bridgeport 
WNAB, Bridgeport 
WNBC, Hartford 
WNHC, New Haven 
WSRR, Stamford 
WIHT, Hartford 
WTIC, Hartford 


FLORIDA 


WDBO, Orlando 

WDLP, Panama City 
WFLA, Tampa 

WFOY, St. Augustine 
WFIM, Fort Meyers 
WINK, Fort Meyers 
WIOD, Miami 

WIHP, Jacksonville 
WIJNO, West Palm Beach 
WLAK, Lakeland 
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WLOF, Orlando 
WMBR, Jacksonville 


WMFI, Daytona Beach 


WPDQ, Jacksonville 

WQAM, Miami 

WRLE, Gainesville 
- WSPB, Sarasota 


WSUN, St. Petersburg 


WIMC, Ocala 


WTSP, St. Petersburg 


GEORGIA 
WAGA, Atlanta 
WALB, Albany 
WATL. Atlanta 
WBLJ, Dalton 
WDAK, West Point 
WGAC, Augusta 
WGGA, Gainesville 
WLAG, LaGrange 
WMAZ, Macon 
WMLJM. Cordele 
WMOG, Brunswick 
WPAX, Thomasville 
WRBL, Columbus 
WRLC, Toccoa 
WSAYV, Savannah 
WSB, Atlanta 
WTOC, Savannah 


IDAHO 
KID, Idaho Falls 
KIDO, Boise 
KRLC, Lewiston 
KTFI, Twin Falls 


ILLINOIS 
WAIT, Chicago 
WBBM, Chicago 
WBEZ, Chicago 
WCAZ, Carthage 
WCBS, Springfield 
WCEL, Chicago 
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WCLS, Joliet 
WCRW, Chicago 
WDAN, Danville 
WDWS, Champaign 
WDZ, Tuscola 
WEBQ, Harrisburg 
WEDC, Chicago 
WENR, Chicago 
WGIL, Galesburg 
WGN, Chicago 
WHEBEF, Rock Island 
WJJD, Chicago 
WIPF, Herrin 
WJWC, Chicago 
WLDS, Jacksonville 
WLS, Chicago 
WMaAQ, Chicago 
WMBD, Peoria 
WMRO, Wheaton 
WSOY, Decatur 
WTAD, Quincy 
WITMV, East St. Louis 


INDIANA 


WAOV, Vincennes 
WASK, Lafayette 
WBOW, Terre Haute 
WEOA, Evansville 
WEBEM, Indianapolis 
WGBF, Evansville 
WGL, Fort Wayne 
WHBU, Anderson 
WIBC, Indianapolis 
WIND, Gary 

WISH, Indianapolis 
WJOB, Hammond 
WKMO, Kokomo 
WOWO, Fort Wayne 
WSBT, South Bend 


IOWA 


KBIZ, Ottumwa 
KBUR, Burlington 


KDTH, Dubuque 
KFNF, Shenandoah 
KGLO, Mason City 
KICD, Spencer 
KRNT., Des Moines 
KROS, Clinton 
KSCJ, Sioux City 
KXEL, Cedar Falls 
WHO, Des Moines 
WKBB, Dubuque 
WMT, Cedar Rapids 
WOC, Davenport 
WOT, Ames 
WSU, Iowa City 


KANSAS 


KANS, Wichita 
KCKN, Kunsas City 
KFBI, Wichita 
KFH, Wichita 
KGGF, Coffeyville 
KGNO, Dodge City 
KOAM, Pittsburg 
KSAL, Salina 
KTSW., Emporia 
KVAK, Achison 
KWBW., Hutchison 
WIBW., Topeka 


KENTUCKY 


WAVE, Louisville 
WGRC, Louisville 
WHLN, Harlan 
WHOP, Hopkinsville 
WLAP, Lexington 
WOMI, Owensboro 
WPAD, Paducah 
WSON, Henderson 


LOUISIANA 


KALB, Alexandria 
KMLB, Monroe 
KPLC, Lake Charles 


KRMD, Shreveport 
KTBS, Shreveport 
KWKH, Shreveport 
WJBO, Baton Rouge 
WWL, New Orleans 


MAINE 


WABI, Bangor 
WACM., Presque Isle 
WCOU, Lewiston 
WCSH, Portland 
WLBZ, Orono 
WPOR, Portland 
WRDO, Augusta 


MARYLAND 


WBOC, Salisbury 
WCAO, Baltimore 
WCBM, Baltimore 
WEBER, Baltimore 
WITH. Baltimore 
WTBO, Cumberland 


MASSACHUSETTS 


WBRK, Pittsfield 
WBZ, Boston 
WCOP, Boston 
WEE, Boston 
WE, Fitchburg 
WESX, Salem 
WHAI, Greenfield 
WHDH, Boston 
WHYN, Holyoke 
WLAW, Lawrence 
WMAS, Springfield 
WNBH, New Bedford 
WORC, Worcester 
WORL, Boston 
WSAR, Fall River 
WSPR, Springfield 
WTAG, Worcester 


MICHIGAN 


WASH, Grand Rapids 
WEBCoM., Bay City 
WCAR, Pontiac 
WELL. Battle Creek 
WFDPF, Flint 
WHLS, Port Huron 
WIBM, Jackson 
WAIBK, Detroit 
W4JIM. Lansing 
W4AJLB, Detroit 

WIR, Detroit 
WKAR, East Lansing 
WKBZ, Muskegon 
WKZO, Kalamazoo 
WLAV, Grand Rapids 


WOOD, Grand Rapids 


WSAM., Saginaw 


WSOO, Sault Ste Marie 


WTCM, Traverse City 
WXYZ, Detroit 


MINNESOTA 


KATE, Albert Lea 
KFAM, St. Cloud 
KGDE, Fergus Falls 
KROC, Rochester 
KVOX, Moorhead 
KWLM, Willmar 
KWNO, Winona 
KYSM, Mankato 
WCAL, Northfield 
WCCO, Minneapolis 
WDGY, Minneapolis 
WEBC, Duluth 
WHLB, Virginia 
WLB, Minneapolis 
WLOL, Minneapolis 
WMEG, Hibbing 
WMIN, St. Paul 
WTCN, Minneapolis 


MISSISSIPPI 


WAML, Laurel 
WCBI, Columbus 
WELO, Tupelo 
WFOR, Hattiesburg 
WSJDX. Jackson 
WAJPR., Greenville 
WM IIS, Natchez 
WROKX, Clarksdale 
WSKB, McComb 
WSLI, Jackson 


MISSOURI 


KCMO, Kansas City 
KFEQ, St. Joseph 
KFRU, Columbia 
KFUO, St. Louis 
KMBC, Kansas City 
KMOX, St. Louis 
KSD, St. Louis 
KTTS, Springfield 
KWK, St. Louis 
KWOS, Jefferson City 
KXOK, St. Louis 
WDAF, Kansas City 
WHB, Kansas City 
WIL, St. Louis 
WMBH. Joplin 


MONTANA 


KFBB, Great Falls 
KGHL, Billings 
KGIR, Butte 
KGVO, Missoula 
KRJF. Miles City 


NEBRASKA 
KFAB, Lincoln 
KGFW, Kearney 
KFOR, Lincoln 
KGNF, North Platte 
KMMgJ, Grand Island 
KODY, North Platte 
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KOIL, Lincoln 

KOWH, Omaha 
WBON, Omaha 
WIJAG, Norfolk 
WOW, Omaha 


NEVADA 
KENO, Las Vegas 
KOH, Reno 


NEW HAMPSHIRE 
WCNH, Concord 
WFEA, Manchester 
WHEB, Portsmouth 
WKNE, Keene 
WLNH, Laconia 
WMUR, Manchester 


NEW JERSEY 
WCAM, Camden 
WEPG, Atlantic City 
WHOM. Jersey City 
WPAT, Paterson 
WSN, Bridgeton 


NEW MEXICO 
KAVE, Carlsbad 
KGEL, Roswell 
KGGM. Albuquerque 
KFUN, Las Vegas 
KOB, Albuquerque 
KTNM, Tucumcari 
KVSF, Santa Fe 
KWEW. Hobbs 


NEW YORE 


WABC, New York City 


WAGE, Syracuse 
WALL, Middletown 
WATN, Watertown 
WBCA, Schenectady 
WBEN, Buffalo 


WBNX, New York City 


WBNY, Buffalo 
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WBTA. Batavia 
WRYN, Brooklyn 
WEAF, New York City 
WEBER, Buffalo 
WENY, Elmira 
WEVD, New York City 
WEBL, Syracuse 
WGNY, Newburgh 
WGY, Schenectady 
WHAM, Rochester 
WHCU, Ithaca 
WHDL, Olean 
WHEC, Rochester 
WHN, New York City 
WHY, Schenectady 
WIBX, Utica 

WINS, New York City 
WITN, Jamestown 
WJZ. New York City 
WENY, Kingston 
WLIB, Brooklyn 
WMFF, Plattsburg 
WNEF, Binghamton 
WNEW, New York City 
WOR, New York City 
WSAY, Rochester 
WSLB, Ogdensburg 
WSNY, Schenectady 
WSYR, Syracuse 
WTRY, Troy 
WWNY, Watertown 
WWRL, Woodside 


NORTH CAROLINA 


WAIR, Winston-Salem 
WAYS, Charlotte 
WBBB, Burlington 
WCBT, Roanoke Rapids 
WDNC, Durham 
WEED, Rocky Mount 
WGBG, Greensboro 
WGBRR, Goldsboro 
WGTC, Greenville 


WGIM, Wilson 
WHIKY, Hickory 
WISE, Asheville 
WMED, Wilmington 
WPTF, Raleigh 
WRRF, Washington 
WSJS, Winston-Salem 
WSOC, Charlotte 
WSITP. Salisbury 
WWNC, Asheville 


NORTH DAKOTA 


KFYR, Bismarck 
KILO. Grand Forks 
KOVC, Valley City 
KSJB, Jamestown 
KVOX, Fargo 
WDAY, Fargo 


OHIO 


WADC, Akron 
WAKER, Akron 
WBNS, Columbus 
WCKY, Cincinnati 
WCLE, Cleveland 
WCOL, Columbus 
WCMW, Canton 
WCPO, Cincinnati 
WFIN, Findlay 
WFMJ, Youngstown 
WGAR., Cleveland 
WHIO, Dayton 
WHK, Cleveland 
WHKC, Columbus 
WICA, Ashtabula 
WING, Dayton 
WIZE, Springfield 
WIW, Akron 
WKBN, Youngstown 
WKRC, Cincinnati 
WLOK, Lima 
WLW, Cincinnati 
WLWO, Cincinnati 


WMRN, Marion 
WOSU, Columbus 
WPAY, Portsmouth 
WRRN, Warren 
WSAI, Cincinnati 
WSPD, Toledo 
WSTYV, Steubenville 
WTAM, Cleveland 
WTOL, Toledo 


OKLAHOMA 
KADA, Ada 
KASA, Elk City 
KCRC, Enid 
KHBG, Okmulgee 
KOCY, Oklahoma City 
KOME, Tulsa 
KTMC, McAlester 
KTOK, Oklahoma City 
KTUL, Tulsa 
KVOO, Tulsa 
WKY, Oklahoma City 


OREGON 
KAST, Astoria 
KBND, Bend 
KBPS, Portland 
KEX, Portland 
KFJI, Klamath Falls 
KGW. Portland 
KLBM, LaGrande 
KOAC, Corvallis 
KOOS, Marshfield 
KORE, Eugene 
KUGN, Eugene 
KUIN, Grants Pass 
KWIL, Albany 
KWRC, Pendleton 
KXL, Portland 


PENNSYLVANIA 
KDKA, Pittsburg 
KQV. Pittsburg 


WARM, Scranton 
WAZL, Hazleton 
WBRE, Wilkes Barre 
WCAU, Philadelphia 
WCBA, Allentown 
WCED, DuBois 
WEDO, McKeesport 
WEEU, Reading 
WERC, Erie 
WEST, Easton 
WFIL, Philadelphia 
WGBI, Scranton 
WHIB., Greensburg 
WIP, Philadelphia 
WISR, Butler 
WIJAC, Johnstown 
WIJPA, Washington 
WKBO, Harrisburg 
WKEPA, New Kensington 
WKST, New Castle 
WLEU, Erie 
WMBs5S, Uniontown 
WPEN, Philadelphia 
WSAN, Allentown 
WSBA, York 


RHODE ISLAND 
WEAN, Providence 
WFCI, Pawtucket 
WIAR., Providence 
WPRO, Providence 


SOUTH CAROLINA 
WAM, Anderson 
WCOS, Columbia 
WCSC, Charleston 
WFEBC, Greenville 
WEIG, Sumter 
WIS, Columbia 
WKIX, Columbia 
WORD, Spartanburg 
WSPA, Spartanburg 
WTMA, Charleston 


SOUTH DAKOTA 
KABR, Aberdeen 
KELO, Sioux Falls 
KOBH. Rapid City 
KSOO, Sioux Falls 
KWAT, Watertown 
WNAX, Yankton 


TENNESSEE 
WAGC, Chattanooga 
WAPO, Chattanooga 
WBE, Johnson City 
WBIR, Knoxville 
WDEF, Chattanooga 
WDOD, Chattanooga 
WHBQ, Memphis 
WHUB, Cookeville 
WEPT, Kingsport 
WMC, Memphis 
WMPS, Memphis 
WNOXKX, Knoxville 
WOPI, Bristol 
WREC, Memphis 
WSIX, Nashville 
WTIS, Jackson 


TEXAS 
KABC, San Antonio 
KDNT, Denton 
KEEW, Brownsville 
KEYS, Corpus Christi 
KFDM, Beaumont | 
KFJZ, Fort Worth 
KFRO, Longview 
KGKB, Tyler 
KGKL, San Angelo 
KGKO, Dallas 
KGNC, Amarillo 
KMAC, San Antonio 
KNOW, Austin 
KOCA, Kilgore 
KONO, San Antonio 
KPAB, Laredo 
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KPDN, Pampa 
KPLT, Paris 

KRBA, Lufkin 
KRIG, Odessa 
KRIS, Corpus Christi 
KRLD, Dallas 
KRLH, Midland 
KROD, EI Paso 
KSKY, Dallas 
KTBC, Austin 
KTRH, Houston 
KTSA, San Antonio 
KTSM, El Paso 
KVIC, Victoria 
KVWC, Vernon 
KWBU, Dallas 
KWTX, Waco 
KXOX, Sweetwater 
WBAP, Fort Worth 
WFAA, Dallas 
WOAI, San Antonio 


UTAH 
KDYL, Salt Lake City 
KEUB, Price 
KLO, Salt Lake City 
KOVO, Provo 
KSL, Salt Lake City 
KSUB, Cedar City 
KVNU, Logan 


VERMONT 
WCAX, Burlington 
WSYB, Rutland 
WWSR, St. Albans 


VIRGINIA 
WBTM, Danville 
WCHYV, Charlottesville 
WDBIJ, Roanoke 
WGH, Norfolk 
WEVA, Fredericksbure 
WLPM., Suffolk 
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WLVA, Lynchburg 
WMBG, Richmond 
WMVA, Martinsville 
WPID, Petersburg 
WPUYV, Pulaski 
WRNL, Richmond 
WRVA, Richmond 
WSAP, Portsmouth 
WSLS, Roanoke 
WSVA, Harrisonburg 
WTAR, Norfolk 


WASHINGTON 


KELA, Centralia 
KEVR, Seattle 
KFIO, Spokane 
KGY, Olympia 
KIRO, Seattle 
KIT, Yakima 

KJR, Seattle 
KMO, Tacoma 
KOMO, Seattle 
KPQ, Wenatchee 
KRDS, Seattle 
KRKO, Everett 
KTBI, Tacoma 
KTYW, Yakima 
KUJ, Walla Walla 
KVAN, Vancouver 
KVOS, Bellingham 
KWLK, Longview 
KXA, Seattle 


WEST VIRGINIA 


WAJR, Morgantown 
WBLK, Clarksburg 
WBRW, Welch 
WCHS, Charleston 
WCMI, Huntington 
WILS, Beckley 
WKWK, Wheeling 
WLOG, Logan 


WPAR, Parkersburg 
WSAZ, Huntington 
WWYVA, Wheeling 


WISCONSIN 
WCLO, Janesville 
WDSM. Superior 
WEAU., Eau Claire 
WFHR, Wisconsin Rapids 
WHA, Madison 
WHBL, Sheboygan 
WHBY, Appleton 
WIBA, Madison 
WIGM, Medford 
WKBH, LaCrosse 
WMAM, Marinette 
WOMT, Manitowoc 
WRSIN, Racine 
WSAU, Wausau 


WYOMING 
KDEN, Casper 
KFBC, Cheyenne 
KVOC, Casper 
KWYO, Sheridan 


DISTRICT OF COLUMBIA 


WINX, Washington 
WJSV, Washington 
WOL, Washington 
WRC, Washington 
WWDC, Washington 


ALASKA 
KFQD, Anchorage 


AUSTRALIA 


5LK, Victoria 
3DB, Melbourne 


PUERTO RICO 
WPBA, Ponce 


CANADA 

Alberta 

CFAC, Calgary 
CFCN, Calgary 
CFGP, Grand Prairie 
CFRN, Edmonton 
CJCA, Edmonton 
CJCJ, Calgary 
CJOC, Lethridge 
British Columbia 


CFJC, Kamloops 

CHWK, Chilliwack 
CJAT, Trail 

CJOR. Vancouver 

CIJVI, Victoria 

CKMO, Vancouver 
CKNW, New Westminster 
CKOV, Kelowna 

CKWxX, Vancouver 


Manitoba 

CJRC, Winnipeg 

CJRO, Winnipeg (short wave) 
CJRX, Winnipeg (short wave) 
CKRC, Winnipeg 

CKY, Winnipeg 


New Brunswick 
CFNB, Fredericton 
CKCW, Moncton 
CKNB, Campbellton 


TOTAL RADIO STATIONS, 9/1/46 


Ontario 

CBO, Ottawa 

CFBR, Brookville 
CFCH, North Bay 
CFCO, Chatham 
CFLC, Brockville 
CFOS, Owen Sound 
CFRB, Toronto 
CHEX, Peterboro 
CHML, Hamilton 
CHUM, Toronto 
CICS, Stratford 
CJIC, Sault Ste Marie 
CJKL, Kirkland Lake 
CKCA, Kenora 
CKCH, Ottawa 
CKCL, Toronto 
CKCR, Kitchener 
CKGB, Timmins 
CKOC, Hamilton 
CKPR, Fort Williams 
CKSF, Cornwall 
CKSO., Sudbury 
CKTB, St. Catharines 
CKWS, Kingston 


Prince Edward Island 
CFCY, Charlottetown 


United States 637 


Alaska 1 
Australia 2 
Puerto Rico 1 
Canada 70 
pom 
711 


Quebec 

CBF, Montreal 
CFCJ, Montreal 
CFCX, Montreal (short wave) 
CHAD, Amos 
CHLN, Trois Rivieres 
CHLT, Sherbrooke 
CHNC, New Carlisle 
CHRC, Quebec 
CKAC, Montreal 
CKCV, Trois Rivieres 
CKRN, Rouyn 
CKVD, Val D'Or 


Saskatchewan 
CBK, Watrous 
CFQC, Saskatoon 
CHAB, Moose Jaw 
CJGX, Yorkton 
CJRM, Regina 
CKBI, Prince Albert 
CKCK, Regina 


Nova Scotia 
CHNS, Halifax 
CJCB, Sydney 


Newfoundland 
VOMNF, St. Johns 
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CHAPTER LXIII 


Advertising Agencies Using Radio 
Salesmanship as Text 


ALABAMA 


Sparrow Advertising Agency, Birmingham 


ARIZONA 


Advertising Counselors, Inc., Phoenix 
Arnold, G. E., Advertising Counselors, Inc. 


Phoenix 


CALIFORNIA 


Advertising Arts Agency, Los Angeles 
Associated Advertising Agency, Los Angeles 
Biddick, Walter Company, Los Angeles 
Biow, The Company, San Francisco 
Brown, Howard C. Company, Hollywood 
Foote, Cone & Belding, Hollywood 
Free and Peters, San Francisco 
Garfield and Guild, San Francisco 
Hillman-Shane-Breyer, Inc., Los Angeles 
Jacobs, Harry, Productions, Hollywood 
Long Advertising, San Jose 
McGillvra, Joseph Hershey Inc., Los Angeles 
Mayers, The Company, Los Angeles 
Miner, Dan B. Company, Los Angeles 
Morgan, Raymond R. Company, Hollywood 
Publicity Advertising & Associates, . 
San Diego 
Raymer, Paul H. Company, San Francisco 
Reinhardt, Emil Advertising Agency, Oakland 
Scheibner, Hugo Inc., Los Angeles 
Scholts Advertising Service, Los Angeles 
Simmons, Dean L., Radio Advertising & 
Publicity, Hollywood 
Smith and Bull Advertising Agency, 
Los Angeles 
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Thompson, J. Walter Company, San Francisco 
Tolle, Norman W. and Associates, San Diego 


DISTRICT OF COUMBIA 
Enders, Robert J., Advertising, Washington 


FLORIDA 
Dickson-Ives, Radio Manager and 
Commentator, Orlando 
Newman, Lynde & Associates, Inc., Jacksonville 


GEORGIA 
Acme Advertising Agency, Atlanta 
Coleman, Maurice C. and Associates, Atlanta 
Eastburn and Siegel, Atlanta 


ILLINOIS 
Agency Service Corporation, Chicago 
Ayer, N. W. & Son, Inc., Chicago 
Blair, John and Company, Chicago 
Brown, E. H. Advertising Agency, Chicago 
Buchen Company, The, Chicago 
Burnett, Leo Company, Inc., Chicago 
Campbell & Reynolds, Chicago 
Caples, The Company, Chicago 
Consolidated Products Company, Danville 
Free and Peters, Chicago 
Goodkind, Joice and Morgan, Chicago 
Henri, Hurst & McDonald, Inc., Chicago 
Kircher, The Albert Company, Chicago 
McCann-Erickson, Inc., Chicago 
McJunkin Advertising Company, Chicago 
Mace Advertising Agency, Peoria 
Maxon, Inc., Chicago 
Meyeroff, Arthur & Company, Chicago 


Needham, Louis and Brorby, Inc., Chicago 

Rambeau, William C. Company, Chicago 

Reincke-Ellis, Younggreen & Finn, Inc., 
Chicago 

Rogers & Smith, Chicago 

Rose, Charles Edson Company, Chicago 

Schwimmer and Scott, Chicago 

Shepard, K. E. Advertising Agency, Chicago 

Thompson, J. Walter Company, Chicago 

U. S. Advertising Corporation, Chicago 

Wade Advertising Agency, Chicago 

Walker, The Company, Chicago 

Weed & Company, Representatives, Chicago 

Western Advertising Agency, Chicago 


INDIANA 


Carter, Jones & Taylor, South Bend 
Willis & Martin, Fort Wayne 


IOWA 


Ramsey, L. W. Company, Davenport 

Weston-Barnett, Inc., Waterloo 

Winter, N. A. Advertising Agency, 
Des Moines 


KANSAS 
Carter Advertising Agency, Kansas City 
Owens, Merritt Advertising Agency, 
Kansas City 
KENTUCKY 
Doe-Anderson Advertising Agency, Louisville 
MARYLAND 
Golnick, Leon S. and Associates, Baltimore 
Lichtman, S. J., Company, Baltimore 


MASSACHUSETTS 
Davis Press, The, Inc., Worcester 
Hirshon-Garfield, Inc., Boston 
MICHIGAN 
Simmons-Michelson Company, Detroit 


MINNESOTA 

Batten, Barton, Durstine & Osborn, Inc., 
Minneapolis 

Chamberlin, Harold S., Advertising, St. Paul 
Grove Advertising Agency, St. Paul 
Hutchinson Advertising Co., Minneapolis 
Lewis, Addison and Associates, Minneapolis 
Mason-Webster, Inc., Minneapolis 
Stewart-Taylor Company, Duluth 


MISSISSIPPI 
Ketchings, Tom L. Company, Natchez 


MISSOURI 
Compton Advertising, Inc., Kansas City 
Daugherty, Jimm Advertising, Inc., St. Louis 
French, Oakleigh R. and Associates, St. Louis 
Gardner Advertising Company, St. Louis 
Gonly, Ferry Advertising, Kansas City 
Potts, R. J.~Calkins & Holden, Kansas City 
Zahrndt & Kelly, Inc.. St. Louis 


NEBRASKA 
Beaumont & Hohman, Inc., Omaha 


NEW JERSEY 
Johnson & Johnson, New Brunswick 


NEW YORK 

American Association of Advertising Agencies, 

Executive Hdq., New York City 
American Marketing Association, 

Kew Gardens 
Anderson, Davis & Platte, Inc., New York City 
Atherton & Currier, Inc., New York City 
Benton & Bowles, New York City 
Bruck, Franklin Advertising Agency, 

New York City 
Buchanan and Company, New York City 
Burton-Bigelow Organization, New York City 
Campbell-Ewald Company, New York City 
Compton Advertising, Inc., New York City 
Cowan and Dengler, Inc., New York City 
Craven & Hedrick Advertising Agency, 

New York City 
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Ellis Advertising Company, Buffalo 
Envin, Wasey & Company, Inc., 

New York City 
Frank, Albert-Guenther Law, Inc., 

New York City 
Furman, Feiner & Company, Inc., 

New York City 
Grey Advertising Agency, Inc., New York City 
Hoyt, Charles W. Company, Inc., 

New York City 
Huber Hoge & Sons, New York City 
Katz, The Agency, Inc., New York City 
Kenyon and Eckhardt, Inc., New York City 
Kudner, Arthur, Inc., New York City 
Leighton & Nelson, Schenectady 
Lennen & Mitchell, Inc., New York City 
Lewin, A. W. Company, Inc., New York City 
McCann-Erickson, Inc., New York City 
Marfree Advertising Corporation, 

New York City 
Martin Advertising Agency, New York City 
Newell-Emmett Company, New York City 
Paris & Peart, New York City 
Pedlar, Ryan & Lusk, Inc., New York City 
Presewetter, H. M. Advertising Agency, 

New York City 
Proctor, J. G. Company, Inc., New York City 
Redfield Johnstone, Inc., New York City 
Ruthrauff & Ryan, Inc., New York City 
Salzman, Hal A. Associates, New York City 
Vladimir, Invin & Company, Inc., 

New York City 
Weed and Company, Representatives, 

New York City 
Weill, The Armand S. Company, Inc., Buffalo 
Weintraub, William H. & Company, 

New York City 
Wolff, Ed & Associates, Rochester 


NORTH CAROLINA 
J. T. Howard Advertising Agency, Raleigh 
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OHIO 
Hibshman, Edward E. & Associates, Cleveland 
Jones, Ralph H. Company, Cincinnati 
Kemper, Don and Associates, Dayton 
Mumm-Romer-Robbins-Pearson, Inc., 
Columbus 


Perry-Brown, Inc., Cincinnati 


PENNSYLVANIA 
Aitkin Kynett Company, The, Philadelphia 
Bothwell, W. Earl, Pittsburgh 
Wheelock, Ward Company, Philadelphia 


TENNESSEE 
Kremer, Merrill, Inc., Memphis 
Lake-Spiro-Shruman, Inc., Memphis 
Southern Graphic Art Association, Nashville 


TEXAS 
Broiles, Rowland Company, Fort Worth 
Cameron, Wm. & Company, Inc., Waco 
Evans & LeMay Advertising Agency, 
Fort Worth 
Pitluk Advertising Company, San Antonio 
Pondrom & Collins, Dallas 


WASHINGTON 
Fuller, Romig C. and Associates, Seattle 
Pacific National Advertising Agency, Seattle 


WISCONSIN 
Cramer-Krasselt Company, Milwaukee 
Gittins, Bert S., Milwaukee 
Towell, Arthur, Inc., Madison 


CANADA 
Alberta 
Stewart-Lovick, Ltd., Calgary 
British Columbia 
O'Brien Gourlay Limited, Vancouver 
Stewart-Lovick, Ltd., Vancouver 
Volney Irons, Advertising Counsel, Vancouver 


Manitoba 

Gibbons, J. J., Ltd., Winnipeg 

McClaren Advertising Agency, Winnipeg 

MacLaren Advertising Company, Ltd., 
Winnipeg 


Norris-Patterson, Ltd., Advertising Agency, 


Winnipeg 
Wiggins Systems, Lid., Sales Counselors, 
Winnipeg 


Ontario 


Alexander, James L., Representative, Toronto 


Cockfield, Brown and Company, Toronto 
Denne & Company, Ltd., Toronto 

Eaton, The T. Company, Ltd., Hamilton 
Ferres Advertising Service, Hamilton 
Hayhurst, F. H. Company, Toronto 
Kelley, Russell T., Ltd., Hamilton 


Lever Bros., Ltd., Toronto 

Locke, Johnson & Co., Lid., Toronto 
McConnell, Eastinan & Company, Toronto 
McKim, A. Ltd., Toronto 

Parkes, Thornton, Toronto 

Purdy, Rai Productions, Toronto 

Ronalds Adv. Agency, Ltd., Toronto 
Smith, R. C. & Son, Ltd., Toronto 

Stovin & Wright, Toronto 

Vickers & Bensen, Toronto 


Quebec 


Alexander, James L., Representative, Montreal 
McKim, A. Ltd., Montreal 
Brazil 


McCann-Erickson Corporation, Rio de Janiero 


TOTAL AGENCIES: 9/1/46 — 186 


three hundred sixty une 


CHAPTER LXIV 


Educational Institutions Using Radio 
Salesmanship as Text 


STATE UNIVERSITIES AND COLLEGES: 
University of Alabama, University 
University of California, Berkeley 
University of Southern California, Los Angeles 
San Francisco State College, San Francisco 
Florida State University, Gainesville 
University of Georgia, Radio Writing and Pro- 

duction Class, Athens 
University of Illinois, School of Journalism, 
Urbana 
University of Hlinois, Champaign 
Indiana University, Bloomington 
Indiana University Extension, Indianapolis 
Indiana State Teachers College, Terre Haute 
University of Iowa, Iowa City 
Iowa State College, Ames 
Iowa State Teachers College, Cedar Falls 
Kansas State College, Manhattan 
University of Kentucky, Lexington 
Louisiana State University, Baton Rouge 
Louisiana Polytechnic Institute, Ruston 
Southwestern Louisiana Institute, Lafayette 
University of Maine, Bangor 
University of Michigan Extension School, 
Detroit 
University of Michigan, Library Extension 
Service, Ann Arbor 
Michigan State College, East Lansing 
Michigan State College of Agriculture and 
Applied Science, East Lansing 
University of Minneapolis, Minneapolis 
University of Missouri, College of Arts and 


Science, Columbia 
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Central Missouri State Teachers College. 
Warrensburg 

University of Nebraska, Lincoln 

University of Nevada, Reno 

University of New Hampshire, Durham 

New Jersey State Teachers College, 
Upper Montclair 

University of State of New York, Albany 

University of North Carolina, Chapel Hill 

Ohio State University, Columbus 

University of Oklahoma, Norman 

University of Oregon, College of Arts and 
Letters, Eugene 

Pennsylvania State College, School of Liberal 
Arts, State College 

University of South Carolina, Columbia 

University of Tennessee, Knoxville 

Texas A. & M., College Station 

University of Texas, Department of Speech, 
Austin 

Texas State College for Women, Denton 

North Texas State Teachers College, Denton 

Texas School of Mines, El Paso 

University of Virginia, Charlottesville 

University of Wisconsin, Madison 

State of Wisconsin Central Teachers College, 
Stevens Point 

University of British Columbia, Radio Society, 
Vancouver (Canada) 

Department of Secondary Teachers of National 
Education Association (Reaches 11,000 


groups in schools and colleges) 


OTHER EDUCATIONAL INSTITUTIONS: 


CALIFORNIA 

Holmley College. Los Angeles 

Long Beach Public Schools, Long Beach 
(Audio-Visual Dept.) 

Los Angeles City College, Los Angeles 

Los Angeles City High School, Manual Arts 
Library, Los Angeles 

Modesto Junior College, Modesto 

Pasadena City Schools, Pasadena 

South Pasadena City School District, Dept. of 
Visual Education, Pasadena 

San Francisco Unified School District, 


San Francisco 


Stanford University Radio Workshop, Stanford 


University 
Willman Broadcasters, Beverly Hills 


Don Martin’s School of Radio Arts, Hollywood 


Kincaid Dramatic School, San Francisco 


COLORADO 
University of Denver, Denver 


CONNECTICUT 
Hartford Seminary Foundation, Hartford 
High School, Wethersfield 
Hillyers Institute, Hartford 
New England School of Radio Broadcasting, 
Bridgeport 


DISTRICT OF COLUMBIA 
Public Schools of District of Columbia 
(Asst. Director of Radio), Washington 


FLORIDA 
Andrew Jackson High School, Jacksonville 
Ketterlinus High School, St. Augustine 
Rollins College, Winter Park 


GEORGIA 
Mercer University Library, Macon 
Armstrong Junior College, Savannah 


ILLINOIS 
Board of Education, City of Chicago, Radio 
Council, Chicago 
Bradley-Grilfin School, Chicago 
Columbia College, Chicago 
Fenger High School, Chicago 
Hibbard School, Chicago 
Moody Bible Institute, Chicago 
Navy Department, Ninth Naval District, Branch 
Public Relations Office, Chicago 
NBC-Northwestern University Institute, Chicago 
Northwestern University, School of Speech, 
Chicago 
University of Chicago, School of Business, 
Chicago 
INDIANA 
Purdue University, Lafayette 
School, City of Elkhart, Elkhart 


KANSAS 
Radio Audience Survey (Dr. F. L. Whan), 
Wichita 
St. Mary's College, St. Mary's 
University of Wichita, Wichita 
Wichita High School, East Wichita 


KENTUCKY 
Harlan High School, Radio Club, Harlan 
Holmes High School, Covington 


MAINE 
Caribou High School, Caribou 


MARYLAND 
Peabody Conservatory, Dept. of Speech, Baltimore 
St. Joseph's College, Emmitsburg 


MASSACHUSETTS 
Boston University, Boston 
Curry College, Boston 
Emerson College, Dorchester 
Endicott Junior College, Beverly 
Harvard University, Graduate School of 
Business Administration, Boston 


Leland Powers School of the Theatre, Boston 
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MICHIGAN 

Cheboygan City Schools, Cheyboygan 
Detroit Public Schools, Dept. of Radio 

Education, Detroit 
Grosse Point High School, Grosse Point 
Kalamazoo College. Kalamazoo 
McMichael Intermediate School, Detroit 
Pontiac Public School, Pontiac 
Wayne University, Detroit 
Western High School, Detroit 
Western Michigan College, Kalamazoo 


MINNESOTA 
Beck School for Radio, Minneapolis 
St. Olaf College, Northfield 


MISSISSIPPI 
Gulfport College, Gulfport 


MISSOURI 

Board of Education, City of St. Louis, 
Committee on Radio Education, St. Louis 

Hickman High School, Columbia 

Kansas City University, Kansas City 

Public Schools, Public Information Service, 
Kansas City 

Ridgeway School, Columbia 

Rockhurst College, Kansas City 

St. Louis University Inter-American Center, 


St. Louis 


Stephens College, Radio and Visual Education, 


Columbia 
Webster College, Webster Groves 


MONTANA 
Custer County High School, Miles City 


NEBRASKA 


Creighton University, Omaha 
Norfolk Junior College, Norfolk 
University of Omaha, Omaha 


NEW JERSEY 
Weequahic High School, Newark 
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NEW YORK 
Cernell University, Ithaca 
Department of Education, Schenectady 
Intercollegiate Broadcasting System, 
New York City 
Ithaca College, Ithaca 
Ithaca Public Schools, Ithaca 
Strauss Junior High School, Brooklyn 
Syracuse University, Syracuse 
Union College Radio Society, Schenectady 
William Cullen Bryant High School, 
Long Island City 


NORTH CAROLINA 
Elon College, Burlington 


OHIO 

Allegheny College, Canton 

Board of Education, Director of Radio 
Education, Akron 

Board of Education, Directing Supervisor of 
Radio, Cleveland 

Board of Education, Radio Education Dept., 
Toledo 

Cincinnati College of Music, Cincinnati 

Ohio Wesleyan University, Radio Work Skop, 
Delaware 

University of Toledo Library, Toledo 

Woodward High School, Toledo 


OKLAHOMA 


Central High School, Tulsa 


Tulsa Public Schools, Tulsa 


OREGON 
Portland Public Schools, Portland 


PENNSYLVANIA 
Dickinson Junior College, Williamsport 
Duquesne University, Pittsburgh 
Oakmont School, Upper Derby 
Philadelphia High School for Girls, Philadelphia 
Temple University, Philadelphia 
James Wilson School, Radio Committee, 

Philadelphia 


RHODE ISLAND 
Pawtucket Public Schools, Pawtucket 


SOUTH CAROLINA 
Limestone College, Gaffney 


TENNESSEE 

WNOX Radio School, Knoxville 

TEXAS 
Cooperative Extension Work, College Station 
Dallas High School, Dallas 
Fort Worth Public Schools, Fort Worth 
R. L. Paschal High School, Fort Worth 
Port Arthur College, Port Arthur 
State Department of Education, Director of 


Radio, Austin 
Baylor University, Waco 
UTAH 
National Association of Teachers of Speech, 
Salt Lake City 
Brigham Young University, Provo 
VIRGINIA 
Shenandoah College, Harrisonburg 
Mary Washington College. Fredericksburg 
WASHINGTON 
Clover Park Junior-Senior High School, Tacoma 


WEST VIRGINIA 
Bethany College, Bethany 
WISCONSIN 


Eau Claire Senior High School, Eau Claire 
Wisconsin College of Music, Milwaukee 


CANADA 
Kitsilano Senior and Junior High Schools, 
Vancouver, B. C. 
Radio Script Writing Class, Vancouver Night 
School, Vancouver, B. C. 
Sprott-Shaw Radio School, Vancouver, B. C. 
Toronto Conservatory of Music, Toronto, Ontario 


King Edward High School, Vancouver, B. C. 


Total Educational Institutions: 9/1/46 —~ 186 


LIBRARIES 

Akron Public Library, Akron, Ohio 

Beverly Hills Public Library, Beverly Hills, 
California 

Business Branch Library, Indianapolis, Indiana 

Chattanooga Public Library, Chattanooga, 
Tennessee 

Cleveland Public Library, Cleveland, Ohio 

Fort Worth Public Library, Fort Worth, Texas 

Hamilton Public Library, Hamilton, Ontario, 
Canada 

Hartford Public Library, Hartford, Connecticut 

Idaho Falls Public Library, Idaho Falls, Idaho 

Milwaukee Public Library, Milwaukee, 
Wisconsin 

Minneapolis Public Library, Minneapolis, 
Minnesota 

Rochester Public Library, Rochester, New York 

Toledo Public Library, Toledo, Ohio 

Public Library, Washington, D. C. 


Total Libraries: 9/1/46 — 14 
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CHAPTER LXV 


Broadcasting Networks and Associations 


American Broadcasting Company: 
Niles Trammel, President, New York 
Wn. S. Hedges, Vice-President, New York 
Sidney S. Strotz, Vice-President, Hollywood 
Jules Herbuveaux, Chicago 
C. L. Menser, In Charge of Programs, 
New York 
Radio-Recording Division, New York 
The Blue Network: 
Mark Woods, President, New York 
Don E. Gilman, Vice-President, Hollywood 
Edgar Kobak, Exec. Vice President, New York 
Phillips Carlin, Vice-President in Charge of 
Programs, New York 
Stanley C. Florsheim, Mgr., Co-operative 
Program Division 
Nancy Koch, Program Department 
Lyndall Wilson 
Columbia Broadcasting System: 
William S. Paley, President, New York 
D. W. Thornburgh, Vice President 
Mefford R. Runyon, Vice President 
Helen J. Sioussat, Department of Radio Talks 
Mutual Broadcasting Company: 
Fred Weber, General Manager, New York 
Don Lee Broadcasting System: 
Lewis A. Weiss, Vice-President and General 
Manager, Hollywood 
Golden West Network, San Francisco, California 
David H. Sandeberg, Manager 
Intercollegiate Broadcasting System, 
New York City 
David W. Borst, Technical Manager 
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Spot Broadcasting, Inc., New York City 
British Broadcasting Company, Chicago, Ilinois 
National Broadcasting Service (Commercial 
Division), Wellington, New Zealand 
Keystone Broadcasting System, Inc., New York, 
New York 
National Association of Broadcasters, 
Washington, D. C. 
Neville Miller, President 
Dorothy Lewis, Office of Coordinator of 
Listener Activity 
Margaret Stoddard, Regional Office, 
Cedar Rapids, Iowa 
Radio Corporation of America, Educational 
Department, Chicago, Illinois 
Bureau of Institutional Broadcasting, Pasadena 1, 
California 
General Broadcasting Company, Montreal, 
Quebec, Canada 
Prairie Airways, Limited, Moose Jaw, Sask., 
Canada. 
Canadian Association of Broadcasters, Toronto, 
Ontario, Canada 
Western Association of Broadcasters, Edmonton, 
G. R. A. Rice, President 
Alberta, Canada 
All-Canada Radio Facilities, Limited, 
Vancouver, British Columbia. 
Alasdair MacKenzie, General Sales Director 


CHAPTER LXVI 
NEWSPAPERS AND MAGAZINES 


Beacon Journal Publishing Company 
(Classified Advertising Manager), Akron, 
Ohio 

Broadcasting Magazine, New York City, N. Y. 

Call-Chronicle Newspapers (Fred W. Weiler) 
Allentown, Pennsylvania 

Casper Tribune-Herald, Casper, Wyoming 

The Daily News, Los Angeles, California 

The Daily Times, Davenport, Iowa 

Film & Radio Discussion Guide, (Wm. Lewin, 
Editor), Newark, New Jersey 

Green Bay Press-Gazette, Green Bay, Wisconsin 

Greensburg Daily News, Greensburg, Indiana 

Los Angeles Times, Los Angeles, California 

Natrona County Tribune, Casper, Wyoming 

Oregon Journal, Portland, Oregon 


Pan American Publications (Paul Shahin, 
President), Chicago, Illinois 

The Prairie Farmer, Chicago, Illinois 

Press News Limited (Press Radio Division of 
Canada Press), Toronto, Ontario 

Printer’s Ink, Chicago, Illinois 

Radio Daily, New York City, N. Y. 

Radiomonde (French Radio Newspaper) 
Montreal, Quebec, Canada 

Radio Showmanship Magazine (Marie Ford, 

Managing Editor), Minneapolis, Minnesota 

Time Magazine, San Francisco Editorial Offices, 
San Francisco, California 

United Press Association, Chicago Bureau, 
Chicago, Illinois 

Your Health (Published by British Columbia Tu- 


berculosis Society), Vancouver, Canada 


three hundred sixty-seven 


CHAPTER LXVII 


United States Government and Public 
Relations Departments 


U. S. Department of Agriculture, Boston, 
Massachusetts 

U. S. Department of Agriculture, Washington, 
D. C. 

U. S. Department of Agriculture, Decatur, 
Illinois 

U. S. Department of Agriculture, Denver, 
Colorado 

U. S. Department of Agriculture, St. Louis, 
Missouri 

United States Employment Service (Director of 
Radio Publicity) Columbus, Ohio 

U. S. Office of Education, Federal Security 
Agency, Washington, D. C. 

Office of War Information, Raleigh, 

North Carolina 

Office of War Information, Richmond, Virginia 

Office of War Information (Domestic Radio 
Bureau) Chicago, Illinois 

Office of Price Administration (Regional Radio 
Officer) Atlanta, Georgia 

Ollice of Scientific Research and Development, 
Washington, D. C. 

Regional Office of Civilian Defense, Omaha, 
Nebraska 

The Library of Congress, Acquisitions Depart- 
ment, Washington, D. C. 

United States Army Recruiting Station (Asst. 
to Commanding Officer in Public Relations), 
Cleveland, Ohio 

Ninth Naval District, Wm. C. Eddy, Command- 
er, Great Lakes, Illinois 
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Joint Liaison Committee, British Embassy Annex. 
Washington. D. C. 

Headquarters Third Service Command, United 
States Army, Baltimore, Maryland 

Headquarters Third Air Force Staging Wing. 
Hunter Field. Georgia 

Buckingham Army Air Field (Information and 
Education Dept.), Camp Wheeler, Georgia 

Public Relations Office, Camp Wheeler, Georgia 

Public Relations Office, Selman’ Field, Monroe, 
Louisiana 


Armny Air Forces Center, Orlando, Florida 


RADIO COUNCILS 
Regional Wartime Conference on Responsibility 
of Radio in the New World, held at Stephens 
College, Columbia, Missouri, including fol- 
lowing: 
International Relations Lecture Series 
Association of Women Directors of National 
Association of Broadcasters 
Inter-American School of the Air 
Alpha Epsilon Rho, National Honorary Radio 
Fraternity 
Leaders of Radio Councils 
Association for Education by Radio, (Major H. 
W. Kent, Pres.) Washington, D. C. 
Columbia Radio Council, Columbia, Missouri 
Rocky Mountain Radio Council, Inc., Denver, 
Colorado 
The Community Council, Radio Workshop, 
Winston-Salem, North Carolina 


Des Moines Radio Council, Hazel Hillis, 
Director, Des Moines, Iowa 

Radio Council of Greater Kansas City, Kansas 
City, Missouri 


Radio Council of Greater Cleveland, Cleveland, 


Ohio 


Radio Council of New Jersey, Somerville, 
New Jersey 

Radio Council of Middle Tennessee, Nashville 
Tennessee 

Radio Council of Greater Boston, Boston, 
Massachusetts 


Disgusted lees dynamite can upset disgusting 
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CHAPTER LXVIII 
GENERAL 


Doctor I. Q.—Jimmy McClain 

Frank Scott, Attorney, Washington, D. C. 

Walter McAdams, Advertising Executive, Los 
Angeles, California 

Museum of Science and Industry (Lenox R. Lohr, 
President), Chicago, Illinois 

Boy Scouts of America, National Director of 
Public Relations, New York City, N. Y. 

American Red Cross, Eastern Area (Director 
Radio Section), Alexandria, Virginia 

National Association of Cost Accountants, New 
York City (R. P. Marple, Director, Research 
and Technical Service) 

National Association of Cost Accountants, Cuba 
Chapter (George E. Green, President) 
Havana, Cuba 

National Association of Cost Accountants, Tri- 
City Chapter, Moline, Illinois 

Ernst and Ernst, Accountants and Auditors, 
Chicago, Illinois 

Price, Waterhouse & Company, Accountants, 
Brooklyn, New York 

National Research Bureau, Inc. (Frank P. Ken- 
dall, Vice-President), Chicago, Illinois 

Cincinnati Street Railway Company (Marvin S. 
Gilbert, Assistant Director of Public Rela- 
tions), Cincinnati, Ohio 

Philadelphia & Western Railway Company 
(Clinton D. Smith, General Mgr.) Norris- 
town, Pennsylvania 

Massachusetts Mutual Life Insurance Company 
(Carl LeBuhn, General Agent) Davenport, 
Iowa 

General Motors Corporation, Public Relations 
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Department, Detroit. Michigan 

Jim H. Finley, “Victory Is Our Business” 

radio program 

First Baptist Church. Columbia, Missouri 

Rural Electrification Adm., Editorial Section, 
St. Louis, Missouri 

Swift and Company. Kansas City, Kansas 

Columbia League of Women Voters, Columbia, 
Missouri 

Public Information Service, Public Schools. 
Kansas City, Missouri 

National Association of Manufacturers, Radio 
Department, New York City 

National Thespian Dramatic Honor Society, 
Cincinnati, Ohio 

Broadway Department Store, Inc. (Sales and 
Publicity Director) Los Angeles, California 

Stevens Furniture Company, Saginaw, Michigan 

Sanger Brothers, Dallas, Texas 

The Daniels & Fisher Stores Company, Denver, 
Colorado 

Huot (Men's Shop) Saint Boniface, Manitoba. 
Canada 

B. Lowenstein’s & Bros. (Department Store— 

Advertising Dept.) Memphis, Tennessee 

Redlicks (Home Furnishers) San Francisco 10, 
California 

Canton Hardware Company, Canton, Ohio 

Kasper-Gordon, Inc. (Radio Productions and 
Transcriptions) Boston, Massachusetts 

Universal Radio-Television Productions, Holly- 
wood, California 

Monogram Pictures Corporation (Publicity De- 
partment) Hollywood, California 


Broadcasters (Radio School), Beverly Hills, 
California 

General Shows (Promotion Manager) 
Minneapolis, Minnesota 

Kerr Glass Manufacturing Corp. (Ruth Ker, 
President) Los Angeles, California 

Hooker Glass & Paint Mfg. Company 
(Advertising Manager) Chicago, Illinois 

Standard Oil Company of California (Standard 
School Broadcast) San Francisco, Calif. 

Consolidated Products Company, Danville, 
Hlinois 

Consolidated Vultee Aircraft Corp. (Education 
Supervisor) San Diego, California 

Consolidated Vultee Aircraft Corp., 
New Orleans, Louisiana 

Burrus Mill and Elevator Company (G. F. 
Buettner, Sales Mgr.) Fort Worth, Texas 

Deerfield Packing Corporation, Bridgeton, 
New Jersey 

Deerfield Packing Corporation, New York Branch 

DuPont Paint Service Store, Omaha, Nebraska 

Dr. Hiss (J. M. Hiss, M.D.) Clinic, Los Angeles, 
California 

Federico Elguera (Consul General from Lima, 
Peru), New Orleans, Louisiana 

The Broadway-Pasadena (Hotel) Pasadena, 
California 

California Federation of Women’s Clubs, 
Sacramento, California 

Travelers Aid Society of Chicago, Chicago, 
Illinois 

State of Ohio, Department of Public Welfare 
(Librarian), Columbus, Ohio 


The Community and War Fund of Metropolitan 
Chicago, Inc., Chicago, Illinois 

Bacon & Wieck (Clearing house for public 
libraries) Northport, L. I, New York 

Sydney Brown (Free lance writer and producer) 
Toronto, Ontario, Canada 

Radio Programme Producers, Montreal, Quebec, 
Canada 

Walter A. Dales (Radioscripts), Montreal, 
Quebec, Canada 

Lt. Frederic S. Otis, Port-Information-Education 
Officer, Army Service Forces, Prince Rupert, 
B. C., Canada 

Broadcast Sales Club of Toronto, Toronto, 

Ontario, Canada 

Hudson Bay Company (Advertising Manager), 
Winnipeg, Manitoba, Canada 

Topper Pharmacal Company (Sponsors), 
Montreal, Quebec, Canada 

Haynes Stellite Company, General Publicity De- 
partment, Chicago, Illinois 

Ryan Aeronautical Company, San Diego, Calif. 

Atlas Corporation, New York City (Librarian) 

Arizona Radio & Television, Inc., Phoenix, Ariz. 

Radio Drama Workshop, Milwaukee, Wisconsin 

Collinson-Wingate Broadcasting Company, 
Topeka, Kansas 

Advertising Club of Fort Worth, Fort Worth, 
Texas 

Unity Corporation, Inc., Toledo, Ohio 

Catholic Film and Radio Guild, Los Angeles, 
California 


three hundred seventy-one 


Ness 


EONS ee 


~ 


Scop 5Y! EEA we SIG 


a 
u 


iors) 


e 


Pye ie 
mentee 


iti ete aie 
ear Cte Ee 


' 


Fe, =e 
Ares 
IS 


ss mit ment a ta i it lak a a eile ta ed es oka ata) 


y “| 
Opi lm. 
i = 


cf 


